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in case you missed it...

news and notes on marketing and research

Convenience is a dirty word to these Italian consumers
An April 25, 2006 article in the Wall Street Journal told an instructive tale of the difficulties encountered by marketers such as Unilever and
Procter & Gamble in selling their time-saving cleaning products to Italian women, many of whom take their chores very seriously.

P&G research showed that Italians devote 21 hours a week to household chores other than cooking - Americans spend just four hours.They
wash kitchen and bathroom floors at least four times a week, compared to the U.S. consumer’s once-a-week cleansing.

Despite those hours and hours of labor, Italians aren’t necessarily a perfect market for convenience products.They want products that are tough
cleaners, not timesavers. For example, dishwasher makers targeting the Italian market have had to fight the perception that machines don’t get

dishes as clean as hand-washing.
When Unilever’s Cif brand cleaning spray flopped, company research found that Italian women needed

convincing that a spray could be strong enough, especially on kitchen grease.The company spent 18 months
reformulating the product, testing its power against grease. It changed the focus of advertising from conven-
ience to cleaning ability. And when it was learned that the women felt they needed different cleaners for dif-
ferent tasks, new varieties were created. Containers were also made 50 percent larger because Italians clean
so frequently.

P&G’s Swiffer Wet mop bombed as a cleaner but research found that Italian women were using it to pol-
ish after mopping, so the firm created a Swiffer with beeswax, which it sells only in Italy. Another variety,
the Swiffer duster, is sold in many countries but is especially popular in Italy, selling five million boxes in its

first eight months, twice the company’s forecasts.
“It was a real shift of mind-set on how to market products like these,” said Alessandra Bellini, head of marketing for Unilever’s home and per-

sonal-care products. “If you present a product as quick and easy, women may feel like a cheat….It took us a while to understand that Italians
didn’t want that.”

“Women in Italy Like to Clean but Shun the Quick and Easy,” Wall Street Journal, April 25, 2006

I am man, watch me buy
A September 4, 2006 BusinessWeek cover story by Nanette Byrnes chronicled the
latest efforts of companies to market to men in the post-metrosexual era. Citing a
study by Leo Burnett, which claims that metrosexuals and their evil twins the
retrosexuals (the beer-swilling, burger-munching louts wearing the backwards ball
caps) only account for two in every five men, the article outlined Madison Avenue’s
current state of thinking on how to sell to the guys in the middle of that spectrum.

Obviously, the product or service dictates the strategy. Through ads that focus on
technology, Dyson vacuums have become a hit by appealing to the inner geek in men
(40 percent of Dyson’s customers are men). Sly humor and a great Web site
(www.shaveeverywhere.com) helped make Norelco’s Bodygroom electric shaver (for
removing hair “below the neck”) a hit.

Marketers shouldn’t overlook the purchasing power of teenage boys, many of whom
have mastered the Web as a product research vehicle and flock to it as an outlet for
forming bonds with products they like. Teenage Research Unlimited coined the term
maturiteen to describe a group of teens who are more savvy, responsible and pragmat-
ic than previous cohorts, thanks in part to the tendency of their Boomer parents to
treat them as equals.

Speaking of Boomers, even that most boring of creatures, the Boomer dad, has a lot
to offer marketers. These men are in their peak earning years and are almost as likely
to be found shopping for diapers as moms are. Companies such as Patek Philippe and
Dyson are aiming their efforts at this group.

The article offered four quick tips for capturing the attention of the male consumer:
stop boring him (don’t fall back on tired approaches and messages), keep it basic
(men don’t like products they have to fuss with), get him talking (harness the power of
word of mouth), and don’t fake it (if you try too hard to be hip you’ll be quickly
exposed as a fraud and ridiculed for it).

“Secrets of the Male Shopper,” BusinessWeek, September 4, 2006

They’ll take it to go in
Birmingham
An analysis of quick-service and sit-down
restaurant patronage in the U.S. by New
York-based Scarborough Research shows
that while the average adult visits a
quick-service restaurant such as
McDonald’s or Subway 5.2 times in a
given month, residents of Birmingham,
Ala., visit a quick-service restaurant 6.5
times in the average month. Louisville,
Ky., (6.4 average visits), Austin,Texas
(6.3 average visits), Memphis,Tenn., (6.3
average visits) and Raleigh, N.C., (6.2
average visits) round out the top five
local markets for frequent fast-food
restaurant patronage.

In the sit-down restaurant category,
which includes establishments such as
Applebees,T.G.I. Friday’s and Boston
Market, the average adult visits one of
these restaurants 3.4 times a month.
Orlando, Fla. is the top local market for
the frequent sit-down restaurant patron-
age. Consumers here visit a sit-down
restaurant 4.5 times monthly. Cincinnati
(4.2 average visits), Fort Myers, Fla. (4.2
average visits),Tampa, Fla. (4.1 average
visits) and Atlanta (4.1 average visits)
complete the top five local markets for
frequent sit-down restaurant patronage.

http://www.shaveeverywhere.com
http://www.quirks.com
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Following a five-year boom, home-
channel do-it-yourself (DIY) sales
will slump over the next five years,
predicts a report by Chicago
research firm Mintel.While housing
sales and in-store how-to programs
significantly boosted DIY sales over
the last five years, this $460 billion
industry is preparing to overcome
the challenges of a cooling market.

Lowe’s and Home Depot have
both increased mailings of their
retail credit card offerings by almost
150 percent in an effort to bolster
business, according to Mintel
Comperemedia, which analyzes
direct mail and print media.
According to Mintel’s research, 90
percent of consumers purchase
home improvement products at
home centers, but few shop at just
one type of store. Retailers have
placed their hope in three emerging
DIY markets: women, Hispanics and
Baby Boomers. “We saw retailers
make many outreach efforts last
year,” says Justin De Santis, analyst
with Mintel. “For example, suppliers
introduced new lines of traditionally

male-oriented products such as
hand tools with ergonomic features,
design and packaging that specifi-
cally targeted the female DIYer.
There is a major opportunity to
provide more targeted products for
this group.”

To appeal to women who are
increasingly taking home improve-
ment into their own hands, major
retailers such as Lowe’s and Home
Depot are offering educational
workshops, adapting product lines
and making store layouts more
female-friendly. Mintel research
reports that close to 60 percent of
women surveyed had undertaken a
DIY project in the last year.

Do-it-yourself needs are also
expected to grow in the Hispanic
market over the next five years.
Retailers are expanding Hispanic
and Spanish-speaking staff while
continuing to introduce bilingual
signage and packaging.The project-
ed number of Hispanic homebuyers
will also drive sales opportunities.

DIY retailers are also focusing
their product and service offerings
on Baby Boomers, who are predict-
ed to buy everything from high-end
furniture to small barbecues at DIY
stores. Home Depot’s acquisition of
online company Home Decorators
Collection sets the stage for more
expansion opportunities that can
attract this key group. Boomers
growing into the 50-65 age bracket
will cause that segment to be the
fastest-growing age group in the
U.S. until 2010, and Mintel predicts
that installation services sales and
one-stop shopping will increase as
this market seeks more “do it for
me” purchases.

“Companies will need to contin-
ue providing more programs and
services to attract these emerging
groups,” says De Santis. “They will
also need to consider creating more

initiatives that differentiate them
more solidly from each other.
Gaining loyal customers will be
important as the DIY competition
continues to heat up.” For more
information visit www.mintel.com.

High gas prices mean less
dining out, fewer shopping
trips
The June edition of BIGresearch’s
Consumer Intentions and Actions
Survey found that consumers are
making difficult choices to offset
the rising cost of driving.When
asked if fluctuating gas prices have
impacted their spending, 75.3 per-
cent of nearly 7,500 respondents
agreed.While that may come as no
surprise, the survey results raise a
major red flag for business and
retail. “It’s not just people making
less than $50,000 per year who are
rethinking their household spend-
ing,” says Joe Pilotta, vice president
of research for BIGresearch,
Columbus, Ohio. “People making
over $50,000 per year are also feel-
ing the pinch of gasoline price
hikes and are cutting back in many
of the same ways.”

So where are they cutting back?
The top three areas listed for both
income groups included driving,
dining out and vacation/travel. Both
groups also indicated that inflated
gas prices have caused them to
spend less on clothing and groceries
as well as delay major purchases
such as a car, electronics or furni-
ture. “With the continued impact of
higher gas prices, shopping has
become increasingly difficult,” says
Pilotta. “With gas costing some
drivers in excess of $40-$50 per
week, consumers have to think
more realistically about adding the
cost of driving to their household
budget than in the past - and com-
ing up with ways to help offset the

DIY market headed for slow-down

continued on page 86

http://www.mintel.com
http://www.quirks.com
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Yahoo has named Peter Daboll chief
of insights and global market
research.

Wendy’s has created an innovations
and strategy group that will oversee
research and development, insights
and other functions.The new group
will report to Executive Vice
President/Chief Marketing Officer
Ian Rowden. Rowden has named
three Wendy’s executives to the
group. Senior Vice President Mike
Watson is overseeing operations
innovation for Wendy’s 10,000
restaurants. Senior Vice President
Lori Estrada, who oversees new
products and packaging, will helm
research and development. Casey
Minton, a vice president, is leading
strategic insights and innovation,
focusing on consumer research and
developing new revenue streams.

Bell, Falla and Associates LLC, a
Norwalk, Conn., marketing research
firm, has named Karen LeSieur
executive vice president and
Adrienne Vitti project manager.

WestGroup Research of Phoenix has
hired Connie Fields as focus facili-
ties manager and Melissa Skogan as
a support analyst.

Richard Goosey, senior vice presi-
dent, marketing science and method-
ology at Harris Interactive, Rochester,
N.Y., has been given a Fellowship
Award by the U.K.’s Market Research
Society (MRS).The honor is award-
ed to a full member deemed to have
made a significant contribution to
market research and/or the MRS for
at least 10 years. Separately, Aled
Morris, U.K. managing director at
Harris Interactive, has resigned and
joined a personnel/recruitment firm
as a principal partner.

M/A/R/C Research, Irving,Texas, has
named Paul Kirch director of client
development for Online Survey

Solution, an operating unit of
M/A/R/C Research.

Loganville, Ga., research firm MRT
Services Inc. has named Cynthia
Thompson operations manager.

Nicholas Market Research Associates
International, New York, has tapped
Laurie Rosner to establish a new
division, Nicholas Healthcare.The
firm has also added Theodora
Stites as an account executive and
moderator.

Research Now has named Charles
Pearson senior vice president, busi-
ness development. He has relocated
from San Francisco to the company’s
London head office.

London-based TNS has named
Gaurav Bhalla global innovation
director, based in Washington, D.C. In
addition, David Moxley has been
chosen to head up a new customer
insight consulting team. He is based
in Toronto.

Canada-based research firm Vision
Critical has promoted Kris
Hartvigsen to vice president of
business development.

Washington, D. C.-based research
firm Zogby International announced a
number of new hires and promo-
tions. Hires: Christopher Koehnke,
office manager,Washington D.C.;
Shane Nelson, international division
executive; Fritz Wenzel, director of
communications; Ashraf Faramawi,
international project manager;
Jonathan Zogby, director of
domestic business development;
Phillip Vanno, assistant editor; Mark
Warner, editor/writer; Kimberly
Wyborski, human resource coordi-
nator; Paul Zogby, systems assistant.
Promotions: Leann Atkinson to
project manager and Christian Peck
to client strategy manager.

Montreal-based research software
firm Voxco has named Gilles
Bernasconi managing director of
Voxco France.Also at Voxco France,
Nicolas Roullier has been named
sales manager and Murielle Majesté
has been named technical support
specialist.

Farmington Hills, Mich., research
firm MORPACE International Inc. has
named Jeffrey Kaufman research
director. He is based in the compa-
ny’s office in Irvine, Calif.

Information firm VNU Group B.V.
has named R. Ford Dallmeyer sen-
ior vice president and general counsel
of its VNU Marketing Information
group and ACNielsen. In addition,
the firm named Michael
Marchesano to the new position of
executive vice president and chief
transformation officer, responsible for
leading the company’s Project
Forward business transformation pro-
gram.

In conjunction with opening a new
office in Tokyo, Lightspeed Research,
Basking Ridge, N.J., has named
Chris Duston vice president of
business development in Japan.

Synovate has named Craig Harvey
director, media research - Asia Pacific.
Stephen von Bevern has been
named vice president of online data
collection. Jo-Ann Osipow has
been named senior vice president of
tracking and communication solu-
tions for the Americas. Robert
Skolnick has been appointed CEO
for Synovate in North America.

Doron Wesly has joined Millward
Brown USA as vice president, media
practice and is based in the New
York City office. Jorge Alagón,
Millward Brown Mexico, has been

continued on page 104
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New TiVo division will
track DVR users’ ad
viewership
Alviso, Calif.-based TiVo Inc. has
created TiVo Audience Research
and Measurement, a division of
the company which will offer data
and analysis on DVR viewing of
advertising content. The
Commercial Viewership Reports
will provide an understanding of
the types of advertisements that
are most successful with con-
sumers in TiVo households.
Advertisers will know the viewer-
ship and effectiveness of their
advertisements by network, genre,
day-part, time slot, day of week
and commercial pod position.

TiVo’s research will include
assessment and analysis of the
impact of fast-forwarding, rewind-
ing, replaying, pausing and other
behaviors. The reports are based
on anonymous, aggregate data
collected from all of TiVo’s sub-
scribers across the country, in near
real-time, through random analysis
of 20,000 of TiVo subscribers per
given day. The service delivers
data on commercials in any day-
part, showing specific viewing
patterns and pinpointing specific
incidents where viewers showed
interaction. The data can be cus-

tomized at the buyer’s request.
TiVo is working with Nissan, as

well as OMD NEXT, a consor-
tium of 14 of Omnicom Media
Group’s clients who have dedicat-
ed resources this year to test and
learn about the relative impact
that new and emerging media
platforms are having on tradition-
al media/advertising models, and
the relative brand value that each
medium brings to the overall
media mix. NEXT clients include
Bank of America, GE,Visa,
Discovery Channel, McDonalds
and Anheuser-Busch, among oth-
ers. For more information visit
www.tivo.com.

Online panel surveys
disabled consumers and
their families
Bainbridge, Ga., disability services
firm Butler New Media has
launched two new online panels
for people with disabilities, their
family members and other stake-
holders. With the name Ability,
the panels allow respondents to
participate in mystery shopping,
market research and other special-
ized studies. The two panels that
people can join are the mystery
shopping/evaluation panel and the
market research panel. Participants

in the mystery shopping panel
will have the opportunity to par-
ticipate in: mystery shopping,
product and service evaluations
and usability testing. The market
research panel is used for surveys,
opinion polls, focus groups and
other specialized research. For
more information visit www.abili-
typanel.com.

Service mines consumer
comments on blogs, chat
rooms
San Francisco research firm
MarketTools has debuted Insight
Networks, which allows users to
capture the universe of voices
from a variety of online resources
and existing electronic content,
interact with social networks and
online communities, and synthe-
size that feedback. By tapping
into consumers’ own means of
communication, such as blogs,
chat rooms, message boards, video
and online groups, the product
enables companies to listen in to
and join the conversations to stay
abreast of fast-changing issues,
trends and opinions. For more
information visit www.market-
tools.com.

Research Now adds
country-specific panels;
auto-ownership screener
London-based Research Now has
added a number of research-only
panels to its European portfolio.
The countries include: Portugal
(www.opinioesdevalor.com),
Greece (www.polytimesgnomes.gr),
the Netherlands (www. waarde-
vollemening.nl), Sweden (www.
dinasikt.se), Norway (www.verdi-

continued on page 94
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News notes
The research industry remains
healthy, with longer-term com-
pound annual growth rates of 4-6
percent, according to ESOMAR’s
newly released 2005 Global
Market Research Report. The
report also highlights the success
of newer methodologies such as
online, which now represents 20
percent of market research expen-
diture worldwide. The report
reveals that the industry now rep-
resents estimated global revenues

of $23,290 million with a 7 per-
cent growth rate compared to
2004 (real growth rate adjusted for
inflation is 4.3 percent). Asia-
Pacific and the new EU member
states showed a 7.4 percent real
growth rate.

The 15 mature EU markets
remain buoyant too, with a 5.4
percent growth rate, one point
above the global average. With an
estimated revenue of $10,437 mil-
lion, Europe continues to generate
the most market research revenue

(45 percent of the total), followed
by North America ($8,295 million;
36 percent of total market research
revenue).

Europe - along with the Middle
East and Africa - is the only area
to have experienced a strong real
growth in 2005 compared to 2004.

The fastest-growing markets
include Latvia (34 percent
growth), China (25 percent),
Thailand (23 percent), Bulgaria (22
percent) and Malaysia (20 percent).
The results also show that amongst
the largest markets, France grew
the fastest at 3.2 percent followed
by Germany (2.8 percent), the U.S.
(2.1 percent) and Japan (2 per-
cent). The U.K. remains stable with
0.7 percent growth.

The 2005 Report also demon-
strates that online research is now
playing a key role in market
research around the world, repre-
senting 20 percent of expenditure
on data collection methods. This
figure nearly has nearly doubled
from 2004 to 2005 (11 percent in
2004).

At the same time face-to-face
interviews have dramatically
decreased, now representing 21
percent of data collection com-
pared to 31 percent in 2004.
Telephone interviews are currently
the most popular data collection
method, representing 22 percent
(relatively stable compared to 2004
with a two-point decrease). The
quantitative/qualitative ratio
remains constant with 2004 with
roughly a 80/20 split.

Research firm Synovate
launched an initiative to promote
growth and better align the com-
pany with the needs of clients.
Called “From Now to Wow,” the
program will apply across all busi-
ness units, support services and

continued on page 98

Calendar of Events October-December

The Council of American Survey Research
Organizations will hold its annual mem-
bers-only conference on October 18-20 at
the Ritz-Carlton, Marina del Rey, Calif.
For more information visit
www.casro.org.

Mature Marketing and Research will hold
a conference, titled Beyond the Boomers:
The Transition Years, at the Chicago
Hilton on October 20. Quirk’s subscribers
can receive a discounted registration fee.
For more information contact Les Harris
at mmrharris@aol.com.

The Society of Insurance Research will
hold its annual conference/workshops and
exhibit fair on October 22-25 at the
Francis Marion Hotel, Charleston, S.C.
For more information visit
www.sirnet.org.

IIR will hold its annual market research
event on October 22-26 at the Century
Plaza Hotel in Los Angeles. Quirk’s sub-
scribers can receive 15 percent off the
standard price by using registration prior-
ity code XM1828QUIRKS. For more
information visit www.themarketre-
searchevent.com.

ESOMAR will hold its annual Latin
American conference on October 25-27 in
Rio de Janeiro. For more information visit
www.esomar.org.

ESOMAR will hold a conference on
researching the leisure industry on
November 5-7 at the Radisson SAS Hotel
Rome. For more information visit
www.esomar.org.

IIR will hold its future trends conference
on November 6-8 at the Ritz-Carlton,
South Beach, Miami. For more informa-
tion visit www.iirusa.com/futuretrends.

ESOMAR will hold a conference on
researching responsible business practices
on November 7-8 at the Radisson SAS
Hotel Rome. For more information visit
www.esomar.org.

ESOMAR will hold a conference on public
sector research on November 8-9 at the
Radisson SAS Hotel Rome. For more
information visit www.esomar.org.

The Marketing Research Association will
hold its annual fall education conference
on November 8-10 at the Sheraton Wild
Horse Pass Hotel, Scottsdale, Ariz. For
more information visit www.mra-net.org.

IIR will hold its European market
research event on November 13-16 at the
Riverbank Park Plaza Hotel in London.
For more information visit
www.iirusa.com.

ESOMAR will hold a conference on panel
research on November 27-29 at the Hotel
Arts Barcelona, Barcelona, Spain. For
more information visit www.esomar.org.

ESOMAR will hold a conference on
researching the telecommunications indus-
try on November 29-December 1 at the
Hotel Arts Barcelona, Barcelona, Spain.
For more information visit
www.esomar.org.
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A
As marketers, we are well aware of
the power of perception. But, as
market researchers, how do we tap
into these perceptions? How do we
accurately assess them so that we can
leverage future management deci-
sions? One way to uncover con-
sumer perceptions - the real emo-
tions that shape brand relationships
and drive purchase behavior - is the
use of projective techniques in focus
groups.

Our left-brains control logic,
analysis, science, mathematics and
language. Our right-brains control
intuition, creativity, imagination, art
and music. Dialogue is left-brained
and therefore controlled by logic,
while perceptions are governed by
our right-brains.Therefore, to tap
perceptions of importance to mar-
keters, we must use right-brained
techniques like projectives.

Skilled moderators are adept at
interpreting consumer behavior,
understanding group dynamics, lead-
ing active discussions and using pro-
jective techniques. In a group that
relies solely on structured dialogue,

respondents can become too analyti-
cal or they may be unable to articu-
late their deep-seated opinions and
feelings. One very effective method
of helping respondents verbalize
their subconscious is projective exer-
cises.

Projective exercises can elicit in-
depth feedback, well above and
beyond rational, top-of-mind
answers.These techniques reveal
respondent attitudes and better
engage their thinking and concen-
tration. Involving respondents in
such projective exercises will bring
forth issues and opinions that they
may not otherwise be able to
express or be aware of. Projectives
allow market researchers to effec-
tively garner input from all the sens-
es, thus painting rich consumer pro-
files.

Virtually all focus groups can ben-
efit from at least one projective
exercise. Depending upon research
objectives, many focus groups can
successfully employ more.
Projectives can be designed as indi-
vidual, group or team exercises.

Projective techniques must be rel-
evant to the research topic and
objectives, as well as the respondent
base. Since exercises most often need
to be issue-centric, some degree of
customization is usually necessary.

A seasoned focus group moderator
has dozens of projective techniques
in her toolkit. Here are three of my
favorites:

• Picture this, picture that
“Picture this picture that” is valu-

able for revealing imagery and emo-
tional associations.This technique
involves pre-selecting about 50 dif-
ferent images that represent a wide
range of possible emotions.
Moderators should choose rich
graphics and avoid including any
that are directly related to the cate-
gory (e.g., don’t include engagement
ring advertisements if researching

16 |  Quirk’s Marketing Research Review | October 2006 www.quirks.com

Projectives set the
stage for fresher
consumer insights

qualitatively speaking

Editor’s note: Holly M. O’Neill is
president of Talking Business, a Newport
Beach, Calif., marketing consulting firm.
She can be reached at 949-721-4160 or
at holly@talkingbusiness.net.

By Holly M. O’Neill>

mailto:holly@talkingbusiness.net
http://www.quirks.com
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online dating). Respondents are
asked to select a picture that best
says how they feel when buying
Brand X, how they feel when using
Brand Y, etc.

Pictures become metaphors
respondents can use to describe their
perceptions.These picture
metaphors allow them to think
more broadly, frame their ideas and
overcome their reticence.

• Sort me up
“Sort me up” is especially useful

in consumer packaged good research
to better understand product seg-
mentation and the purchase decision
hierarchy.This exercise involves
respondents being presented with a
representative sample of products
from within the study category and
asked to work together as a team to
sort the products into groups that
make sense to them. Respondents

are encouraged to create as many
product groups as they see fit and
asked to give each group a name that
describes why those items have been
placed together.

The visual stimulation, combined
with the physical activity of moving
products, generates more thorough
thinking. Additionally, the active dis-
cussion among respondents provides
key insights into the segmentation
process, thus increasing understand-
ing of what consumers consider
while reviewing products in a spe-
cific category.

• Once upon a story
“Once upon a story” is especially

valuable for gathering and under-
standing attitudes and imagery cues.
The moderator describes a setting or
situation and then asks respondents
to tell a story related to the scenario.
For example, if a research goal is to
better understand the perceived
image of a specific brand, the moder-
ator could present the following:
“Let’s pretend you’re in the super-
market.The woman next to you has
Brand X in her cart.Tell me about
that woman.What else does she have
in her cart? How is she dressed?
Where does she live? What does her
house look like - inside and outside?
What kind of car does she drive?”

The process of creating a story
around a brand, in this example
revealing perceived personality cues,
encourages respondents to think
about the brand in a different way,
thus expressing images and biases
which their left-brains may be
unaware of.

Deeper understanding
If you would like to garner fresher
insights and increased learning from
your next focus group project, add
projective exercises to your discussion
guide.You’ll be sure to achieve a
deeper understanding about your tar-
get.While it is more work to prepare
and analyze the results, the richness
of emotions, perceptions, imagery
and biases uncovered are definitely
worth the extra effort. |Q
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Multi-unit retailers and restaurants
spend a lot of money and effort try-
ing to understand and manage the
thousands of employees in many dif-
ferent locations. Results are typically
evaluated on a company level as part
of an annual business review.
However, this is not the whole pic-
ture. Basically, when you are looking
at the company, all units are assumed
to be “average.”This misses significant
inter-unit variation and the opportu-
nity to improve performance or cor-
rect problems at a specific location.

A basic problem is that we can
always “know more than we can
prove.” Managers of large, multi-unit
companies “know” the following:

• management teams at different
locations aren’t equally effective;

• unit management impacts
employee performance;

• employee performance impacts
sales and customer satisfaction; and

• management performance
impacts employee turnover and
morale.

But how do you “prove” it? More
importantly, how do you identify the
specific areas that each unit manage-

ment needs to improve? And most
important, what do they need to do
differently that will improve employee
performance and guest results?

The cost of turnover
Most managers know that employee
turnover is expensive, but a large
majority were unable to quantify the
cost of turnover when asked in a
recent poll.The cost of hiring and
training a new employee can vary
greatly - from only a few thousand
dollars for hourly employees to
between $75,000 and $100,000 for
top executives. Costs that are more
difficult to estimate include customer
service disruption, emotional costs,
loss of morale, burnout/absenteeism
among remaining employees, loss of
experience, continuity and “corporate
memory.”

Another truth is that unit managers
in multi-unit companies hold most of
the keys to keeping the right talent.

Case study
The following case study demon-
strates methodologies to measure
employee attitudes and how to gauge

key factors to keep employees happy
and productive.We explore a frame-
work within which employee satisfac-
tion can be measured and then
describe a concrete methodology to
apply these findings to the workplace.

By using Palm Pilots to implement
a unit-level employee survey, we were
able to complete three surveys for the
cost of one written/paper-based sur-
vey.This provided the client company
with a snapshot of results more fre-
quently and allowed the individual
locations to measure their progress
three or four times a year.

Identify the issues
Our client company, Company A, has
more than 100 locations structured in

Editor’s note: Dave Leonard is the
founder of Focus on Service LLC, a
Kennett Square, Pa., research firm. He
can be reached at 610-347-1301 or
dave@focusonservice.com. Michael
Lieberman is founder and president of
Princeton, N.J.-based research firm
Multivariate Solutions. He can be reached
at 646-257-3794 or at
michael@mvsolution.com.
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regions and employs several thousand
people. In our survey, more than 40
questions were initially asked cover-
ing training, management, personal
development, the company and cus-
tomers.

The test objectives were to identify
the issues that were most important
for employee retention and lower
turnover.We sought to demonstrate
that significant employee differences
can be measured between individual
units, and to develop action reports
for region/unit managers that high-
light differences between units.

Key driver analysis measures the
strength of descriptive attributes or
performance ratings in relation to a
strategic characteristic.What is driv-
ing your brand in its market segment?
What would make its market share
rise? What makes your employees
happy at work? Why? 

In regression analysis the strategic
characteristic is called the dependent
variable.What we are looking for is
significance. If an attribute is positive-
ly significant, this indicates that it has
a positive relationship with the
dependent variable. If the attribute is
high, the dependent variable is high.
If the attribute is low, the dependent
variable is low. If an attribute is nega-
tively significant, the opposite is true.
High attribute, low dependent vari-
able.

In researching employee satisfac-
tion, the dependent variable should
not be defined only as the goal of the
employer (that is, employee retention,
employee satisfaction, etc.). It should
also include an evaluation of the
impact on customer satisfaction.We
are looking for the “why.”Why are
employees going to remain with the
company? Why are they satisfied with
their jobs? What aspects of their
employment drive their satisfaction?
How does their performance impact
guest visits and sales?

The survey was constructed as a
series of statements within six differ-
ent categories. Employees were asked
to use a 1-7 scale to rate whether a
particular aspect of the unit was
important or whether they agreed or
disagreed with statements about their

place of employment or the company
in general.

Results
Table 1 shows the relative area or cat-
egory importance contributing to
employee intent to stay.These nor-
malized relative importances (adding
to 100 percent) give an indication of
the importance of the overall areas of
employee concerns.

After running regressions of the
individual questions on the employee
survey, the results indicated that there
were eight attributes that positively
drive intent to stay. Five were nega-
tively significant.

Figure 1 shows the specific eight
key question drivers for employee
retention.The beta scores are to be
interpreted relative to each other. For
example, if “It is fun to come to
work” has a beta of .26, and “I receive
regular feedback about my perform-
ance” has a beta of .12, we can say
that fun at work is roughly twice as
important as regular feedback.

There were also five questions that

were negatively related to intent to
stay. In order to interpret negative
drivers, it is useful to insert a “not”
within the attribute. In Figure 2 we
have inserted this for further illumi-
nation.

Based on the findings shown in
Figure 2, we were able to advise our
client on immediate actions to
improve employee perceptions and
performance.The company needs to
reinvest in management communica-
tion, employee health plans and train-
ing.

The power of regression analysis is
that it can be run by filtered groups
to more fully analyze intent-to-stay
priorities. For example, length of
employment affects intent-to-stay pri-
orities. Employees with more than
two years of experience put more
emphasis on:“manager teamwork,”
“receive regular feedback,”“boss treats
fairly,”“products well received,” and
“seek to increase sales.” Employees
with less than two years of experience
are more concerned with:“staff is
happy,”“company pride,”“high stan-
dards at the company,”“receive
enough training,” and “regional man-
agement cares.”

The various staff positions have dif-
fering priorities linked to employee
retention. (It is often important to fil-
ter the regression by key groups in
order to produce more precise,
actionable results.) For example,
point-of-sale employees (cashiers,
salespeople, etc.) focused more on

Category Relative Importance

The company  . . . . . . . . . . . . . . .25%
Management  . . . . . . . . . . . . . . .23%
Teamwork  . . . . . . . . . . . . . . . . .21%
Personal development  . . . . . . . .13%
Training  . . . . . . . . . . . . . . . . . . .13%
Customers  . . . . . . . . . . . . . . . . . .5%

Table 1: Attributes That Drive
Employee Intent to Stay
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understanding the retail process (e.g.,
understand computer systems, promo-
tion and being well trained), whereas
backroom employees wanted a
supervisor who cares and to be able
to sell products that are well-
received. Both of these were highly
correlated with intent to stay.

Beyond the statistical “proof ”

developed in our initial testing and
development of the employee sur-
vey, we also tracked unit sales, guest
satisfaction and employee retention
over 12 months. Management teams
that were able to drive their
employee ratings consistently higher:

• outperformed the company
results on customer satisfaction;

• outperformed the company on
sales results; and

• improved their employee reten-
tion and beat the company results.

Vital challenge
Measuring and improving employee
retention is an increasingly vital
challenge, essential to the smooth
function of multi-location operations
that involve far-flung management
and staff personnel. Combining the
reduced technology costs of Palm
Pilots with the power of regression
analyses identified what was impor-
tant to improving performance and
provided a measurable basis for each
unit to target the specific areas that
needed to improve.

Not all management teams are
equally good at communication,
training, etc.The employee survey
system that was developed let them
“know” their real effectiveness on
the important issues impacting their
employees’ performance - and what
to do about them to help improve
the customer experience. |Q
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The value of results from self-com-
pletion surveys depend in part on
the proportion of the sample that
responded, as larger samples gener-
ally provide more statistically reli-
able data. Hence, market researchers
properly seek to maximize response
rates. But findings from some
recent surveys suggest respondent
relevance to the survey questions is
more important than getting a larg-
er response from the sample.This
article details findings from five
recent Australian financial industry
surveys which, when seen as a
whole, suggest respondent relevance
may be more important than the
overall response rates.

If these findings are replicated in
other self-completion surveys in
other sectors, researchers can:

• improve their contact approach-
es to increase the overall response
rates, by increasing response rates
within specific segments, and

• ensure more of the relevant
people, rather than just any people,
from the sample respond.

Web-based more common
Currently, about two thirds of the
Australian population has home or
work e-mail access and as a conse-
quence,Web-based self-completion
surveys have become more com-
mon. Response rates to those Web-
based self-completion surveys have
often been reported as if validations
to the researchers’ findings and ini-
tially led us to review findings from
five similar surveys to see how we
could further improve response
rates.That review suggested the
overall response rate was not the
issue.

The five surveys reviewed were
all online Web surveys, hosted on
our Web site and accessed by click-
ing on a hyperlink in a personally
addressed e-mail.The surveys were
undertaken between February 2005
and August 2006.Three surveys
were of all the e-mail-accessible
customers of one financial institu-
tion, the fourth was of all the e-
mail-accessible customers of a sec-
ond financial institution, and the
fifth sample was an Australia-wide

sample of people listed in a national
e-mail database. People in this data-
base had been filtered to be adults
with transactional accounts, loans
or cash investments at any financial
institution.

The detail known about these
surveys’ samples was limited to the
prospective respondents’ gender, age
and that they were customers at
particular financial institutions.The
samples thus were broad population
samples and not interest- or catego-
ry-specific, so had little commonal-
ity and their interest in a survey
could not be assumed merely
because they had supplied an e-
mail address to a financial institu-
tion. In this, the samples were
unlike e-mail panel members who
have often supplied an extensive
range of information about them-
selves when joining the panel,
allowing the creation and contact
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Increase response
rates by increasing

relevance

by the numbers

Editor’s note: Philip Derham is director
of Australia-based Derham Marketing
Research Pty. He can be reached at
derhamp@derhamresearch.com.au.

By Philip Derham>
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of like-minded or like-interested
groups, whose relevance to the sur-
vey can be more directly deter-
mined before the survey is under-
taken, and so mostly relevant
respondents would be contacted.

Prospective participants in each
of the two financial institutions’
surveys were invited to complete
the survey by a personally-
addressed e-mail from the financial
institution’s chief executive officer.
The financial institutions believed
that their customers would feel
more involved if they were invited
to participate by the well-known
chief executive officers.

Prospective respondents in the
national sample were invited to
participate by the research company
director, whose identity was proba-
bly unknown to most, if not all, of
the prospective respondents.

To encourage participation,
prospective respondents were
offered the opportunity to add their
e-mail address to the last screen of

the survey and enter a competition.
The prizes ranged from $A1,000 or
one of two iPods or 50 cinema
double passes; one of 20 cinema
double passes worth $A29 each;
one of 10 $50 petrol vouchers; or
the winner’s choice of an iPod, a
digital camera or a dual-screen
DVD, each worth about $A500.

Content influenced who, not
how many responded
Each survey was online for two
weeks and prospective participants
in four of the five surveys were e-
mailed once only.The prospective
participants in the fifth survey were

e-mailed twice, a week apart. As
Table 1 shows, whether the sample
was that of the national benchmark
study or of customers of particular
financial institutions, the one-time
e-mail response rates were similar -
at a one-in-five level.

With the fifth survey, participants
were e-mailed twice, and the sec-
ond e-mail generated a further 6
percent response, giving a final
response of 24 percent, confirming
previous findings that increased
contact increases response rates.
(Commercial considerations can, of
course, limit preferred research
practice.)

If our analysis had stopped here,
the conclusions would have been to
advise clients to increase their
budgets to allow a second e-mail,
and not bother whether the invita-
tion was signed by a chief executive
officer or an unknown researcher,
as response would be much the
same. But analysis of results from
the first financial institution’s three
surveys showed different propor-
tions of customer returns in each
sample, and these proportions
appeared related to the surveys’ dif-
ferent content.

The first survey was a general sat-
isfaction, product awareness and
product use survey, designed to
provide answers across a wide range
of areas.The second concentrated
on financial planning use and
intention, and the third survey
sought personal loan potential by
identifying recent furniture and
electrical appliance purchase behav-
ior. Each survey invitation had an
e-mail subject line seen as appro-
priate.These were:

1. [Financial institution name]

Response 18% 19% 20% 17% 18%
rate

Survey National First First First Second
sample financial financial financial financial

benchmark institution institution institution institution
survey Survey 1 Survey 2 Survey 3 survey,

first e-mail

Table 1: One-time E-mail Invitation Response Rates
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survey.Your opinions are important.
Please respond today!

2. [Financial institution name]
survey on financial planning.

3. How do you buy furniture? [A
financial institution name] survey.

As Table 2 shows, there were dif-
ferent proportions of segment
respondents within each sample.
These proportions appear to
depend on the survey content, yet
noticeably each survey generated a

similar response rate and similar
overall sample size, from the same
universe.This supports the con-
tention that prospective respondents
are not prospective “refuseniks” but
are people who will respond if and
when their interest is piqued by
relevance of the subject to them.

The overall reporting conclusion
that could be drawn was, the larger
the proportion of relevant respon-
dents in a sample, the more effec-

tive the analysis and reporting
could be for that specific issue. But
there was some concern that a the-
sis of relevance may need to be
narrowly constructed to particular
behaviors (involved with financial
planning or having bought furni-
ture, for example) and so may not
be of more general utility.

Was relevance more than
actions?
This indicative series of responses
led to a reanalysis of a second
financial institution’s results, where
the survey was also more general in
scope but the sample was of distinct
segments.That financial institution’s
sample had been separated into
three segments before the survey
was undertaken.The three segments
were broadly customers who:

1. had large loans or large cash
investments (the profitable cus-
tomers);

2. had minimal involvement (the
value-neutral customers); and

1. General,
all issues 19% 18% 15%
survey

2. Financial
planning 20% 47% NA
survey

3. Personal 95% overall
loans/ 17% NA 74% furniture
funiture 73% electrical
buyers

Survey

Overall
survey

response
rate

% financial planning- 
related respondents

% furniture- 
related respondents

Within the survey respondent proportions

Table 2: Content and Relevance
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3. made frequent cash transac-
tions (the loss creators).

As Table 3 shows, the proportion
of responses from each segment
noticeably differed. Almost twice
as many of those in the “most
value” segment (because of their
large loans or cash investments)
responded than those in the loss-
creators segment (who just used
the financial institution to get
cash). The segments were con-
structed by the financial institution
and not by commonalities of the
sample except in their types of
interaction with the financial insti-
tution.

This suggests that the externally
assigned segments do reflect ranges
of relevance of the financial insti-
tution to people in each segment.
These are then reflected in survey
participation. Thus, the market
researcher’s task is to make self-
completion surveys relevant to the
prospects, rather than concentrat-
ing on response overall.

Next steps
The findings from these five sur-
veys suggest that properly designed
and administered self-completion
Web surveys among general popu-
lations will generate similar levels
of response. What can distinguish
the reporting capacity between
such surveys is relevance of more
of the end sample to the issues
being researched.

These findings are for Australian
self-completion Web surveys in the
financial sector. Others may wish

to review their own studies to see
how widespread this pattern is.

There is a further need to deter-
mine what elements in the subject
line alone or in combination with
the invitation letter work most
effectively to encourage response,
but the overall findings suggest the
market researchers’ challenge is to
ensure their surveys among general
population samples encourage the
maximum number of relevant
prospective respondents to partici-
pate rather than just people in
general. |Q
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Profitable - with loans 36% 42%
or cash investments

Value neutral - little 32% 33%
activity

Loss creators - cash 31% 24%
transactors

Segment % in the original % in the survey
sample responses

Table 3: Sample and Response by Segments
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H
ow are we doing? How can we do better?

How satisfied are you? Those questions

form the core of any customer feedback

program. Last year, those were the ques-

tions my company, Sunnyvale, Calif.-based

services provider Ariba Inc., needed to answer.

With over $300 million in annual revenues,Ariba includes multiple business

units operating globally providing spend management services and technology

for a diverse customer base.While the company is successful, factors such as

fast growth, multiple acquisitions and a changing business model were causing

customer care concerns for us.We were sell-

ing software and services-based solutions to

companies who knew us well, but there was

no comprehensive, companywide program

that told us how satisfied our customers

were. If a customer was dissatisfied, we

weren’t certain we would know about it before renewal time.We needed a

better way to hear the voice of the customer (VOC) and satisfy customer

needs.

After five mergers in three years, our various departments were using over

five different customer survey vendors. Each program employed different

tools, styles, questions and scales (1-5, 1-7, 1-10, etc.). Some used online sur-

veys, others paper surveys.

Time well spent

Editor’s note: Roger Blumberg is senior
director of customer advocacy at Ariba, a
Sunnyvale, Calif., spend management
firm. He can be reached at
rblumberg@ariba.com.
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By Roger Blumberg 

Ariba’s satisfaction research
program has made listening to the
customer a company-wide habit
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With no central gatekeeper to
manage the process, there was a
constant risk that some customers
would be oversurveyed while oth-
ers would rarely or perhaps never
contacted.There was little organ-
ized sharing of data or follow-up.
With data in so many different cus-
tomer feedback programs, there was
no easy way to generate reports
that provided a 360-degree view of
each customer.We also wanted the
ability to consolidate data into roll-
up reports that would guide upper
management in its process improve-
ment and investment decisions.

At the same time, Ariba’s business
model was changing.We were
moving from being a technology
provider to offer an on-demand
“software as a service” solution,
with much shorter, lower price-
point renewal options.With 50 per-
cent of Ariba’s workforce providing
services and additional delivery

options, we needed to know a lot
more about how well our various
business units were performing.

Customer advocacy program
In 2005, CEO Bob Calderoni and
Ariba’s management committee
(MC) established a customer advo-
cacy program. I was tapped to
become senior director of customer
advocacy and the primary change
agent in our fast-moving environ-
ment.

With the backing of the MC, my
goal was to make customer satisfac-
tion a primary focus of our entire
organization. My charter was to:

• develop a closed-loop feedback
process, in which we regularly
measure customer satisfaction, take
corrective actions and provide man-
agement with necessary reporting;

• create an interactive feedback
forum where Ariba senior manage-
ment and customers could meet,

share constructive feedback and
enjoy peer-to-peer networking
opportunities;

• cultivate a corporate culture in
which customer satisfaction and
loyalty are key goals and all
employees are measured on them.

My four-person customer advo-
cacy group assumed the manage-
ment of all feedback programs. As a
centralized gatekeeper, we coordi-
nate contact with the customer,
ensure consistency of questions,
consolidate and disseminate
responses and provide tools and
templates to all departments.With
the support of the management
committee, customer satisfaction
was made top priority company-
wide. My team’s objectives includ-
ed:

• develop and implement a
robust, global VOC process, includ-
ing the tools and metrics to better
understand and track customer sat-
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isfaction, loyalty and employee
engagement;

• deliver actionable information
that enables the organization to
improve customer satisfaction and
loyalty;

• drive profitable growth into
new markets.

After approximately one year in
operation, the results have been
impressive:

• Customer survey response rates
rose to 74 percent across all regions
(from 28 percent).

• All departments and regions saw
significant improvements in overall
satisfaction scores.Ten percent of
our customers surveyed reported an
impressive two-point (out of 10)
improvement in overall satisfaction.

• Millions of dollars of contract
revenue have been retained, signifi-
cantly boosting our growth and
profitability and validating the ben-
efits of our acquisitions - and our
investment in customer feedback.

• We’ve developed a framework
to sustain our programs in self-run-
ning mode, so we can concentrate
on follow-up actions that utilize
the intelligence we receive.

But perhaps the most important
result is the profound change in
Ariba’s culture. Customer focus and
satisfaction are now one of the key
metrics at every level of the organi-
zation. Every department knows
not only its own customer satisfac-
tion scores but the scores of every
other department. Every employee’s
compensation and incentives are
tied to customer satisfaction. Ariba
even created a Spotlight Award to

honor employees who were nomi-
nated by a customer - an important
measure of customer engagement.
The mean overall satisfaction scores
of customers who recognized an
employee is one point (10 percent)
higher than those who didn’t.We
wanted to reward those employees
who were taking extra care of our
customers.

Integrated program
We began our transformation by
finding the right partner. After a
thorough review by management,
we selected CustomerSat, Mountain
View, Calif., and it its CustomerSat
Enterprise as the sole customer
feedback solution for our firm.

After selecting CustomerSat,
Ariba continued to develop its
integrated customer feedback pro-
gram:

• Departments not previously
conducting surveys were assimilated
into the new companywide pro-
gram.

• A central repository of cus-
tomer data was established.

• Touch rules were instituted to
ensure proper frequency of surveys
and to make sure the entire cus-
tomer base was surveyed but not
oversurveyed.

• Account managers were given
access to their customers’ results
across all surveys.

• Leadership was provided with a
dashboard of data encompassing all
surveys and all customers.

Our management committee was
confident that we could better
serve our clients by motivating

them to become more engaged.We
knew they could provide real-time
insights and valuable market intelli-
gence while helping Ariba define
new strategic offerings.

Measure early and often
It’s crucial to measure customer
happiness early and often, especially
for a company like ours.We face
strong competition, sudden
advances in technology and a blis-
tering pace of market change.With
the on-demand solutions we now
offer, our customers don’t have the
massive initial investment that tradi-
tional perpetual-license customers
might have had to make. Lowering
the barriers to entry is great from a
business development perspective
but we didn’t have full understand-
ing of the competitive landscape -
especially without a voice-of-the-
customer program to measure how
satisfied customers were. But now
our VOC keeps customers close.We
know what they’re thinking, feeling
and doing. If there’s an issue, we
know it.We acknowledge their
concerns immediately and address
them promptly.

Data collection, analytics,
action 
Ariba’s integrated VOC system has
three parts: data collection, analytics
and action. Data collection involves
deploying two kinds of surveys:

• A semi-annual relationship sur-
vey delivers overall satisfaction and
loyalty readings. If customers indi-
cate a problem, a member of our
management committee meets with

http://www.quirks.com
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them to follow up. Overall satisfac-
tion scores are used by the MC for
semiannual investment decisions,
including hiring, new programs and
services, and to initiate process
improvements. Results and reme-
dies are presented to all 1,500
employees in rolling departmental
road shows.

• Transaction surveys are per-
formed at four critical customer
touchpoints, e.g., the end of a con-
sulting engagement or training ses-
sion.

The chart shows the details, par-

ticipants and timing of Ariba’s cur-
rent survey program.

Here’s a look at the steps our
VOC program follows as it drives
and coordinates action:

1. Survey sample is selected and
exported from the central reposito-
ry.Touch rules protect customers
from being oversurveyed.

2. E-mail survey invitations are
sent out. Respondents click on
unique URLs to complete surveys.

3. Ariba-wide interactive dash-
boards are updated with customer
feedback in real-time. Push reports

periodically e-mail current status.
4. Real-time action alerts are e-

mailed from CustomerSat to Ariba.
Cases are opened based on satisfac-
tion scores and customer value, and
assigned to management committee
members based on region and tier.
Cases must be closed in seven days.

5. Decision support and service
management systems are updated
with latest customer data.

Results are consolidated into
reports which are distributed across
the company and guide follow-up
action and process improvement.
Customer intelligence is shared
across all departments using a com-
mon dashboard and dissemination
system.

Close the loop
We close the loop individually with
every customer, regardless of how
they rated Ariba. CustomerSat’s
Action Management provides us
with an automated system of alerts,
assignments and communications
that enable our team to respond to

Relationship Semi-annual Customer Daily Sponsor
Survey Advocacy at Customer

Product Tech End of each Product Site
Support Survey support case Support Administrator

GSO Project End of each Global Services Project
Survey project Organization Team

Consulting Project Every 90 days Consulting Project
Survey and end of project Team

Training Survey End of training Training Attendees

Type Frequency Department Audience
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customer concerns immediately.
Action Management automatical-

ly generates and sends action alerts
to designated Ariba account teams.
Dashboards are visual displays of
performance data by product,
region and department and com-
municate customer feedback data
across all departments, offering a
consolidated view of the results of
each relationship survey. Push
reports, showing trends and verba-
tim customer comments, are sent to
individual departments, managers
and MC members. Our people can
quickly review all of a customer’s
responses and progress reports over
any period of time, making it easy
to prepare for an upcoming cus-
tomer meeting.

At Ariba, the management com-
mittee handles the alerts of every
customer who returns an overall
satisfaction score of six or below.
During the first two months of our
program, there was a heavy empha-
sis on insuring these calls were
made, which helped them better

understand each customer’s issues
and concerns and made a positive
impression on our customers.This
improved level of communication
has led to a significant increase in
satisfaction scores and repeat busi-
ness.

Personalized thank-you notes
signed by the CEO are sent after
each customer call, reiterating the
discussion, commitments and
progress to date and acknowledging
any major changes - up or down -
in the customer’s satisfaction level.

A two-way street 
At Ariba, customer intelligence is a

two-way street. Individual account
summaries, updated after each
interaction, fuel interactive discus-
sions with customers at regular
checkpoints during each half-year
period.

• Quarterly management review
is a one-on-one quarterly presenta-
tion delivered in person by Ariba
executives to each major customer.
It delivers a 360-degree view of
Ariba and customer engagement.

• Customer advisory councils are
group discussions with 30-40 strate-
gic accounts.These encourage cus-
tomer involvement in the improve-
ment process and drive the future

• Don’t hide from the results. Face
and fix them.
• Close the loop with your customers,
especially the angry ones.
• Give customers the option not to
receive follow-up calls.
• Customers genuinely appreciate fol-
low up, especially from senior manage-
ment.

• Consider compensating your sales
team to nominate customers for sur-
veys, as well as to follow up to make
sure they respond.That strategy has
helped double our response rate.
• Paying a corporate bonus tied to
customer satisfaction has greatly
raised the awareness of the programs
and employee buy-in throughout Ariba.

Lessons learned

http://www.quirks.com


direction of Ariba products and
services. Council participants take
part in needs assessments, product
testing and feedback sessions.

• Customer product focus groups,
organized by geography and indus-
try, drive feedback on specific prod-
ucts and services. Five formal focus
groups on product and services are
conducted in all geographies
(North America, Europe, Asia) dur-
ing each half-year cycle.

Gratifying results
Barely a year after we began, results
have been gratifying.We now
measure satisfaction at every
touchpoint and, for the first time,
measure satisfaction in our services
group. Company bonuses are tied
to the results of the relationship
survey, as are most of Ariba’s invest-
ment decisions.

We measure trends in overall sat-
isfaction scores for the company,
region, products and business units.
In just one year, customer satisfac-
tion scores have improved overall
by 10 percent, with every region
showing a significant increase. Five
percent of our customers showed
an improvement of 20 percent.
Scores of 8, 9 and 10 jumped from
38 percent (Q4 2005) to 60 percent
(Q2 2006).

Qualitative feedback is reviewed
using CustomerSat’s Comment
Analyzer, which we use to develop
themes and chart trends. For exam-
ple, we measure the willingness of
customers to act as a reference.The
number of customers willing to
spend detailed time with us in
focus groups and at our customer
councils has tripled in one year - a
measure of their willingness to
invest in us. Significantly, the mean
overall satisfaction score of those
attending these meetings has risen
15 percent.

Looking ahead, Ariba’s future
looks bright.We no longer have to
wonder how we’re doing - now we
know.Thanks to our feedback
process, Ariba will stay on track
toward increased growth, profitabil-
ity and customer satisfaction. |Q
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C
reated by the state Legislature in 1976, the

Minnesota Department of Transportation

(Mn/DOT) develops and implements poli-

cies, plans and programs for highways, rail-

roads, commercial waterways, aeronautics,

public transit and motor carriers throughout the state.The vision is to

develop a transportation system that meets the needs of Minnesotans

while considering available resources and local guidelines.

Understanding customer needs, perceptions and expectations and creating

performance measures and tracking this progress are vital for the department’s

tactical and strategic decision-making.

That’s where the Mn/DOT market

research function comes in.To provide this

information, it conducts a wide variety of

ad hoc and tracking studies, including the

maintenance business planning (MBP)

study. Conducted for MnDOT’s Office of

Maintenance, the study examines highway maintenance from the public’s per-

spective.

In 2005, after it was determined that a change needed to be made to the

maintenance business planning study, Mn/DOT contracted with Stillwater,

Minn.-based Readex Research to collaborate and get the Office of

Maintenance the new information it needed.

A slight change 
in the route

Editor’s note: Lori Laflin is senior
market research analyst at the
Minnesota Department of
Transportation, St. Paul. She can be
reached at 651-296-1659 or at
lori.laflin@dot.state.mn.us. Michele
Hanson is research manager at Readex
Research, Stillwater, Minn. She can be
reached at 651-439-6415 or at
mhanson@readexresearch.com.
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By Lori Laflin and Michele Hanson

Satisfaction study is vehicle 
for Minnesota Department 
of Transportation to test
question order

mailto:lori.laflin@dot.state.mn.us
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The Office of Maintenance is
responsible for maintaining and
preserving Minnesota highways so
they are safe, structurally sound,
convenient to use and aesthetically
pleasing. Ongoing informational
objectives of the business planning
study are:

• to maintain trending data on
importance of maintenance prod-
ucts and services, perceived per-
formance for those products and
services, how the public would
allocate funding to individual serv-
ices; and,

• to measure any new changes in
public perception about mainte-
nance products and services.

The study asks customers to rate
importance and satisfaction overall
and with these 15 specific mainte-
nance activities: clearing roads of
debris; clearing roads of ice and
snow; keeping roads in similar con-

dition statewide; ensuring road
shoulders are in good condition;
ensuring road surfaces are smooth
and comfortable to drive on; elimi-
nating weeds on the roadside;
keeping the plants, grasses and
flowers by the roadside looking
good; removing litter and trash by
the roadside; ensuring stoplights
and stop signs are clearly visible
and working; ensuring highway
signs are clearly readable; ensuring
guardrails are in working condition
(undented and whole); ensuring
road stripes and markings are clear-
ly visible; ensuring roadway light-
ing works; keeping rest areas safe,
clean and attractive; providing cur-
rent information on unplanned or
emergency highway conditions.

Fund allocation
The MBP also includes a fund
allocation section which serves as

another way to understand the
importance of maintenance service
areas. Respondents are asked to
make some decisions about how
they would allocate $100 between
three general types of road mainte-
nance:

• maintaining the road surface
(snow and ice removal, keeping
pavement smooth and keeping road
stripes clearly visible);

• providing motorist services
(road signs and traffic signals,
upkeep for rest areas and providing
current information on unplanned
or emergency road conditions);

• maintaining roadsides (keeping
plants and grasses neat and attrac-
tive, removing any trash or litter
and eliminating weeds from the
roadside).

With this information, the
department was able to develop a
quadrant chart showing areas for
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increased emphasis (the conver-
gence of low satisfaction and high
importance) and decreased empha-
sis (the convergence of high satis-
faction and low importance).

What level of service?
The quadrant chart was very help-
ful but it failed to provide answers
to a key dimension: what level of
service does the public require? To
help allocate resources in a time of
tight budgets, MnDOT decided it
would be very helpful to under-
stand what the public believes are
acceptable levels of service.

Similar to the performance and
importance questions, this new
question would ask respondents to
use a 10-point scale to rate the
level of performance that would be
acceptable to them to fully meet
their needs, given the fact that
Mn/DOT must work within a
budget while at the same time
ensuring that customers’ needs are
being met. (A score of 10 would
mean Mn/DOT needs to do an
extremely good job in the area, 1
would mean it could do an
extremely poor job in the area and
still meet the respondent’s needs,
and 5 would mean it would need
to do an average job to meet the
respondent’s needs.)

Telephone interviews
A random sample of Minnesota
telephone numbers was used to
collect 1,001 telephone interviews,

conducted by Minneapolis-based
Market Solutions Group, between
February 24 and March 7, 2005.
Average interview length was 16
minutes; the incidence for qualified
respondents was 89 percent, and
the refusal rate was 23 percent.The
margin of error for percentages
based on the 1,001 total tabulated
responses is ±3.5 percent at the 95
percent confidence level.

The sample was stratified by dis-
trict (there are eight districts which
cover the state of Minnesota) to
optimize statistical precision for
anticipated segment-level analyses.
Responses were weighted in tabu-
lation to accurately reflect true
population proportions.

Readex Research managed the
design and fielding, analyzed the
data and prepared the written
report. Previous quantitative waves
were in 1994, 1996 and 2000 by

other research firms.

Apprehensions 
Even though there were apprehen-
sions about changing a tracking
questionnaire, the need for this
information outweighed the possi-
ble impact on tracking.

Inserting the new question series
after the satisfaction ratings seemed
to make logical sense.The new
questionnaire order would be:

1. importance
2. satisfaction
3. NEW - acceptable level
4. fund allocation
Yet we were concerned that if

there were changes to the trended
data for the fund allocation section,
we would be unable to determine
whether the differences were due
to shifts in public opinion or sim-
ply due to the questionnaire order.
Given this, we thought about set-

Base 500 501

a. maintaining the road surface $54.49 $54.39

snow and ice removal $22.82 $22.77
keeping pavement smooth $18.22 $18.67
keeping road stripes clearly visible $13.45 $12.94

b. maintaining roadsides $18.42 $18.48

keeping plants and grasses along roadside 
neat and attractive $5.60 $5.43

removing trash and litter from the roadside $7.46 $7.63
eliminating weeds from the roadside $5.36 $5.42

c. providing motorist services $27.09 $27.14

road signs and traffic signals $11.56 $11.58
upkeep for rest areas $7.78 $7.64
providing current information on unplanned or

emergency road conditions $7.75 $7.91

Table 1 Rating First Allocation First
(mean summary)
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ting up the revised questionnaire
with the new question at the end:
1. importance
2. satisfaction
3. fund allocation
4. NEW - acceptable level

Because our preference would be
to place the acceptable-level question
in future studies immediately after the
satisfaction ratings for better flow, we
decided to test if inserting this new
question after the satisfaction ratings
and before the fund allocation would
have an impact on how respondents
allocated funds.To do so, respondents
were randomly divided into two
halves (balanced on key demograph-
ics) and the final questionnaire order
was determined to be:
1. importance
2. satisfaction
3. NEW - acceptable level (half of the
respondents)
4. fund allocation
5. NEW - acceptable level (half of the
respondents)

No significant differences
It was with great relief that we

discovered that there were no sta-
tistically significant differences in
fund allocation based on the ques-
tion location, as shown in Table 1.

We did, however, find something
completely unexpected - a differ-
ence in acceptable level ratings.
Average acceptable levels for most
of the service areas were lower for
those who were asked to allocate
funds before rating the acceptable
levels than for those who were rat-
ing acceptable levels before allo-
cating funds.

Table 2 shows the average results
for those who rated acceptable
levels before allocating funds ver-
sus those who allocated funds
before rating acceptable levels.
Statistically significant differences
are highlighted in yellow.

Affected the outcome
Based on these unexpected differ-
ences, it seems logical to conclude
that the order of the questions
affected the outcome of the
results, with those having first allo-

cated funds (and therefore, consid-
ering budgetary constraints) more
willing to accept lower service lev-
els than those who allocated funds
after rating acceptable service lev-
els.

And, with the help of the new
acceptable level question, the
results indicated that, statewide,
customers believe Mn/DOT
should provide additional attention
to three key areas:

1. clearing roads of ice and
snow;

2. keeping road surfaces smooth
and comfortable to drive on;

3. making road stripes and mark-
ings clearly visible.

These service areas had the
highest levels of acceptable per-
formance along with the largest
gaps between acceptable and actual
performance.

Without the added understand-
ing about acceptable performance
levels, results of a quadrant analysis
alone would have shown a slightly
different scenario. For example,
clearing roads of ice and snow
would not have been considered
an area for improvement but rather
a strength because it was rated
highly for both importance and
satisfaction. However, by compar-
ing the acceptable levels to actual
performance, it’s clear that even
though Mn/DOT is currently
doing a satisfactory job in this
area, improvements could still be
made to meet the minimum
acceptable level of performance for
the average customer.

Another dimension
As hoped, this new question
brought another dimension to the
analysis by better understanding
the minimum expectations of
Mn/DOT’s customers. It also
brought the unexpected benefit of
concrete evidence regarding the
importance of strategic question
placement and its relationship to
potential positional bias. |Q

Table 2 Rating First Allocation First

base 500 501

OVERALL 7.5 7.6

Stoplights/signs clearly visible/working 8.6 8.4

Roads cleared of ice/snow 8.5 8.6

Road stripes/markings clearly visible 8.2 7.7

Roads cleared of debris 7.9 7.5

Highway signs clearly readable 8.2 8.0

Road surfaces smooth/comfortable 7.9 7.9

Guardrails in working condition 7.8 7.4

Roadway lighting works 8.0 7.8

Roads in similar condition statewide 7.6 7.2

Road shoulders in good condition 7.5 7.0

Litter/trash by roadside removed 6.7 6.2

Rest areas safe, clean, attractive 7.4 6.7

Current info on highway conditions 7.3 6.7

Weeds on roadside eliminated 5.6 5.0

Plants, etc., by roadside look good 5.6 5.0

Question: [Now that you have/Earlier you] rated how well Mn/DOT is doing at each
maintenance activity, we would like to know one more thing about performance. What
level of performance would be acceptable and fully meet your needs for [issue]?
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In an age of intense competition and shrinking customer budgets,
businesses must maintain satisfied and loyal customers. Benchmarking
customer satisfaction is a vital tool for helping companies learn

where they stand with customers and what they need to do to achieve
strategic goals. But without due diligence to identify what to measure
and why, businesses can miss significant opportunities to understand the
customer’s experience, capitalize on goodwill and correct problems,
potentially preventing defection.To add insult to injury, they can be
spending hundreds of thousands of dollars while missing the mark.

Based on our experience, the key steps in benchmarking customer and
employee satisfaction can be boiled down to: understand, define, detail
and monitor.

Many touchpoints
Customers have many touchpoints with your company, including sales,
product, support, advertising, billing and administration. It makes sense to
understand to what extent their experiences with these functional areas
are driving overall satisfaction with and loyalty to your organization.

For example, consider the case of one company and its customer call
center.The firm had several metrics in place to continually monitor effi-
ciency in fielding thousands of calls daily from a diverse customer base.
These included the number of rings before a call is answered by a repre-

sentative, the number of minutes (or,
ideally, seconds) the rep remained on
the phone with the customer, and
the number of calls each rep was
fielding each day.While these metrics
delivered valuable tracking data for
internal purposes, they excluded the
most important viewpoint - the cus-
tomer’s.

Subsequent customer satisfaction
research revealed that, while a prompt
answering of their call was important,
other factors trumped it in terms of
influencing satisfaction.These include

a perception that the representative was knowledgeable and able to ade-
quately resolve the issue, and that customers weren’t being “processed”
and handed off to repeat their story ad nauseam in an attempt to fix the
problem.

And don’t forget the initial frustration with the product itself that
prompted the call. Each interaction with the company is a building block

By Peggy Wyllie
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Editor’s note: Peggy Wyllie is a
founding partner, senior vice president
and CFO of Client Insight LLC, a
Boston research and consulting firm. She
can be reached at 617-856-2295 or at
margaret.wyllie@clientinsightllc.com.

One goal, many
drivers

Customer satisfaction
and loyalty require
ongoing measurement
and analysis
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for satisfaction and loyalty, so it’s
important to understand the linkages
between them.

Understand changing workflow
Particularly with continually evolving
technology, customers may be finding
new ways of doing their work -
which may or may not involve using
your products.An excellent means of
understanding changing customer
workflow is the in-depth contextual
interview. Conducted at the cus-
tomer’s workplace, the interview is a
guided discussion that touches on a
number of key topics, including:

• what your customers need to do
on a daily basis and the tools they rely
upon;

• the extent to which they use
“work arounds” to make up for defi-
cient products or tools;

• top-of-mind stories of their expe-
riences with your products and peo-
ple;

• awareness, perceptions and use of
direct and indirect competitors to
your products;

• expectations for changes in their
workflow that may offer new oppor-
tunities for you to serve them.

Observing how customers do their
work with your (and your competi-
tors’) products yields valuable insights
about how your offering helps get the
job done, core expectations for your
products and services and, most
importantly, what would delight your
customers.All of this information is
critical for building an actionable satis-
faction measurement program.

Define key metrics
Involving your key people from vari-
ous functional areas in customer inter-
views paves the way for a consensus in
understanding the customer’s world,
which in turn makes it easier to col-
laborate across functional boundaries
in the pursuit of an integrated cus-
tomer-focused strategy. In addition,
the rich qualitative data gathered in
the interview phase can ensure that
you’re measuring performance and
attributes that matter most to cus-
tomers.

As an example, consider the compa-
ny that continually measured the
extent to which customers view it as
“innovative” in satisfaction studies. For
the salesperson, innovative might
mean new or flexible pricing struc-
tures. For the account support repre-
sentative, it might mean a new self-
service customer Web site. For the
CEO, it boils down to more frequent
product releases than the competition.

For the customer, though, it can
mean all of the above, something dif-
ferent, or nothing at all.That’s why it’s
important to use both internal and
external data to determine specific
objectives for satisfaction measurement
and definitions of the attributes meas-
ured. For each objective, the team
should have an idea of the action that
they can take based on the data. Using
the above example, it’s much easier to
form a plan to address waning satisfac-
tion with the ability to self-service
one’s account than it is to address
general dissatisfaction with the level of
innovation vis-à-vis competitive
choices.

A helpful exercise in defining key
objectives is to gather the cross-func-
tional team in a room and, using Post-
it Notes, group and prioritize objec-
tives. Not only does this get the team
thinking about what they need from
the study, it provides a blueprint for
the survey instrument itself. For
example, if a key objective is to
understand differences in product sat-
isfaction based on the length of time
customers have been using it and the
frequency with which they rely on it,
the researcher knows right away to
include relevant background variables
in the sample and questions in the
survey to ensure that sufficient data is
collected to conduct these analyses.
Likewise, openly sharing all possible
questions at the start makes it easier to
determine what to drop from the
study should there be space or time
constraints.

Drill down
Arriving at sufficiently detailed data to
meet objectives is a function both of
the questionnaire and the analysis
plan.While the executive team may
be most interested in the overall per-
centage of satisfied customers (the
“magic number”), it’s critical to drill
down and identify what’s driving satis-
faction and loyalty.

You don’t get there by asking cus-
tomers how important different
attributes are to their level of satisfac-
tion. People have a much harder time
in differentiating an abstract concept
like “importance” than they do in rat-
ing how satisfied they are with per-
formance.
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A strong tool for prioritizing where
management action is needed to
address satisfaction shortfalls is derived
importance analysis, which correlates
overall satisfaction to satisfaction with
underlying features.Take the example
of an online information product.
Customers are asked their overall satis-
faction with the product and then
asked to rate satisfaction with a num-
ber of product features, like ability to
easily locate information via search
functions, timeliness of posting new

information, ability to manipulate the
information, etc.The resulting derived
importance analysis yields a two-by-
two matrix that clearly identifies
where satisfaction is not meeting per-
ceived importance levels. It also shows
where customers may be oversatisfied
based on the importance of the
attribute.Thus, at a glance, managers
can target resources for maximum
benefit to customers. For further
detail, derived importance analysis can
be done for customer subgroups

including geographic location, spend-
ing tier and functional area.

Analyzing the drivers of satisfaction
and likelihood to refer (a strong proxy
for loyalty) helps to unite the details
and, in pursuit of understanding, pres-
ent a more holistic view of customer
experiences. Let’s look again at the
call center satisfaction benchmarking.
Loyalty driver analysis showed that
call center attributes like depth of
support staff knowledge and timeli-
ness of issue resolution were joined
by non-call center attributes like satis-
faction with products, product train-
ing and the ability of the sales force
to understand needs, underscoring the
idea that no function is an island.

In this case, the fact that satisfaction
with the call center and the likeli-
hood to refer remained fairly constant
despite significant downsizing/reor-
ganization of the call center and
increased product dissatisfaction is a
significant achievement by call center
staff.Viewing the call center satisfac-
tion data in isolation would have
painted a different and less accurate
picture of the customer experience.

Early indications
Most companies benchmark satis-
faction with frequencies ranging
from one to three years. Much can
happen in the meantime, though,
which is why it’s important to track
ongoing customer interaction rat-
ings. Using data from benchmarking
studies, companies can build and
conduct brief, frequent surveys
among small samples of customers
to track satisfaction with drivers and
provide early indications of issues
that should be addressed before they
grow into deal-breakers. A feature
to add to these pulse surveys is an
automatic alert function that noti-
fies a point person should a cus-
tomer register dissatisfaction with
any element of the service they
received.This allows for early inter-
vention with the customer and
faster resolution of problems. It also
provides a forum for fluid measure-
ment and adjustment of processes
for product training, new release
rollouts and communications,
among others. |Q
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Would you spend hundreds of thousands of dollars to collect
valuable customer comments and not read them? It seems
unlikely, yet we have found that most companies essentially

do just that, most likely because the sheer volume of text data available
for analysis just isn’t manageable.

However, thanks to advances in text mining software available from
companies such as SPSS, Clear Forest and Leximancer, analyzing thou-
sands of open-ended customer comments is finally possible.

The challenge
Starwood is one of the world’s largest hotel and leisure companies. It
conducts its hotel and leisure business both directly and through its
subsidiaries. Its brand names include St. Regis, the Luxury Collection,
Sheraton,Westin,W, Four Points by Sheraton, Le Méridien, and aloft.

The hotel industry is highly competitive. Customer choices are gen-
erally based on quality and consistency of room, restaurant and meet-
ing facilities and services, attractiveness of locations, availability of a
global distribution system, price, the ability to earn and redeem loyalty
program points and other factors.

Starwood management believes that brand strength is among the
most important factors contributing to its position as a leader in the
lodging and vacation ownership industry and provides a foundation

for the company’s business strategy.
Key to the firm’s brand strength is
the success of its upscale and luxury
brands in capturing market share
from competitors by aggressively
cultivating new customers while
maintaining loyalty among active
travelers.

To manage and maintain quality
among its brands, Starwood operates
a global guest satisfaction program
consisting of about 1,000,000 guest
responses per year.While the satis-
faction surveys contain several rat-
ing scale questions, about a third of

surveys (>300,000 guests) also contain verbatim/text comments and
suggestions.This data contains valuable insights on how Starwood
might further increase guest satisfaction and drive loyalty. However,
reading, coding and analyzing this amount of text data was seen as
impossible.

By Tom Anderson
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Editor’s note:Tom Anderson is
managing partner of Anderson
Analytics LLC, a Stamford, Conn.,
research firm. He can be reached at
toma@andersonanalytics.com.The
information in this article relating to
the Starwood Hotels and Resorts
Worldwide Inc. text mining project
was originally presented at the 2005
SPSS Decisions conference.The
information relating to Web scraping
and text mining in the leisure industry
will be presented at the ESOMAR
leisure research conference in Rome on
November 5-7, 2006.

Listen to 
the text

Companies seeking
insights on satisfaction
shouldn’t overlook
online and other 
text sources
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Text mining
To reap those insights, Starwood
turned last year to text mining and
analysis. Codes or “verbatim con-
cepts” were created from the vast
amounts of text data and these were
used to model a large database.
Looking at guest text responses in
aggregate, using the extracted verba-
tim concepts allowed prediction of
key measures such as overall satisfac-
tion,“return to brand” and “return
to hotel” with above-80 percent
accuracy.

The analysis also allowed Starwood
to see how decisions on capital
investment (such as replacing hotel
ventilation systems to reduce noise
issues) affect guest satisfaction and
likelihood of returning to the brand.

The viability of a verbal satisfac-
tion index to be used independently
or as a support to the common over-
all satisfaction score was also
explored.This score, made up of ver-
batim concepts with regression
weights, may represent the future of
customer satisfaction research and
benefit several industries.

“Starwood Hotels and Resorts
were delighted to see the aggregate
voice of the customer,” says Rebecca
Gillan, Starwood vice president,
global market research and guest sat-
isfaction.“Understanding the key
words that drive verbal satisfaction
can provide another important tool
for general managers to ensure that a
guest’s stay is a great one, and being
better able to judge how satisfied a
guest is while they are still at the
hotel provides another opportunity
to make the guest’s experience a
positive one, which is the most
important factor in the decision to
return to the hotel and ultimately to
drive true preference for Starwood’s
brands.”

Three phases
In each text mining project there are
typically three phases.

• Phase one is data collection and
preparation. Before the text coding
process can begin the text data must
be put into a database structure simi-

lar to an Excel file. If the text data of
interest resides on the Internet, spe-
cial software for screen scraping or
Web scraping must be used to har-
vest the data.There are commercial
applications for sale, but many com-
panies involved in text mining have
their own software for this as well.
The software will go to the Web sites
of interest and create a database
using parameters you specify.

• Phase two is the coding of ver-
batim concepts of interest. Most
commercial coding software comes
with at least one predefined diction-
ary. In its simplest form, coding soft-
ware only counts words. However,
next-generation software also looks
at syntax and other linguistic quali-
fiers. Good coding software should
be able to automatically identify
double negatives, for example.

Each industry or product category
obviously has its own vocabulary.
Therefore for each project at least
one custom dictionary is usually
built. If you are using consultants for
your text mining project it is impor-
tant that they communicate with
your management during the coding
phase so that verbatim concepts can
be coded properly. Otherwise there
are bound to be misclassifications in
the dictionaries.

• Once the coding scheme has
been built phase three can begin.
This is when the actual text or data
mining takes place.Your data has
now been turned into numerical
format, and, depending on your ana-
lytical software, various exploratory
procedures from the data
mining/knowledge discovery disci-
pline such as Web graphs, CHAID
and neural nets can be run on the
data to understand how verbatim
concepts are related and what your
customers view as negative or posi-
tive.

Once the data is understood, it is
advisable to develop and test some
hypotheses in a structured approach.
At this point, without a structured
analytical approach, much time can
be wasted. It is important to know
what questions management most
wants answered and to understand
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the quickest and most accurate way
to get there using the data.

Understand the issues
To gain the information advantage in
the new information world - where
data is a commodity and any cus-
tomer/guest can become a brand
evangelist/terrorist by blogging or
posting to Web sites - it is crucial to
leverage new technology to monitor
and understand the issues that truly

drive brand equity and customer sat-
isfaction.

Surveys and focus group data are
just one source of customer text
data. Other important sources
include but are not limited to: call
center and sales force records, cus-
tomer e-mail complaints and sugges-
tions,Web site submission forms,
blogs and Web discussion boards.

Perhaps the most challenging
source of text-based information

about your company and its com-
petitors - because it is dynamic and
at least partially out the control of
your marketing and PR departments
- is the Web. Starwood has long
known the value of monitoring and
responding to customer comments
on sites relevant to frequent travelers
and has a full-time employee known
as “the Starwood Lurker” who fre-
quently posts on the popular fly-
ertalk.com site.

Ready to get serious
If your company is ready to get seri-
ous about listening to your cus-
tomers, here are some tips on text
mining:

1. First, identify the sources of cus-
tomer comments/data that your
company may not be properly moni-
toring or reacting to. Prioritize these
sources in terms of competitive
advantage and importance to cus-
tomers. If customers are expecting
your company to react to and/or
reply to this information it may also
be necessary to set up a system to
respond to some of these issues.

2.While 80 percent of all data is in
text format, and this data usually
provides a rich source of fresh
insights, it is important to have some
specific goals in mind before begin-
ning your text mining project.
Specifically you should think about
which supporting variables are avail-
able. For instance, will you be able to
identify the source of text data? The
overall topic category? Is date/time
information appropriate/available? If
so, these considerations need to be
incorporated into the data process-
ing/collection phase as well as the
analytical framework.This may save
countless hours of work later on.

3. Finally, investigate which soft-
ware or vendor is most appropriate
for you.Vendors should have experi-
ence in your field and make recom-
mendations on what supporting soft-
ware is necessary or even cus-
tomize/build collection software
from scratch if necessary.They should
also be able to speak candidly about
how the analysis will be done and
what results you should expect. |Q
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So you’ve finished that last focus group, data table or perceptual
map - assured that you’ve collected the valuable insight your
client is looking for. But your job’s not over yet.A market

research study is often only as good as the quality of the presentation.
Finding an effective way to communicate research results can be

tricky.Amongst all the options, one thing is certain: an effective
PowerPoint presentation will be the key to transforming data into
insight.

Know the basics
Since 1990, Microsoft PowerPoint has been a standard program in the
Microsoft Office application suite, making it the most common pres-
entation software on the market.Although other presentation software
exists (i.e.,Apple’s Keynote and OpenOffice.org’s Impress) these pro-
grams cater to the popularity of PowerPoint by enabling users to
open, view, and convert PowerPoint files right inside the program.

A PowerPoint presentation is comprised of text, graphics and objects
arranged on individual slides. PowerPoint slides are somewhat of a
tribute to the 35mm slide projector, a presentation tool that has
become nearly obsolete. Unlike a projector, PC-based presentations
give users the convenience to print slides and creatively animate slide
transitions.The overall design and structure of a presentation can be

quickly modified with the click of a
mouse, giving users the flexibility
and control to efficiently develop
visual aids.

As the style, animation and multi-
media capabilities of PowerPoint
become more sophisticated with
each new version, presentation
boards and handouts are becoming
less relevant in most business and
educational settings. Presenters who
might not otherwise use a visual aid
are plugging their content into pre-

existing templates to create a truly interactive experience for the audi-
ence.

In spite of all the tools PowerPoint offers to aid presenters in creat-
ing an effective slideshow, the threat of “death by PowerPoint” remains
a real risk.The expression has become popular for describing poor and
ineffective presentations.Although personal preferences lead to varying
definitions of poor, common symptoms of this condition include:
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independent marketing consultant. She
can be reached at
melissakmurray@hotmail.com.

Make the results
come alive

A guide to using
PowerPoint to
present research
findings
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• unnecessarily long presentations;
• slides with all text - no graphics,

animation and/or white space;
• slides cluttered with clip art

and/or a distracting use of anima-
tion;

• too much variance in colors,
fonts, font sizes, slide format and
overall style;

• too much to read - including
excessive bullet points and/or run-
on sentences;

• failing to tailor language, style
and/or graphs to the audience;

• slides that are difficult to read by
all members of the audience.

Avoiding blunders such as these
can be tricky for even the most
experienced PowerPoint user.
Researchers face an exceptional
challenge when presenting intricate
qualitative and quantitative data.
However, creating an effective multi-
media presentation is easy with these
simple hints.

Start strong
Being fully organized is essential
when creating a PowerPoint presen-
tation.Think about the purpose of
the presentation and the audience
who will see it before choosing fonts
and colors or determining headings
and content.

HINT: Choose a slide back-

ground, body text and heading
placement, fonts and accent colors
and apply these settings once to the
slide master.To do this, click on the
View menu, mouse over Master and
select the sub-menu Slide Master.
The slide master will become visible
and you can edit fonts, colors and
text-box placements.When finished
making modifications to the slide
master, simply click Close Master
View from the floating dialogue box
or click the View menu and choose
Normal View to return to the indi-
vidual slides.

Once the slide master is set, every
slide in the presentation will reflect
the same stylistic elements.
Furthermore, if you decide later to
change an independent characteristic
of the presentation, you can modify
the slide master once and instantly
apply the change to all slides.

Minimize text
Although a slideshow presentation is
not the substitute for a formal
research report, many users type
every idea they intend to share with
the audience directly into the slides.
This leaves very little room for
graphics or essential white space and
results in a text-heavy presentation
filled with run-on sentences.

HINT: Combat text-heavy slides

by typing up a set of presenters’
notes in Microsoft Word or another
word processing program. Organize
the information according to how
you plan to discuss it in the presen-
tation and pull headings and bullet
points straight from the notes.

Limit the amount of information
on the slides to only the main points
from this longer set of notes. Keep in
mind that the bullets on your slide
should be used as speaker’s cues to
help minimize the amount of verba-
tim reading that you do. Don’t give
the audience so much to read that
they are distracted from what you
have to say.

Think of the slides as a safety net,
rather than the primary way of com-
municating to the audience.The bul-
lets on a slide should help you get
back on track if you lose your train
of thought and the presentation
should always be a supplement to the
conversation you use to engage the
audience. Each time you introduce a
new slide, you want to create a natu-
ral transition for the audience: their
attention is immediately fixed on the
new slide and then gradually returns
to the speaker.

HINT:Another quick and easy
way to format PowerPoint material
is to type directly in the Outline
view. Referring again to your pre-
senters’ notes, click the Outline tab
and begin typing as you would an
outline, with main points as headings
and indenting supporting informa-
tion. Each time you press Enter in
the outline, a new slide will be creat-
ed with the next headline.

Have your preferences set on the
slide master before typing an outline
so that each new slide is consistent.
Once the outline is complete, the
slide show can be created directly
from its content or a copy of the
outline can be printed by selecting
Outline View in the Print dialogue
box.

Master consistency
As important as the content may be,
your client will also be evaluating
the stylistic consistency of your pres-
entation.Aside from appearing

http://www.quirks.com


www.quirks.com October 2006 | Quirk’s Marketing Research Review   |  61

unprofessional, a stylistically inconsis-
tent presentation - one with varying
headline sizes or irregular text-box
alignment, for example - is incredi-
bly distracting to an audience.

HINT:To keep things consistent,
copy a finished slide in the Slide
Sorter area to the left of the main
slide view and paste it immediately
following the finished slide, and then
modify content in the main view
from there.

PowerPoint will automatically
number the slides and by creating
new slides this way, you avoid the
hassle of modifying the standard slide
setup that defaults when creating a
new slide. Likewise, reordering slides
is easy: select a slide in the Slide
Sorter area and drag it to a new
position amongst the other slides.

The best way to create aesthetic
consistency is by applying a pre-
made template complete with back-
ground design and a coordinating
text color scheme. If you feel you
have exhausted the limited selection
of ready-to-use templates in the
PowerPoint program, browse and
download over 700 free templates
online at Powerbacks (http://power-
backs.com/).

HINT:When you find a set of
templates you like, simply download
the Zip file onto the desktop or your
computer’s hard drive.To access the
template, open the Zip file, open the
name of the template file inside (i.e.,
Gradients) until you see icons for
.jpegs and .pot files.To preview a
template, double-click any image
(.jpeg) file.After deciding on a tem-
plate you like, double-click on a .pot
file with the same number and select
Open to access the PowerPoint tem-
plate. PowerPoint will automatically
open and the new template will be
applied to the slides.

In addition to using the same
background on each slide, use no
more than two fonts. For example,
use a serif font such as Lucida
Calligraphy or Times New Roman
for headings and a sans serif font
such as Arial or Tahoma for the body
text. Using a combination of two
fonts adds a certain amount of inter-

est to the presentation and gives you
a reasonable amount of creative free-
dom with bold or italic effects.

HINT: Make headings pop by
applying a shadow: select the text,
right-click, choose Font and click
the Shadow checkbox.

As mentioned before, save time in
formatting each new slide (every
new slide created will default to
black or white Arial text) by format-
ting the font style, color and size

within the heading and body text
boxes on the slide master.This
ensures that the elements appearing
on every slide will not shift as you
advance through the presentation.

HINT: Increase your credibility by
inserting your company name, the
client’s logo, or slide numbers on the
slide master. It will appear in the
same position on every slide.

The last way to ensure a profes-
sional feel during the slideshow is by
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choosing an appropriate slide transi-
tion and applying it to every slide.
Good slide transitions include Box
In, Box Out or Circle In, set to play
slow.A few to avoid are the
Checkerboard or Random Bars,
mainly because they can become dis-
tracting in large doses.The subtle
slide transitions are usually enough
to spice up the slideshow, therefore
individual transitional elements, such
as a title heading flying onto the
screen or transition sounds, should
really be avoided.

Provide notes
So you’ve typed out all the presen-
ter’s notes in a word processor for-
mat and there’s some really, really
good information there.You’re
searching for a way to squeeze
another slide in somewhere so you
can be sure the audience is exposed
to every last bit of valuable insight.
Well, relax and refrain from slide
overkill by providing that informa-
tion to your audience in the form of
handouts.

HINT:The PowerPoint notes fea-
ture is a great way to share notes and
provide the audience with a copy of
the slides.A good rule of thumb is
to use the word processor program
to spell-check and format your
notes, making sure the content is no
more than 25 lines. Once you have
final text, copy and paste it in the
Notes window, which is the box
directly below the slide when set to
Normal view.

Using this feature, you can print a
set of individual slides with accom-
panying notes following at the bot-
tom of the page.You will find that
the audience will not only appreciate
the presentation and notes organized
all in one document, but you’ll earn
their undivided attention since
you’ve freed them from note-taking.
When presenting to a client, always
print a copy of the presentation so
that they can follow along and jot
down questions or ideas during the
presentation.

HINT:When getting ready to
print your slides, be sure to select

Notes Pages in the print dialogue
box.Also, print first in black-and-
white and proof for errors before
printing copies for the client in
color.

Be visually engaging
Elevating an everyday PowerPoint to
a professional level requires accentu-
ating clear, concise bullet points with
media that enhances the content in a
truly memorable way.An effective
presentation should do more for the
audience than simply bulleting the
information that the speaker says - it
should complement what is being
verbally presented.

A major strength of PowerPoint is
the ability to display photographs
and play video.These visual elements
are a great way to help connect the
client with the research study.The
sole purpose of your slides is to
engage the attention of your audi-
ence as a visual aid to your verbal
presentation, so when designing your
slideshow, be sure you take advantage
of PowerPoint’s multimedia capabili-
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ties.
Incorporating photographs into

your presentation is easy.The mini-
mal effort does wonders for the pro-
fessionalism and quality of slideshow
content.A digital camera or profes-
sional photographer is really not
necessary.You can easily substitute a
disposable camera to snap photos of
respondents engaged in discussion.

HINT:When you develop the
shots, order a photo CD and insert

the photos directly into your presen-
tation from there. Other sources of
imagery to enhance your PowerPoint
can be obtained online. For example
if you are showcasing the state-of-
the-art facility used to house a study,
visit the facility’s Web site and pull
photographs from there. Simply
right-click on the image and select
Save As to save the photo or logo to
your computer and insert it onto a
slide.

Don’t be afraid to be tactfully cre-
ative. If a slide topic is defining the
perceptions of a particular target
group, insert a photo that resembles
that type of consumer.

HINT:A great way to locate pho-
tos like this is through Corbis
(www.corbis.com), which offers roy-
alty-free stock photography and
illustrations. Registration is required,
however once registered, you can
browse the entire collection of
images and right-click them from
the site without watermarks (images
have a Corbis watermark otherwise).

The site also sells volumes of CDs
filled with royalty-free images that
you can purchase for personal use.A
CD of images is around $600, but
this investment is not really necessary
for presentation purposes, since a
wide selection is available online
with simple membership.The advan-
tage to using a source like Corbis is
the professional feel that photogra-
phy will add to a presentation.
Mixing cheesy cartoon clip-art and
real-life photographs are a major no-
no - unless of course the client’s
business is toys. Many presenters are
tempted to use a variety of clip art,
moving images and photography to
liven up the presentation, but more
often than not this lessens the profes-
sionalism of the slideshow.

Importing tables and graphs creat-
ed in applications such as SPSS or
Excel is another great way to visually
engage the audience. For example,
the results from an SPSS perceptual
brand map are produced in an Excel
macro file.The easiest way to pull
such a file into PowerPoint is to first
delete the statistics sheet in the Excel
macro - leaving the sheet with the
map only - and re-saving it as a new
file. Next, on a blank slide in
PowerPoint click the Insert menu
and choose Object. Choose the
modified file and the map will
become a single piece of artwork
that can be manipulated in the pres-
entation.To maximize the visibility
for the audience, increase the size of
the map to the edges of the slide.
The font style, color and size of the
labels on the map can be modified
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by double-clicking the file and
changing each one individually. If
you choose to modify the file, know
that resizing the text often requires
the text box itself to be enlarged to
accommodate the larger text.

As new methods of conducting
qualitative research online are evolv-
ing, new approaches to blogs and
message boards are constantly emerg-
ing. PowerPoint easily enables you to
display screens showcasing a blog or
discussion thread.To copy a Web
page onto a slide simply pull up the
desired page, hold down the CTRL
key and press the Print Screen but-
ton. Next, switch windows so that
the presentation is active and right-
click and choose Paste.The page will
appear in the presentation and will
likely be larger than the blank slide,
so press and hold the Shift key and
use the corner handles of the Web
site artwork to reduce the image size.

Use technology to add a little spice
Possibly the best element a
researcher can incorporate into a

PowerPoint presentation is a video
clip highlighting a particularly inter-
esting point from a focus group or
interview.There are a few ways to
do this, however the easiest approach
is to use a service that will record
and catalog the focus group session
for you.

InterClipper
(www.interclipper.com), for exam-
ple, allows moderators to record,
bookmark, distribute and organize
clips from the discussion.The mod-
erator simply uses a remote to mark
certain points during a recording and
later decides how much of a state-
ment should be included in a clip.
When ordering this service, it is
important to request that clips be
saved as high-resolution and stored
on a CD as a wave (.wav) or
Windows Media (.wmv) file so that
they can be quickly uploaded with-
out sacrificing video integrity.

HINT:When inserting a video clip,
be sure to save copies of the clip in
the same destination folder housing
the PowerPoint presentation (if

moved to a laptop or stored on a
removable storage device, be sure to
save copies of the clips as well).
Storing the clips with the PowerPoint
file ensures that the link created in
the slide remains intact for undis-
turbed play during the presentation.

Next, click the Insert menu,
choose Movies and Sounds and click
Movie from File. Choose the clip
intended for the slide.When insert-
ing the clip, you will be prompted to
set the movie file to play automati-
cally or on command during the
presentation. It is best to choose
When Clicked simply because you
can never be certain on timing dur-
ing a presentation. Choosing this
option will prevent the clip from
interrupting a speaker or audience
discussion abruptly following the
slide transition.

After inserting the link to a clip, a
rectangle (either black or a still of
the first frame of the video) will
appear on the slide.To avoid the
unsightly box, reduce the box size
and drag it off the slide to the gutter.

Next, you should set the clip to
play on full-screen.To do this, right-
click on the rectangle and choose
Edit Movie Object from the shortcut
menu. In the Movie Options dia-
logue box, click Zoom to Full
Screen under the Display Options
heading. In order to start the movie
at your discretion, the last step is to
add an on-click animation effect.To
do this, choose Custom Animation
from the Slide Show menu, click the
rectangle, and choose Add Effect. Be
sure to add an entrance effect such as
Appear and move the animation to
the top of the effects list by dragging
it or hitting the Up re-order arrow
so that it is at the top of the list of
effects for the slide.

Effective tool
Using these hints, your next
PowerPoint presentation can lend
justice to extraordinary research,
enhancing both quantitative and
qualitative results. Focus on consis-
tency and brevity and you’ll produce
a professional, effective visual com-
munication tool. |Q

http://www.interclipper.com
http://www.quirks.com




68 |  Quirk’s Marketing Research Review | October 2006 www.quirks.com

Long based on focus groups,Web surveys and interviews, tradi-
tional market research relies mainly on rational verbalization of
the decision process. But recent advancements in neuroscience

have revealed that human decisions are primarily driven through
emotional reactions which are later justified with rational thought.
The underlying message is that market research as we know it was
never able to tell us the whole story.Verbal input is beneficial in mes-
sage creation as it allows consumers to categorize their relationship
with brands and offers. But we are now aware that the decision
process relies less on conscious, rational thought and more on sub-
conscious, emotional impulse.This makes it more important than ever
to quantify and leverage the emotional reactions that consumers can’t
- or won’t - tell us.

Thankfully, as understanding of the human mind has increased, var-
ious methods of measuring emotional reactions have been developed.
Facial coding is one methodology that abandons the need to rely on
subjective interpretation of consumer responses. By measuring uni-
versally valid facial expressions, facial coding uses verbal input as a
support, instead of the foundation, for its findings.When paired with
eye tracking (which measures attention and interest by determining
the visual path taken when encountering a stimulus) this method has
the ability to measure both what consumers attend to when consider-

ing an offer as well as how they
emotionally react to and feel about
it.

This article will begin by dis-
cussing various methods that have
been utilized in an attempt to
quantify emotional relevance. It will
address shortcomings of these tech-
nologies and argue that facial cod-
ing and eye tracking are the preem-
inent tools for quantifying emo-
tional buy-in.The next portion will
cover advancements in neuroscien-

tific knowledge, their implications for the market research industry
and show how facial coding and eye tracking can be useful to
researchers.

Numerous systems
As the research community becomes more attuned to the importance
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What lies beneath

Facial coding and
eye tracking help
uncover consumers’
true responses
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of emotion, numerous systems have
been developed in an attempt to
gauge emotional reaction and lever-
age the subconscious thoughts that
make up much of communication.
Two of the systems currently leading
the charge are functional magnetic
resonance imaging (FMRI) and
ethnography.While both offer some
insight into the decision process,
neither manages to covers every
angle.

FMRI measures hemodynamics
(blood flow) in the brain to identify
and quantify emotional response. A
criticism of this procedure is that it
offers no definitive emotional
insight.Though we have learned
more about the brain in the past 15
years than ever before, science has
still not provided us with an accu-
rate and precise guide for what sec-
tions of the brain are engaged when
certain emotions manifest them-
selves. Until this occurs, the most
FMRI can offer market researchers
is an assessment of whether or not
the brain attains an excited state.
This binary system of response/no
response simply does not offer the
type of insight necessary to gain
actionable knowledge of consumer
emotional affect as we enter an age
where experience and sensory cues
will be important differentiators for

consumers already overwhelmed
with media stimulation.

Ethnography, the qualitative
description of human social phe-
nomena based on fieldwork, is
another method that has received
coverage. As it involves direct obser-
vation of subjects in real-world
environs, the process succeeds in
getting at the what: what consumers
do, what path they take, what prod-
ucts they buy. It is not able, however,
to address why they do these things
or how they feel about doing them.
Furthermore, it provides no quanti-
tative way to measure emotional
reaction. In successful market
research, identifying how people feel
about the offer is as important, if
not more, than what they do. In an
age of bottom lines and ROI, reli-
able, quantitative measures of quali-
tative analysis are imperative.

Facial coding
The facial action coding system
(FACS) was developed by Paul
Ekman and Wallace Friesen in the
1960s as a way to measure human
emotional response to stimuli.The
FACS is now used in psychiatry, by
the FBI and CIA for security pur-
poses, and by computer animators at
production companies like
DreamWorks.

By correlating facial muscle
movement to specific emotions,
facial coding uncovers the how by
interpreting true consumer emo-
tional response to offers.The system
is also easily applied to real-life situ-
ations as all that is needed is a video
camera to record the reaction of
consumers.

Facial coding is based on facial
muscle movements that accompany
facial expression and emotional
reaction. Human beings have the
most facial muscles (43) of any crea-
ture on the planet. And the face is
the only place on the body where
muscles attach directly to skin, mak-
ing each movement perceptible.The
correlates between facial expression
and emotion are so consistent that
they have been found in across cul-
tures and even in people born blind.
The system takes the muscles in the
face and groups them into action
units (AU). An action unit is defined
as the minimum, visible, anatomical-
ly-based muscle activity involved in
the movement of the face.There are
23 identified AUs located across the
face’s three regions: 1) brow and
forehead; 2) eyes, eyelids, bridge of
nose; and 3) cheeks, nose, mouth,
chin and jaw. Facial expressions are
comprised of particular action units
that singly or in combination pro-
duce facial movement. FACS corre-
lates these facial movements with
the expression of seven basic emo-
tions: sadness, anger, happiness, fear,
surprise, disgust and contempt.The
method is so accurate that even false
vs. genuine smiles can be differenti-
ated.

When used in consumer research
applications, study participants are
videotaped viewing or experiencing
the tested offer.Then a second-by-
second analysis of the videotape is
conducted to establish which AUs
are present. Full expressions last only
a few seconds, on average.There are
also micro-expressions, with invol-
untary muscle movement “leakage”
that will often reveal in a fraction of
a second what the subject is actually
feeling. Due to the direct relation-
ship of AUs to emotions this process
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is able to determine test subject
emotional response without relying
on the subjective interpretation of
the consumer. In short, facial coding
detects real, unfiltered emotional
response.

Eye tracking
The ability to determine emotional
buy-in (or disconnect) is only half
of the equation when it comes to
the task of determining offer effec-
tiveness.Without specific and
detailed insight into what parts of
the offer cause certain emotional
reactions and due to the lack of
human ability to provide specific
information on their emotional
reaction, the most market research
can hope to achieve is a general
sense of yea or nay. Eye tracking
supplies the definite information
needed by measuring what part of
stimuli consumers pay attention to
and for how long.

The technique uses cameras to
follow eye-movement patterns in
regard to a stimulus.The pupil is
then triangulated on using corneal
reflections to determine fixation
points.The process divides eye
movements into fixations and sac-
cades. Fixations are instances where
the eye pauses and holds a gaze and
saccades are the movement of the
eye from one focal point to another.
The sequence of pauses and move-
ments is referred to as a scanpath
and is a record of where a subject
looked and how long they gazed at
specific parts.This technology is able
to specify what components of a
stimulus are the most eye-catching
and determine what order images,
text and graphics are taken in.

By fusing the tools of facial cod-
ing and eye tracking together,
researchers can determine what parts
of an offer resonate positively and
negatively with consumers.This per-
mits the creation of a more emo-
tionally on-target (and effective)
offer through the modification of
existing stimuli.

Most developed sense
In evolutionary history, visual acuity

ensured human survival. Early man
relied on visual clues to distinguish
between safety and threat, friend and
enemy, adequate food supply and
scarcity. Sight has therefore become
the most developed of our senses,
accounting for as much as 80 per-
cent of how we learn about the
world around us.Vision is so sophis-
ticated that the rods and cones in
our eyes have very specific functions
- making it possible to see the

panoramic big-picture view as well
as to home in on fine detail - all
while distinguishing between
7,000,000 colors. Perhaps the
human brain has developed so
extensively around perceiving and
interpreting images because two-
thirds of communication that reach-
es the brain is visual in nature.

Determining what subjects focus
on is fundamental to uncovering
true emotional reaction. Our sense
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of sight allowed, and still allows, us
to survive by instantly recognizing
and avoiding danger or unpleasant-
ness. It is the first doorway of fight
or flight.What people see, the con-
text in which they see it and the
order it is processed in all have
implications for the emotional effect
of stimuli. Eye tracking allows us to
document the process by which
these stimuli are taken in as well as
measure the duration of attention.
When used in tandem with facial
coding we are able to determine
specific emotional reaction to stim-
uli as they are viewed.The output
from these methods allows research
to determine, through primal
response mechanisms, whether an
offer is deemed as a threat or a joy.

We think in images, not words
The brain has evolved in stages.
Scientists refer to the brain as triune,
acknowledging the three phases of
brain development along with their
overlapping, but separate, functions.
The limbic brain, which is the cen-
ter of sensory mechanisms (as well as
emotional processes), first distin-
guished itself from the reptile brain
with the advent of mammals.This
section of the brain takes in infor-
mation from the senses and is where
dreams occur. It processes visually.

The limbic brain was in operation
for millennia before the learning
brain (neocortex) evolved. Language,
because it is a system of abstract
symbols, only became possible after
the development of the learning
brain.We are therefore hardwired to
think in images, not words.

We don’t, indeed can’t, use each
step of mental processing every time
we encounter a stimulus. It would
simply be overload for the three-
pound universe residing in our
skulls. Looking at mental processing
in a linear manner that begins with
input and ends with rational deci-
sions is misguided. It is the ability of
our limbic brain to use visual cues as
instantaneous and accurate guides
that allows us to survive each day.
For example, look at traffic signage
worldwide. Fairly similar, these signs
are able to impart valuable informa-
tion to people without the use of
language.

Furthermore, using verbal input as
the basis for qualitative research runs
into issues of context. Human
beings, as social animals, must
rationalize their reaction and com-
pare against norms to decide
whether or not what they want to
say is acceptable. Facial coding
bypasses this over-analyzed verbal
input by getting true reactions that

occur as the brain processes sensory
cues. Eye tracking tells us what these
sensory cues are.

Two different routes
The traditional scientific view held
that emotion came after rational
thought processing. However,
research by Joseph LeDoux of the
Center for Neuroscience at NYU
into fear circuitry suggests the
opposite. He proposes that there are,
in the emotional decision-making
process, two different routes that we
unconsciously choose in response to
external events. Incoming sensory
information first gets filtered
through the thalamus, the screening
device for the psyche, which evalu-
ates the input for interest and rele-
vancy. It then goes to the hippocam-
pus where anything of any emotion-
al significance or reminiscent of
familiar associations gets in; infor-
mation deemed worthless never gets
routed to either the conscious,
learning brain or the sensory/emo-
tion-based limbic brain.

Sensory input is routed to one of
two paths:

• The limbic path goes from the
thalamus straight to the amygdala. It
is more immediate, responding to
sensory input prior to any conscious
thought. If the sensory input has
enough emotional kick to it, the
limbic brain and the body work
together, on instinct.They ensure
that chemicals are secreted to
heighten our alertness while the
muscles are prepared for action.

• In contrast, on the learning path
the rational brain predominates.The
sensory input filtered by the hip-
pocampus and handled by the thala-
mus is then passed to the learning
brain.There, it gets more “rational-
ly” analyzed - and will get passed on
to the amygdala if the input has any
emotional importance.

Both paths lead to the amygdala -
the brain’s emotional thermometer,
mobilizer and short-term memory
storehouse.The amygdala instructs
the body to marshal its emotional
resources and prepare for response.
Sensory input channeled to the low
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road due to emotional urgency
may activate a response even before
the high-road learning brain has
had a chance to perform its analy-
sis. On the other hand, even infor-
mation processed by the frontal
cortex and learning brain must go
through the amygdala for action to
be taken. No matter what path is
chosen the outcome is emotion-
driven action.

This is probably the most impor-
tant issue that will affect how
future research is conducted.
Current knowledge about the deci-
sion process has demonstrated that
emotions significantly drive out-
comes. Conversely, current research
methods ask subjects to reverse the
true nature of the thought process
by asking them to rationalize
(think) what they feel when in
reality humans feel and then think.
Emotion is the driving force
behind decisions no matter which
path the brain uses. Eye tracking
defines whether or not the correct
message was delivered in the first

place. Facial coding quantifies these
emotional drivers and ascertains
whether the intended message
evokes the desired response.
Together they offer the ability to
create more effective emotional
connections that leverage either
path of the decision process by
ensuring emotional importance and
relevance.

The subconscious dominates
As Gerald Zaltman discussed in his
book How Customers Think, cogni-
tive scientists estimate that at least
95 percent of our thought process-
es aren’t fully conscious. Conscious
thought is merely the tip of the
iceberg.We are, therefore, much
less in control of our decision-
making than we believe. For mar-
keters, this means that appealing to
consumers on a conscious, rational
basis and asking them to evaluate
features, attributes and benefits is
largely incorrect.To reach con-
sumers and turn them into loyal
buyers you must appeal to their
emotions. For researchers, it means
that self-report scores such as those
used in Internet surveys, clipboard
questionnaires and the like are not
reliable.

The issue at hand in current
research methodology is asking
subjects to consciously verbalize
their internal thoughts and feel-
ings. But if the subconscious con-
trols most of thought it is techni-
cally impossible for most con-
sumers to give accurate assessments
of their thoughts, feelings and reac-
tions; they simply don’t have access
to the underlying cause and moti-
vation behind their decisions.The
main implication for research is
that consumers simply can’t think
what they feel; they can only feel
what they feel. By avoiding com-
plete reliance on verbal responses
which aren’t necessarily relevant to
internal feelings or thoughts, facial
coding can deliver accurate meas-
urement of true emotional
response. It provides quantitative
measures of a qualitative subject by
simultaneously uncovering how a

consumer feels and measuring the
frequency of emotion present. Eye
tracking is able to mirror the sub-
conscious journey that is taken
visually.When the two methods are
combined they provide emotional
insights that sync up with actual
visualization patterns. In other
words, no longer do you have to
rely on subjects claiming a certain
thing caused their reaction; it is
possible to know specifically what
the catalyst was.

Two-thirds of communication is
non-verbal. Most communication
experts agree on this statistic - a
percentage that jumps to 90 per-
cent when the topic has some
emotional weight to it. Humans
developed the capacity for verbal
communication relatively late in
the game.The capacity for word-
based communication came with
the development of the neocortex
- the most recently evolved part of
the brain - which is capable of
processing abstract thought. Until
then we relied on sensory signals
to assess and gestures to communi-
cate. According to Edward T. Hall
in The Silent Language, there are 10
primary modes that humans use to
communicate, and only part of one
of those modes involves actual ver-
bal language.Verbal communication
is routinely influenced by non-ver-
bal signals we deem to be more
credible.

Not providing what it promises
By not taking non-verbal response
into account, most current market
research methods disregard almost
two-thirds of human communica-
tive potential. By focusing mainly
on verbal and - as neuroscientific
advancements have shown - not
particularly reliable means of com-
munication, research that is sup-
posed to be qualitative in nature is
not providing what it promises.
Facial coding leverages this often
unaccounted for non-verbal com-
munication to create qualitative
data that needs no support from
subjects but instead relies on their
internal desires and feelings. |Q
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For most individuals, it has been said that buying a vehicle is the
second-most important and expensive purchase, next to the acqui-
sition of a home. For those just entering the car market, this is

often simply the largest investment they will have made to date.To the
auto industry, first-time buyers (FTBs) provide the chance to create posi-
tive impressions that will undoubtedly be reflected upon in later years as
they make subsequent vehicle decisions. For players in this industry,
much is at stake by not understanding FTBs given the future monetary
contributions these individuals will make over the course of their lives.
Based on past Polk studies, actual repeat buying (i.e., loyalty) behavior has
repeatedly shown that young vehicle buyers are particularly fickle and
less loyal to a brand than their older counterparts, thus adding another
layer of challenge to capturing this consumer segment.

To say the least, it is an immense challenge to influence car and truck
buyers overall, let alone those coming into the market for the first time.
Part of the dilemma relates to effectively communicating relevancy and
value to someone who is examining this category with little or no seri-
ous experience.Whether it is a new or used vehicle, the list of considera-
tions can be overwhelming before a vehicle selection is made.

From a reach strategy, traditional media does not always support the
needs of automotive marketers.Alternatively, special efforts are given to
target FTBs and those influencing this audience through large-scale auto
shows, clinics and test-drive events.As an example, in January 2006, both

Los Angeles and Detroit hosted inter-
nationally-monitored auto shows
which revealed many new produc-
tion and concept vehicles for consid-
eration to the public.Additionally, the
annual Specialty Equipment Market
Association show in Las Vegas high-
lights accessorized vehicles and their
components, with the goal of show-
casing how a vehicle’s look and/or
overall performance can be

enhanced. Each of these venues, while addressing the market overall, are
also designed to intercept young buyers in order to influence their subse-
quent purchase decisions.

One timely example of possibly hitting the FTB audience at the right
moment relates to a popular small car model.At the time of this writing,
the newly redesigned Honda Civic was named as one of the top three
vote-getters for the 2006 North American Car of the Year Award1.
Ideally, such an award, if ultimately achieved, will heighten the considera-
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tion for this model among a coveted
group of buyers. For those between
the ages of 18 to 24, the Honda Civic
and other comparable models fall into
the “segment of choice” for this
young group.With an average of 25
percent of all new registrations among
18-24-year-olds coming from the
small-car category2, this type of public
attention can help break through to a
very desirable audience.

When first-time buyers enter the
marketplace, the realities of the trans-
action and cost of ownership must be
balanced against the dream cars
they’ve typically imagined themselves
driving. Choices must be addressed
and balanced by a series of pragmatic
questions, such as:

• How will I finance the vehicle
and what will be the monthly pay-
ments?

• Will my family help reduce the
cost? 

• What are my financing options?
• Will I get the car or truck I really

want?
• How will the cost of accessories,

insurance and other factors, like the
price of gasoline, affect my budget?

It is safe to say that some or all of
these issues pose a daunting challenge
for a brand-new buyer. It’s equally
daunting to automakers, dealers,
finance companies and media organi-
zations, among others, who wish to
better understand if they can effective-
ly serve such a prospect.

So what are first-time buyers doing
during their search process for a new
or used vehicle, and what’s prompting
them to enter the market? These
questions, among others, will be

addressed in the following discussion
in order to reveal current behaviors
and attitudes among the FTB seg-
ment.

This study focuses on recent views
among 366 U.S. consumers between
the ages of 18 and 30 who were first-
time buyers or lessees of a new or
used vehicle in the past two years
(since October 2003). Market insights
in this study come from an Internet-
based public opinion poll conducted
by the Polk Center for Automotive
Studies during November 4-10, 2005.

Information-gathering:“surf ’s
up”
Less than a generation ago, searching
for automotive information focused
primarily on media sources such as
newspapers, print advertisements,
radio and television. Potential cus-
tomers also relied on word-of-mouth
and advice from peers and family, as

well as surveying vehicles at the local
dealerships.

No doubt, these avenues are still
leveraged today. However, over the
past decade the Internet has changed
everything.Today, a wealth of vehicle-
related Web sites, message boards,
review sites, chat rooms, and blogs are
available at the touch of a fingertip.
With time being finite, using the
Internet as an information provider
has replaced personal time that was
once allocated toward traditional
media.

For those addressed in this study,
participants were asked about the
importance of various sources of
information during their decision to
buy their first vehicle.As depicted in
Figure 1, results show that 35 percent
of respondents consider the Internet
to be the most important source of
information - a higher percentage
than is attributed to television, radio,
newspaper, and magazines combined.
With a relatively young, technology-
savvy segment in this cohort giving
such a high priority to the Internet,
this finding continues to challenge
conventional media outlets that have
been in place for decades.

From a regional view, almost half of
the respondents in the Western region
of the U.S. (45 percent) pointed to the
Internet as a very important source of
information, the only region higher
than the national average (35.3 per-
cent). Supporting this finding, accord-
ing to the U.S. Census Bureau’s report
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on computer and Internet usage, the
Western region of the country has the
highest percentage of homes with
computers and Internet access3.

Additional findings from this cur-
rent study show that FTBs with a
higher level of education and income
are more likely to mention the
Internet as a “very important” source.
However, marketers should not
assume that lesser-educated individuals
or those with lower incomes prefer to
avoid the Internet as their top infor-
mational source. It is wise to realize
that those with access to it tend to use
it. So with availability and usage of
technology in mind, the opportunities
to capitalize on alternative media are
equally important to all strata of first-
time buyers.

Family influence
While over one-third of respondents
say that the Internet is the most
important source of information
when making decisions about their
first vehicle, this is rivaled by the
influence of friends and family.As
shown in Figure 1, a combined 38
percent consider recommendations by
their parents (24.9 percent) and
friends (13.4 percent) to be the most
important source. So while respon-
dents in this study may belong to the
much discussed Gen Y target, which
embodies a group who prides itself on
independence and being on the cut-
ting edge of what’s new, do not
assume the immunity of their influ-
ence from trusted relationships.This
has two implications:

1.Word-of-mouth strategies will
still matter to an independent, tech-
oriented audience.

2. Communication strategies which
build trust among family members
about a vehicle (and related invest-
ment requirements), should be priori-
tized.

Cars are passed down too
Not only is information passed readily
between the household generations,
but so are the cars and trucks them-
selves.As shown in Figure 2, over one
in four (26.2 percent) entering the
market to acquire their first car is
doing so because a hand-me-down

vehicle would no longer operate.This
implies quality and durability messages
have the opportunity to also resonate
with a younger audience, and not just
with an experienced buyer base.To
automakers, a point in loyalty gained
because a reliable vehicle kept a cus-
tomer in the brand is worth multiple
millions of dollars. Earlier impact
analyses by Polk indicate the collec-
tion of all domestic makes gain
roughly $1.1 billion in revenue for

every point in loyalty gained. For the
aggregate of all European makes, it is
an incremental $141 million gained
and for Asian makes, the windfall is
another $571 million.

Worth noting in Figure 2, nearly
one in five (19.4 percent) of all
responding first-time buyers indicate
they acquired a vehicle simply because
“it was just time” based on them
becoming of driving age.And among
respondents age 18 to 21 years old,
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over 41.8 percent state it as their top
reason for entering the market. In
contrast, only 15 percent of those
between the ages of 22 and 30 years
old indicate it as their main reason for
buying.This finding reaffirms the
need for demographers and market
planners to track aging youth.The
closer individuals get to driving age,
the more their potential need for a
vehicle increases.

Influencing factors
When a first-time buyer identifies
their need to enter the market, what
are some of the issues they consider in
making their first purchase?
Respondents were asked to identify
the importance of several items as
they made their initial buy. Several
factors related to economics and per-
sonal services were addressed and are
summarized in Figure 3.

Results show two understandable
dynamics at play: how much one will
pay (on a monthly basis) and how
well one is treated. For FTBs, the
financial issue tops the list as being
more important than the dealer expe-
rience, yet the latter should not be
neglected, especially given the number
of future buying years possessed
among this segment.

Despite the earlier mention of
parental influence on FTBs as solid
sources of information, over half (54.1
percent) indicate where their parents
bought in the past is “not at all
important” to them (i.e., only 6.8%

said this is a “very important” consid-
eration).This hints at some limits to
the extent which families may control
or influence the total purchase
process.

Regarding the same set of issues,
results offer interesting regional differ-
ences to the consideration list, espe-
cially as it pertains to those in the
Southern region of the U.S.

Table 1 illustrates how respondents
in the South place more importance
to each consideration at a higher rate
than the other U.S. regions.Those in
the South place particular importance
on being treated well at the dealer-
ship. Over half (56 percent) say this is
very important, while approximately
one-third of the rest of the nation
feels the same way.

Bringing earlier thoughts into this
discussion, respondents in the
Southern region are most likely to
consider various forms of traditional
media - television, newspaper and
magazine - as a very important source
of information.With regard to peer
recommendations, Southern respon-
dents also consider their parents to be
very important, while FTB respon-
dents in the Northeast place a particu-
larly high importance on friends’ rec-
ommendations.

Reaching a goal
Ideally, a buyer ends up with the vehi-
cle they were seeking all along.
Respondents were asked about
whether they got the vehicle they
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intended to buy, as well as the level of
autonomy they had in selecting their
first car or truck. Figure 4 shows that
nearly two-thirds (64.5 percent) state
they had the “final say” or decision in
acquiring the type of vehicle they
bought.At the same time, nearly half
(47.8 percent) of all respondents
strongly agree they got the vehicle
they wanted.Again, this level of pur-
chasing success implies buying power
that should be respected and lever-
aged when interacting with FTBs.

Credit is important
Over one-third (35.3 percent) of all
respondents consider the availability
of affordable credit (i.e., good interest
rates) as a very important considera-
tion to them when buying their first
vehicle. Expanding on this idea,
respondents were further asked about
financing specifics supporting their
initial acquisition.

Overall, 54.9 percent of all FTBs
state they took out a loan to pay for
some or a partial amount of the vehi-
cle.As expected, this behavior is even

more pronounced when comparing
those who picked up a new vehicle
versus used vehicle buyers. In the
case of those acquiring a new car or
truck, 65 percent took out a loan,
while only 46 percent of used vehicle
buyers decided to do the same.

On the opposite end of the con-
tinuum, just 27 percent of respon-
dents paid cash for their vehicle.

Lastly, support from the family did
not rate high as only 18 percent of
FTBs received complete financial
support from family or friends.

In total, better than half (57.7 per-
cent) of FTBs financed their vehicle
through the dealership.Trailing this
venue, an additional 33.8 percent
took out an auto loan financed
through a bank of their choice.
Worth noting, among “loan cus-
tomers” in the Midwest, just fewer
than 42 percent took out a tradition-
al auto loan financed through a bank
(as opposed to working through the
dealership). Compared to the other
regions, the Midwest shows the high-
est level of this type of behavior
regarding loan sources.

Drivers come of age
In a BusinessWeek article published in
1999, auto executives discussed their
strategies to appeal to the Gen Y
audience as it was estimated at that
time that four million new drivers
would come of age each year until
20104. No doubt, this target is still in
the sights of many automakers and
that their affiliated organizations con-
tinue to pursue new, long-term rev-
enue streams of future buyers.

According to the above, the U.S.
market has roughly another four
years of this four million annual tar-
get coming of age for the benefit of
the auto industry. In one regard, this
puts the potential into perspective:
millions of fresh, new customers to
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be reached and battled for on an
annual basis, yet companies struggle
to absolutely dominate the category
of first-time buyers, many of whom
can be captured by simply knowing
their birth date.Whether a 16-, 18-
or 30-year-old, a consumer new to
the auto buying scene has a lot to
give - if they are addressed in a rele-
vant and timely manner.With that in
mind, we offer the following sugges-
tions to various stakeholders in the
automotive industry.

• Message development and media 
Blend a mix of interactive opinion
leaders into an overall communica-
tion strategy.Taking a cue from the
reliance on the Internet as well as
parents/friends, use this to justify
how a message framework could be
developed.As has been done by some
automakers, leverage how FTBs,
especially those associated with the

Gen Y audience, will respond to
interactive offerings which present

iconic or cultural leaders in the
medium.As many youth-oriented
automotive brands build a grassroots
presence with event marketing, it is
also important to look for ways to
appeal to the tech-savvy side of these
buyers who want validation through
thought leadership that they can
identify with in an easy manner.As
revealed by earlier findings, FTBs
“want what they want” and being
able to visualize themselves into suc-
cessful buying scenarios is important.

Consider creating a “voice of the
family” when speaking to this audi-
ence. For example, allowing print
media to depict the concerns of par-
ents to their independent and matur-
ing children may appeal to FTBs
who still respect family values and
the advice of others who have been
through the vehicle buying process.

Think twice if communication
strategies to reach FTBs exclude
interactive or online approaches in a
media plan.While a seemingly obvi-
ous point, it is easy to sometimes get
caught in the trap of relying on tra-
ditional media (e.g., radio, newspaper)
because it is what has been used so
often for a given automotive name-
plate or related demographic.This has
implications to dealer marketing
efforts which have not invested yet in
such strategies. For the first-time
buyer, it appears an online communi-

South West Midwest Northeast

Monthly Loan Payment Amount 61% 56% 52% 49%

Dealer Treatment 56% 36% 32% 34%

Availability of Affordable Credit 43% 30% 30% 34%

Fuel Efficiency 43% 35% 36% 42%

Cost of Insurance 37% 26% 30% 25%

Price of Gasoline 30% 18% 30% 22%

Buying Vehicle at Dealer Where My Parents 11% 0% 8% 8%
Buy Their Cars 

Table 1:“How Important Were Each of These Considerations When You Were
Making Decisions to Buy Your First Vehicle?” (% Responding “Very Important”)
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cation outlet is a must-have compo-
nent to effectively reach them.Again,
think about how they search and
what they value.

• Financing organizations
Related to the message development
discussion, captive finance companies
(related to an OEM), banks and other
independent financing organizations
might test how sympathetic they
appear to this segment, based on

acknowledging financial limitations
facing young buyers. It appears to be
one way to gain credibility with
FTBs since they place considerable
importance on the payment factors.
Aspects of value should be conveyed
but not at the expense of appearing
cheap or discounted in nature.

From this study, a deeper regional
evaluation seems to have merit.
Because a higher share of respondents
in some parts of the U.S. favor taking

out auto loans through traditional
banks (and not via dealers), it may be
worthwhile to investigate the driving
factors behind this behavior.At this
point, no conclusions can be drawn
about why a FTB seeks loans via a
bank as opposed to through a dealer
or whether this behavior is on par
with other vehicle buyers.

• Dealer communities
As seen in other market studies, the

interaction with the dealer plays an
important role on future business and
referrals. Don’t neglect the amount of
preparation that this ambitious and
independent audience may have done
prior to entering the showroom.

Some in the industry feel that loy-
alty does not exist. Overall brand loy-
alty, let alone loyalty to an automo-
tive retailer, can be a dream when
counting on business from young
buyers.As noted earlier, FTBs give
little regard to where their parents
bought a vehicle, so do not assume
younger offspring or relations to a
more mature buyer base will come to
the same showroom as their elders.

Genuine connection
It comes down to choices and the
ones made early on in life tend to be
remembered well, especially if they
reinforce a bad call. For the auto
industry and affiliated companies
pursuing this segment, much is to be
gained if a genuine connection can
be made with first-time buyers.
Being creative, respectful and sensi-
tive to this group is well-worth the
effort. If such an effort is not made,
these may be decisions this target
won’t forget - possibly at your
brand’s expense. |Q
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blow.”
The survey showed that the lead-

ing gas/money-saving strategies
employed by consumers making
above and below $50,000 per year
include taking fewer shopping trips,
shopping closer to home and shop-
ping for sales more often.

“These consumer trade-off strate-
gies mean retailers and manufactur-
ers may be facing difficulties in
forecasting sales and projecting
inventory,” says Pilotta. “As con-
sumers strive to save money, they
are more willing to make sacrifices,
like buying house-brand products
over name brands, for example.To
stay on par and remain competitive,
many companies will need to look
toward coupon programs, both
online and off, as well as other value
pricing strategies to make a shop-
ping trip worthwhile for consumers
who are driving and spending less.”

For more information visit
www.bigresearch.com.

Mass-transit users love their
portable electronics
An analysis of mass-transit users and
“power pedestrians” by Scarborough
Research, New York, finds that they
are more likely than the average
consumer to plan to purchase

portable electronic devices such as
MP3 players and PDAs, as well as to
use wireless Internet. Also, these
consumers have more opportunities
to make purchases.They have the
power to buy in the palm of their
hand with the personal electronic
devices, and their on-the-go nature
simply may place them in closer
proximity to retail outlets. Mass-
transit users and power pedestrians

Survey Monitor 
continued from page 8

$50K +  <$50K 
(2,657 respondents) (3,917 respondents)

Buying more store brand/generic products 18.3% 30.5%

Doing more comparative shopping online 18.1% 14.8%

Doing more comparative shopping with 22.6% 27.1%
ad circulars/newspapers 

Shopping closer to home 37.7% 43.4%

Shopping for sales more often 31.3% 38.3%

Shopping more online 14.4% 11.0%

Taking fewer shopping trips 42.7% 49.3%

Using coupons more 22.7% 28.8%

Other 5.4% 6.0%

“As a result of fluctuating gas prices, are you doing any of the following?”
(Respondents could select more than one answer)
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account for about 22 percent of
consumers in the 75 local markets
measured by Scarborough.

The Scarborough analysis exam-
ined mass-transit users - subway
riders in cities that have subway sys-
tems (New York, Philadelphia,
Washington D.C., and Boston) and
rail riders in cities that have railway
systems measured by Scarborough
(Baltimore; Boston; Denver; Fresno,
Calif.; Harrisburg, Pa.; Hartford,

Conn.; Los Angeles; Miami; New
York; Philadelphia; Portland, Ore.;
Providence, R.I.; Sacramento, Calif.;
Salt Lake City; San Diego; San
Francisco; Seattle; St. Louis;
Washington D.C.;West Palm Beach,
Fla.; and Wilkes-Barre, Pa.).The
study also examined power pedes-
trians, defined as consumers who
walked three or more miles in a city
or town during the past week.

According to the Scarborough

analysis, today’s mass-transit users and
power pedestrians own or plan to
purchase a variety of portable tech-
nologies. Subway riders, for example,
are 93 percent more likely than the
average consumer in subway cities to
plan to purchase an MP3 player. Rail
riders are 62 percent more likely than
other consumers in Scarborough’s rail
markets to plan this purchase, and
power pedestrians are 44 percent
more likely to plan to buy this
portable player. Personal digital assis-
tants are also popular among the
transit audience. Subway riders are 48
percent more likely than the average
consumer in cities with subway sys-
tems to own a PDA. Rail riders are
65 percent more likely than other
consumers in Scarborough’s rail mar-
kets to own a PDA, and power
pedestrians are 16 percent more like-
ly to have this item.

The mass-transit user or power
pedestrian could access a variety of
content through these personal
portable devices, as, across the
board, they are more likely to have
wireless Internet access.

Purchases via the Internet are
extremely popular with the mass-
transit set. Subway riders, for exam-
ple, are 27 percent more likely than
other consumers in subway markets
to have spent $2,500 or more on
Internet purchases during the past
year. Power pedestrians are 26 per-
cent more likely than all consumers
to be in this spending group.They
also buy in high-end retail cate-
gories online - such as jewelry,
automotive and travel.

Today’s mass-transit user is young,
affluent and ethnically diverse. For
example, subway riders are 39 per-
cent more likely than all consumers
in subway markets to be ages 18-34
and 15 percent more likely to have
an annual household income of
$150,000 or more.They are also 75
percent more likely to be African-
American and 58 percent more
likely to be Hispanic. Rail riders are
26 percent more likely than all con-
sumers in rail markets to be ages
18-34 and 41 percent more likely to
have an annual household income
of $150,000 or more.They are 75
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percent more likely to be African-
American and 37 percent more
likely to be Hispanic. Similarly,
power pedestrians are 14 percent
more likely than all consumers to be
ages 18-34 and 21 percent more like-
ly to have an annual household
income of $150,000+.They are 22
percent more likely to be Hispanic.

There are several advertising cate-
gories that stand out among mass-
transit users and power pedestrians.

Subway riders are avid travelers, as
they are 45 percent more likely than
other consumers in subway markets
to have taken three or more domestic
air trips during the past year. Subway
riders are 32 percent more likely to
have eaten in a fast-food restaurant
six or more times during the past
month. Similarly, rail riders are 56
percent more likely than other con-
sumers in rail markets to have made
three or more domestic air trips dur-

ing the past year, and they are 17
percent more likely to have eaten at a
fast-food restaurant six or more times
during the past month.This group is
14 percent more likely to be from
households that spend $150 or more
on groceries weekly. For more infor-
mation visit www.scarborough.com.

Feel free to market to us, say
phone-using teens
Research by San Mateo, Calif.-based
Mobilitec, a provider of software that
lets mobile service providers offer
content to their subscribers, has
found that teens don’t mind being
marketed to by their mobile phone
service providers.

That finding was one result from
the firm’s new global research proj-
ect,The Lab at Mobilitec, which
consists of a group of 11 teens from
around the world who complete a
monthly task using their mobile
phones. Each month the participants
find, access, use and pay for different
types of mobile content. Mobilitec
asks them to provide feedback and
rate their experiences at every stage
of the process.

In their first assignment, Mobilitec
asked The Lab members to use their
phone to download four mobile
games: two specific games (JAMDAT
Bowling, PacMan or Tetris) and two
games of their choice.

The Lab members used the
Internet as their benchmark for a
good mobile experience.They
expected the ease, speed, graphics,
sound and marketing that they get on
the Internet.They were frustrated
when downloading a game took over
10 seconds or the graphics weren’t as
good as a computer.

All the teens experienced some
challenges in finding, downloading or
playing games but they expected a
learning curve and had the confi-
dence to continue until they figured
it out.Three teens had to call cus-
tomer service to get help; two could
not find the games on their phones
after purchasing them, and one had
to wait five days for an e-mail
response. But when it came to rating
the overall experience, the average

http://www.scarborough.com
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rating was 3 out of 5 or “good.”
The teens were surprised that there

weren’t more games that tied into
the brands they recognize.They
were looking for television and
movie tie-ins as well as games they
had played on their computers or
game consoles.This finding suggests
the importance of mobile operators
visibly and aggressively marketing
branded content.

“The teen demographic is hugely
brand-aware,” says June Bower, vice
president of marketing for
Mobilitec. “The teens are looking
for brands they know from movies,
TV and games they play on their
PC or game console.Teens judge
quality and relevance through
brands.The teens didn’t know how
to make a decision on what to buy
when they were presented with a
long list of games that were com-
pletely unfamiliar to them.”

Most of The Lab members
enjoyed the games they bought. And
most named other games they
would like to buy.They all felt the
price, $2 in India to $7 in Europe
and the U.S., was too high for
length and quality of the games.
Many requested more color and bet-
ter graphics.

Growing up as the Internet gener-
ation, 100 percent of The Lab mem-
bers expected to be marketed to on
their phones, just as they are on the
Internet,TV and other media.They
anticipated advertising or special
offers.They wanted e-mail and SMS
telling them about new games, good
deals and ways to rate and share
games they liked with other teens.

“We were surprised to learn that
the teens wanted to be marketed to
as part of the mobile experience.The
Internet generation not only expects
but wants to be reached with adver-
tising and special offers that are per-
sonal and relevant to them,” says
Margaret Norton, president and
CEO of Mobilitec. For more infor-
mation visit www.mobilitec.com.

We are a nation of
cyberchondriacs
Searching the Internet for health care

information has become more wide-
spread in the past year after three
years of little growth, according to a
nationwide Harris Poll from Harris
Interactive, Rochester, N.Y. Use of
the Internet to search for health-
related information by online U.S.
adults has increased markedly both in
terms of percentages (from 72 per-
cent in 2005 to 80 percent now) and
in numbers.This brings the number
of all U.S. adults who have ever
searched for health information
online (Harris Interactive refers to
them as cyberchondriacs) to 136 mil-
lion, a 16 percent increase from 117
million in 2005.

The percentage of cyberchondriacs
who search online either often or
sometimes appears to be rising mod-
estly. Most adults who have ever
looked for health information online
claim that they have been generally
successful in finding what they are
looking for. In addition, many believe
the information to be at least some-
what reliable, though the percent
who think the information is “very
reliable” has declined. Somewhat
fewer adults say that they are talking
to their physicians about the infor-
mation from the Internet.

The main reason for the increase
in online health information searches
seems to be that the total number of
Internet users has increased some-
what (from 74 percent of all U.S.
adults in 2004 to 77 percent now)
and the percent of those looking for
medical information is increasing as
well. Cyberchondriacs now represent
80 percent of all online adults, up
substantially from 2005’s 72 percent.

Six in 10 (61 percent) online adults
say that they have looked for infor-
mation about health topics often (21
percent) or sometimes (40 percent), a
slight increase of three percentage
points from 2005 (58 percent).

The percentage of online adults
who say they hardly ever or never
search for health information has
dropped to 39 percent, down from
43 percent in 2005.

Interestingly, while three-quarters
(76 percent) of those who have ever
searched the Internet for health
information have done so one or

more times in the last month, this is
down from 2005 when 85 percent
said that they had gone online one
or more times in the past month
looking for health information.

On average, a cyberchondriac
searches the Internet five times per
month, a decrease from the almost
seven times per month a year ago
and similar to five times per month
in 2004.

Similar to 2005 a large majority of
cyberchondriacs (88 percent) con-
tinues to indicate that they were
successful in searching for health
information online. Forty-two per-
cent say that they were very success-
ful and another 46 percent say they
were somewhat successful.

Eighty-seven percent of cyber-
chondriacs say that the health infor-
mation they found online has been
reliable (25 percent “very reliable”
and 61 percent “somewhat reli-
able”). Interestingly, this has declined
from 2005 when 90 percent felt this
way. Of special note, the percentage
of those who indicate that online
medical information is “very reli-
able” has declined substantially from
37 percent in 2005 to the current
25 percent.

Cyberchondriacs are not only
using the Internet to better educate
themselves. Many are also using it to
assist in their discussion with their
physicians. However, these discussions
are taking place in fewer numbers.
By 52 to 48 percent, a slight majority
of adults who have gone online to
get health information say that they
have discussed this information with
their doctor at least once.This is
down from 2005, when a 57 to 43
percent majority indicated this.

Furthermore, fewer than half (45
percent) of cyberchondriacs have
searched for health information
based on a discussion with their
doctor.This is a decrease of seven
percentage points from 2005’s 52
percent.The poll was conducted by
telephone within the United States
between July 5 and 11, 2006 among
1,020 adults (aged 18 and over). For
more information visit www.harris-
interactive.com.
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fullmening.no), Denmark
(www.danskemeninger.dk) and
Finland (www. mielipide-
tutkimus.com). In addition,
Research Now has also built a
bilingual panel in Belgium in
both Flemish
(www.joumening.be) and French
(www.votreopinion.be).

Separately, the firm has added
an automotive panel profile
screener. The screener, sent to a
selection of online consumer
panel members, has been designed
to be used across European mar-
kets (U.K., Germany, France, Italy
and Spain). Panelist car ownership
has been broken down across over
500 different models, covering all
major brands. The screener also
covers topics such as intent to
purchase a car, type of car pur-
chased (new, second-hand, compa-
ny car, etc.), methods of finance
and insurance provider. For more
information visit www.research-
now.co.uk.

Study of shoppers uses
qual/quant approach
Information firm Planet Insights

is now offering the Shopper
Mindset Study, which draws from
shop-along research and provides
both quantitative and qualitative
data on shopping trip behavior.
The study uses online survey
resources and software analysis
tools from BIGresearch. The study
is fielded to over 5,000 shoppers
on a semi-annual basis, resulting
in hundreds of respondents for
many types of shopping trips,
enabling marketers to keep tabs
on changing consumer mindsets.
For more information visit
www.planetinsights.com.

New panel products from
Vision Critical
Vancouver research firm Vision
Critical has released a panel man-
agement system, Panel+. It
includes DataONE, which cap-
tures and stores every data point,
allowing researchers to simultane-
ously analyze across multiple sur-
veys including segmented sam-
pling using any data point from
any survey. Also, the DataPLAY
function contains full functionali-
ty for multidimensional crosstabu-
lations, with the ability to alter
variables and question transforma-

tion. For more information visit
www.visioncritical.com.

Remark Classic OMR gets
an update
Scanning software maker Remark
Products, Malvern, Pa., has updat-
ed its Remark Classic OMR, a
Windows software package for
scanning pre-printed forms using
traditional OMR scanners offered
through manufacturers such as
NCS Pearson. Enhancements
include Self Score support for
NCS scanners, Questionmark
export, a new grade and print
mode, and a variety of new
reports with options for question
weighting, benchmarks, learning
objectives, crosstabulations and
greater customization. Please see
www.gravic.com.

Test, screen new product
concepts online
Cincinnati-based Marketing
Research Services Inc. has added
two online concept testing func-
tions, ConScan and ConSelect, to
its PRISM system for product
development. ConScan online
concept screening is designed to
help clients at the concept
ideation phase of product devel-
opment where consumer needs
have been identified and initial
concept solutions are being evalu-
ated. ConScan screens those ideas
to help clients determine which
initial concepts offer the most
potential and should be developed
into full concepts and moved for-
ward into the concept testing
phase.

Once potentially successful con-
cepts have been identified,
ConSelect online concept testing
helps clients determine which of
those are the strongest in terms of
purchase intent, likes and dislikes
and expected purchase frequency.

ConScan uses a primarily
sequential monadic screening
technique so consumers can eval-

Product and Service Update
continued from page 12
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uate up to five potential concepts
in one survey. At this stage, con-
cepts are brief, usually three to
four sentences with a price and a
visual. ConSelect uses a primarily
monadic testing technique, where
consumers evaluate only one con-
cept at a time. Concepts are more
detailed and the focus shifts from
screening to fine-tuning and opti-
mizing the concept message and
positioning using the ConSelect
solution. For more information
visit www.prism.mrsi.com/conse-
lect.html.

2006 Estimates and 2011
Projections available
The Demographic Data Center is
offering its 2006 Estimates and
2011 Projections product, which
provides basic demographic vari-
ables for the U.S. population and
for five-year projections of popu-
lation trends. The 2006 Estimates
fill in the gap since the 2000
Census and the 2011 Projections
build on these data, projecting
where population trends are head-
ing in the next five years.

Variables include total popula-
tion, population change, total
households, race, age, gender,
household income, owners vs.
renters, and more. The data from
Estimates and Projections is avail-
able in five geographies: states,
counties, tracts, block groups and
zip codes. Users can also run a
radius around a latitude/longitude
point. For more information visit
www.usa-demographics.com/esti-
mates/estimates.htm.

Changes to Synovate
Oncology Monitor
Synovate Healthcare announced
changes to the European arm of
its Global Tandem Oncology
Monitor. From August, the
European Tandem Oncology
Monitor now reports patient
demographics and market shares
on a monthly basis. In addition, it

now offers immediate access to
monthly data online using
mrTables, part of the SPSS
Dimensions software. The
Monitor also incorporates
EphMRA’s Anatomical
Therapeutic Classification system
to offer further flexibility in seg-
mentation analysis within the
oncology market. For more infor-
mation visit
www.synovate.com/healthcare.

GIS book, GeoCollector
series, and data projections
from ESRI
Redlands, Calif.-based ESRI has
released its 2006 demographic
data estimates and 2011 projec-
tions and made them available as
downloadable reports and maps
from Business Analyst Online,
ESRI’s on-demand reporting and
mapping service. The 2006/2011
data is available in more than 50
reports and maps such as the
demographic and income profile,
market profile, and age by race
profile. For more information visit
www.esri.com/bao.

Separately, ESRI Press has
released A to Z GIS: An Illustrated
Dictionary of Geographic Information
Systems, a guide to the language
of geographic information system
(GIS) technology. The book (288
pages, $24.95) is available at
online retailers and at bookstores
or can be purchased at
www.esri.com/esripress.

ESRI has also released the
GeoCollector series, a field data
collection solution that merges
ESRI’s mobile GIS software with
global positioning system (GPS)
technology from Trimble, a
provider of positioning solutions.
GeoCollector includes a handheld
computer with integrated GPS
receiver from the current Trimble
GeoExplorer series and ESRI’s
ArcPad. To meet the full range of
field data collection requirements,
the device is available in three

accuracy options: subfoot, subme-
ter, and one- to three-meter. The
GeoCollector series also includes
Trimble’s GPScorrect for ArcPad,
which collects and manages the
GPS data necessary for differential
correction during data collection.
In addition, Trimble’s GPS Analyst
for ArcGIS Desktop is available as
an add-on to enable the direct
transfer of data from
GeoCollector and to perform dif-
ferential correction inside ArcGIS
Desktop. For more information
visit www.esri.com/geocollector.

TNS expands travelers
panel
London research firm TNS has
launched its Travellers’ Panel, an
online sub-panel of its 6thdimen-
sion panel which provides access
to 500,000 international respon-
dents across six European coun-
tries (the U.K., France, Germany,
the Netherlands, Italy and Spain).
Sub-samples of respondents from
a range of different market seg-
ments can be identified, including
long-haul vacationers and business
travelers. These can be matched
against preferred vacation destina-
tion, type of vacation and accom-
modation, allowing bespoke sam-
pling of specific holiday travelers
to inform business and communi-
cations strategies. For more infor-
mation visit www.tns-global.com.

PVR renovates test kitchen
facilities
PVR Research, Duluth, Ga., has
completed a renovation of its
research center, including a
remodel of its commercial test
kitchen facilities. The kitchen ren-
ovation consists of a new, large
walk-in freezer and refrigerator
unit, more counter space and new
equipment that can be discon-
nected and reconfigured to
accommodate individual research
needs. PVR’s remodeled test
kitchen includes a new commer-
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cial range, eight standard ovens
and a commercial Vulcan convec-
tion oven, 18 microwaves, a 75 lb.
fryer, a commercial griddle and an
ice machine. For more informa-
tion visit www.pvr-research.com.

Briefly
Newark, N.J.-based InterClipper
is now offering DVD Clipper,
which lets users mark focus group
clips on facility DVDs for free.
Users can decide later which clips
they want to export and pay to
unlock just the DVDs that have
the clips they need. For more
information visit www.interclip-
per.com.

New York research firm
Advanced Focus has opened
Advanced Focus - The Facility on
Park Avenue in Manhattan. It has
four suites, each offering surround
sound. Two LCD TVs for video
playback are mounted in all four
respondent rooms. Each viewing
room has individual A/C control,
staged seating, wireless Internet
and an attached client lounge
equipped with closed-circuit tele-
vision, a computer, printer and
Internet access. For more infor-
mation visit
www.advancedfocus.com.

New York research firm Ipsos
Insight has unveiled its Innotrack
tool, which measures how well a
new product has performed in the
market - domestic or global - ver-
sus expectations. Innotrack is
designed to shed light on why
products perform the way they do
by identifying consumer motiva-
tions and deterrents to trial and
repeat. For more information visit
www.ipsosinsight.com/products/i
nnotrack.aspx.

Diagnostics Plus, a State
College, Pa., research firm,
announced an expanded service to
the college and university market.

The service, called Resource
Priorities and Performance
Research, engages multiple stake-
holder groups at a college or uni-
versity (administrative leadership,
academic deans and directors,
staff, students and others) to help
them make facilities management
decisions. For more information
visit www.diagnosticsplus.com.

Synovate Healthcare has
launched online physician panels
in China, Korea, Taiwan,
Philippines, Hong Kong,
Singapore, Japan, Malaysia and
India. For more information visit
www.synovate.com.

TNS Ireland has expanded its
FMCG consumer-tracking
Worldpanel service to 1,350
households in the Republic of
Ireland and intends to increase it
to 3,000 by August 2008. For
more information visit www.tns-
global.com.

Schlesinger Associates has
opened a new qualitative research
facility in Phoenix. Located on
East Camelback Road, across for
the Biltmore Fashion Park, the
facility has four focus group suites
equipped with high-definition
monitors, wireless Internet, digital
recording and marking,
videostreaming and videoconfer-
encing. For more information
visit
www.schlesingerassociates.com.

San Francisco research firm
Zoomerang has launched its
Customer Satisfaction Resource
Center at www.customersatisfac-
tionresource.com.Visitors to the
free site can access survey tem-
plates, best practices in creating
effective customer satisfaction sur-
veys, and research and analysis of
customer satisfaction.

New York-based Gazelle Global

Research Services LLC has
launched a new business unit,
Gazelle Globalization Group (g3),
to provide language solutions to
firms with ongoing multilingual
and international communication
concerns. Areas of focus include
market research, financial, med-
ical, health care, pharmaceutical,
legal, travel and tourism, informa-
tion technology and government
sectors. For more information
visit www.g3translate.com.

G & S Research, Carmel, Ind.,
has established G & S Discovery, a
new division focusing on the life
science research supply market-
place. For more information visit
www.gs-research.com.

New York research firm
Medefield reported in late June
that its online physician respon-
dent community had grown by 25
percent to over 400,000 physi-
cians worldwide in the past 12
months. For more information
visit www.medefield.com.

Simmons Online, Fort
Lauderdale, Fla., is now linking
custom online research with its
National Consumer Study (NCS),
allowing clients to access propri-
etary data along with more than
50,000 additional data variables
within the NCS. For more infor-
mation visit www.smrb.com.

Netherlands-based research
firm the SKIM Group has sup-
ported the initiative to launch a
Web site devoted to conjoint
analysis. The site, www.conjoint-
page.com, contains links to com-
mercial and academic sources and
specialist agencies, articles and
papers, research associations, con-
ferences, conjoint software,
books, universities, a forum and
other conjoint-related sites.
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operations. Changes include a
move from a regional structure to
smaller strategic units. The new
strategic unit structure has the fol-
lowing leadership: northern
Europe will be led by Peter
Huijboom, who also remains CEO,
global client relationships; south-
ern Europe will be led by Ged
Parton, who remains head of the
brand and communications prac-
tice; United Kingdom will be led
by Peter Chopra, who remains
CFO; Asia will be led by Tim
Balbirnie, currently CEO, Asia
Pacific; Australia/New Zealand
will be led by Brent Stewart, cur-
rently head of Synovate’s Australian
operation; central/eastern Europe,
and the Middle East will be led by
Nicos Rossides, currently CEO,
central/eastern Europe, the Middle
East and Africa; Africa will be led
by Albert McLean, currently COO
Africa; North America will be led
by CEO Robert Skolnick; Latin
America will be led by EVP
Ignacio Galceran.

The Response Center, Fort
Washington, Pa., has changed its
name to TRC.

Greenfield Online, Inc.,
Wilton, Conn., has begun separat-
ing its Ciao Internet survey solu-
tions and comparison shopping
business segments from an opera-
tional and legal perspective. “This
decision is consistent with the
steps already taken in the first
quarter of this year to separate
these business segments from a
financial reporting perspective,”
said Al Angrisani, president and
CEO of Greenfield Online, in a
company statement.

The company also announced
that Ciao GmbH’s two managing
directors, Max Cartellieri and
Gunnar Piening, resigned their
positions with the company. They

are succeeded by Nicolas Metzke,
who has been appointed managing
director of Ciao. Metzke will head
Greenfield Online’s European sub-
sidiary Ciao GmbH through the
separation process and the Internet
survey solution business going for-
ward.

Vancouver research firm Vision
Critical has attained Double-Gold
Certified status in the Microsoft
Partner Program.

Denmark software firm
iMotions – Emotion
Technology has exercised an
option to bring in two additional
angels to its investor group, adding
Andy Miller and Joergen Thorball.

Rochester, N.Y.-based Harris
Interactive announced a series of
actions in its U.K. operations,
including the closing of two facili-
ties, a reorganization of several
operating and support groups and
a small reduction in workforce.

The company closed a facility in
Macclesfield and another in
Stockport, consolidating those
operations into its Hazel Grove
location. It plans to sell its
Stockport facility no later than
June 7, 2007. To increase operating
efficiency and create better align-
ment with its customer base, the
company has reorganized its U.K.
marketing, health care and human
resource teams. Marketing will
now be centered at European
headquarters in Brentford, where
the company will hire new direc-
tors of marketing and public rela-
tions. The U.K.-based health care
division will now be part of the
U.K. business and report to
George Terhanian, president of
Harris Interactive Europe. The
U.K. human resources team will
now jointly report to Terhanian
and Dennis Bhame, corporate
executive vice president of human
resources. In connection with the

facilities consolidation discussed
above, the company also anticipat-
ed a reduction in its U.K. staff by
10-15 employees by June 30, 2006,
which required estimated cash sev-
erance charges of between
$250,000 and $300,000.

Acquisitions/transactions
Wayne, Pa., employment services
firm Kenexa has acquired
Minneapolis-based Gantz Wiley
Research. Gantz Wiley Research
created WorkTrends, a database of
employee survey results with com-
parisons on topics including lead-
ership, employee engagement and
customer orientation. Financial
details of the transaction were not
disclosed.

Chicago-based Information
Resources Inc. (IRI) has
acquired the assets of Secant Inc.,
a beverage alcohol consultancy and
information provider. Secant prin-
cipals Elena Amboyan and Anne
Carlson have been named senior
vice presidents and will join the
beer, wine and spirits vertical prac-
tice at IRI.

Paris-based Ipsos has signed a
letter of intent to acquire a minor-
ity stake in the capital of the
Tambor Group, a research com-
pany working in the Czech and
Slovak markets. The agreement
will allow Ipsos to increase its
shareholding to 66 percent in
2009.

Omaha, Neb., information firm
infoUSA Inc. has entered into a
definitive merger agreement under
which it will acquire Opinion
Research Corporation for $12
per share in cash. The total trans-
action value including the assump-
tion of debt is approximately
$134.3 million. The transaction,
which is expected to close in the
fourth quarter of 2006, is subject
to customary closing conditions

Research Industry News
continued from page 14
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and the approval of Opinion
Research Corporation sharehold-
ers. Opinion Research
Corporation will remain headquar-
tered in Princeton, N.J., and will
continue to operate independently
as part of infoUSA.

Dean Moorehouse has purchased
Strategic Research Associates
(SRA), Spokane, Wash., from
KXLY Broadcast Group.
Moorehouse has been with SRA
since its inception as sales and
marketing manager and has
assumed the title of president.
Strategic Research Associates was
formed in 1996 as an independent
subsidiary of KXLY Broadcast
Group. One of SRA’s founding
members, Steven Dean, has agreed
to partner with SRA, and will
continue to lead research initiatives
on behalf of the company.

Seattle research firm Global
Market Insite, Inc. (GMI), has
closed $35 million in a Series C
venture capital financing round led
by Technology Crossover
Ventures (TCV). Series C co-
investors and existing VC investors
FTVentures and Voyager Capital
are electing to increase their
respective stock holdings in GMI
in this financing. In addition, GMI
announced that Greg Stanger, ven-
ture partner at TCV and former
chief financial officer of Expedia,
will join the company’s board of
directors.

London-based TNS has acquired
FutureView, a tool which meas-
ures and classifies consumers
according to how “future influen-
tial” they are. An update of the
early adoption model, FutureView
segmentation questions the extent
to which consumers demonstrate
elements of new consumerism
such as social responsibility and
self-expression. FutureView was
developed in Australia and New

Zealand by Malcolm Law who, as
part of the acquisition, has joined
TNS’ segmentation and position-
ing area where he will support the
introduction of the methodology.

Subject to approval from Indian
authorities, Germany’s GfK
Group will acquire 51 percent of
India’s Mode Group, which was
established in 1981 and has operat-
ed in its present form since 2004.
The company, which will be called
GfK Mode, has branches in 13
Indian cities.

Also subject to approval, GfK
will acquire a 66 percent stake in
Custom Research China. GfK is
planning to increase this to 100
percent in stages by 2014. In
future, the company will operate
under the name GfK Custom
Research Beijing.

Braintree, Mass., research firm
Perseus Development
Corporation and WebSurveyor,
Herndon,Va., have merged. The
two entities will be combined
under a newly formed holding
company funded by Austin
Ventures. Dean Wiltse was named
chairman and CEO of the com-
bined entity.

Alliances/strategic
partnerships
Chicago-based Research
International has opened an
office in Egypt, appointing Egypt-
based Logic Market Research as
an associate firm.

Canada-based Techneos
Systems Inc. and Spanish firm
Trevenque Sistemas have
renewed their agreement to pro-
vide Techneos Systems’ Entryware
survey software to the Spanish
market.

Vancouver-based research firm
Vision Critical is partnering with
Feldman Research Lab, Teaneck,
N.J., to allow clients to use each

firm’s respective services.

Germany-based firms DAP
Systems and the GfK Group,
both providers of software to ana-
lyze media use in the TV market,
have formed an alliance. In 2007,
the pc#tv production and evalua-
tion software used by GfK in TV
audience research is to be replaced
by the new proprietary GfK sys-
tem Evogenius. The specification
for the system was developed in
cooperation with AGF and the
GfK companies specializing in
media research. The main priority
is to design a software system
which can be used in both the
national and international arenas.
Like GfK, DAP Systems is a con-
tractual partner of AGF and devel-
ops evaluation and planning pro-
grams on its behalf for the German
TV market. It provides solutions
that can be used in sub-areas of
the Evogenius system. DAP
Systems will develop new applica-
tions for the corresponding areas
in Evogenius in consultation with
GfK.

Association/organization
news
Dominique Hanssens, Jim Nyce
and Joe Plummer have joined the
Boardroom Project, a body of
marketing scientists working to
establish marketing measurement
standards for continuous improve-
ment in financial performance.
Hanssens is the Bud Knapp
Professor of Marketing at the
UCLA Anderson Graduate School
of Management and the 2005–07
executive director of the
Marketing Science Institute. Nyce
is senior vice president, global
consumer insights and strategy at
Kraft Foods Inc. Plummer is the
chief research officer at the
Advertising Research Foundation.

Awards/rankings
Research International was cited
by Vodafone for the research com-
pany’s role in helping Vodafone
win first prize in the U.K.-based
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Marketing Society’s awards for a
concept testing system that is
designed to deliver better return
on investment from the new-prod-
uct development process. The
Marketing Capability prize was
awarded to Vodafone for the differ-
entiation potential system (DPS), a
global model for testing the busi-
ness potential of new concepts and
for successfully integrating the
end-to-end system throughout
Vodafone internationally. “Together
with Research International and
Oxford Strategic Marketing, we
created and implemented a rigor-
ous new system for identifying
which new products deserve
investment and which don’t. The
impact is a higher return on our
new product development invest-
ment and a faster, better product
development cycle,” said Gillian
George, senior insights manager,
Vodafone, in a press release.

A poll in Afghanistan conducted
by New York-based Charney
Research has won ABC News the
inaugural annual award for excel-
lent journalism using polls. The
award-winning, two-part series,
“ABC News polls in Iraq and
Afghanistan,” aired in December
2005. The award, from the
University of Iowa School of
Journalism and Mass
Communication and the Gallup
Organization, recognizes the
importance of the news media’s
use of polls in understanding pub-
lic opinion and shaping discourse
on social and political issues.
ABC’s broadcast of the Charney
survey “shows how using accurate
polls, as a basis of understanding
public opinion, can contribute to
vital stories that truly make a dif-
ference in our world,” said Jim
Clifton, chairman and CEO of the
Gallup Organization, in a press
release. Prior to the ABC poll,
Charney had conducted the first
national political survey in post-
Taliban Afghanistan for the Asia
Foundation. Both surveys are avail-
able at www.charneyresearch.com.

New accounts/projects
Researcher TNS has renewed its
partnership with CNN and Time
magazine. Under the terms of the
agreement, TNS will deliver
insights based on consumer opin-
ion research spanning 12 Asia-
Pacific countries.

Wal-Mart Stores Inc. has signed
a new agreement designating
ACNielsen as its sole provider of
consumer panel services. This new
agreement complements the
Spectra segmentation and targeting
applications that ACNielsen
already provides to Wal-Mart. Wal-
Mart will use the ACNielsen’s
Homescan consumer panel to
understand shopper segments and
use Spectra’s BehaviorScape store-
by-store targeting applications.

Redlands, Calif.-based ESRI’s
ArcPad mobile GIS platform will
be a component of the Field Data
Collection Automation (FDCA)
project for the 2010 U.S. Census.
Harris Corporation, Melbourne,
Fla., has been selected by the U.S.
Census Bureau as the system inte-
grator and prime contractor for a
$600 million, five-year program to
develop and implement an auto-
mated system for field data collec-
tion. The FDCA program will sup-
port census field enumerators who
will follow up and collect survey
data from households that did not
return their census forms. The field
enumerator will be equipped with
GPS-enabled mobile devices,
which will include ESRI’s ArcPad
software.

Dallas-based Service
Broadcasting Corporation has
signed a multi-year commitment
to use radio audience estimates
based on New York-based
Arbitron Inc.’s Portable People
Meter when Arbitron deploys the
audience measurement service in
Dallas. Additional firms -
Bonneville International

Corporation; Emmis
Communications Corporation;
Greater Media Inc. and Lincoln
Financial Media - have entered
into multi-year agreements for
Portable People Meter radio rat-
ings when the new audience rat-
ings technology is deployed in the
50 markets encompassed in
Arbitron’s previously announced
PPM rollout plan.

Norway research software com-
pany FIRM has renewed an agree-
ment to provide its Confirmit sur-
vey, panel and report platform to
U.K. research firm Qubiq-
Online. Separately, FIRM has
signed a similar agreement with
resort company Intrawest, which
will license the software as an on-
demand solution.

The U.K.’s National Foundation
for Educational Research (NFER)
has selected London-based Pulse
Train’s Bellview Scan and
Bellview Web software tools to
carry out a number of research
projects across the education com-
munity. Both products will be used
to help the NFER gather research
data from teachers, pupils and
other groups involved in the edu-
cation system.

Research software firm NEBU
has added Johnston, Zabor,
McManus Inc., a Durham, N.C.,
research firm, to its client list.

New companies/new divisions/
relocations/expansions
Lightspeed Research, Basking
Ridge, N.J., has opened an office
in Tokyo and named Chris Duston
vice president of business develop-
ment in Japan.

Gongos Research has expand-
ed to a 30,000-square-foot build-
ing in Auburn Hills, Mich., outfit-
ting 15,000 square feet for imme-
diate use while anticipating further
expansion. The new offices house a
technology-based infrastructure
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and a focus group facility. The firm
changed its name from Gongos
and Associates Inc. to Gongos
Research in conjunction with the
move.

Millward Brown has opened an
office in Geneva, Switzerland. The
office will be headed by Sana
Carlton, previously global account
coordinator based in Millward
Brown’s Madrid office and
Martine Rebours, TGI director for
France. Rebours will take on this
additional responsibility while
continuing in her current role.

Simmons Market Research
has moved its headquarters to the
Florida Atlantic University
Research and Development Park.
The new address is 1501 SW FAU
Research Park Blvd., Suite 100,
Deerfield Beach, Fla., 33441.

St. Louis-based Maritz
Research has opened a new sur-
vey center in Saskatoon,
Saskatchewan. The center is 12,000
square feet and has 150 stations.

BIGresearch LLC has moved
to 450 West Wilson Bridge Rd.,
Suite 370, Worthington, Ohio,
43085.

London-based Research Now
has opened an office in Melbourne
office and tapped Brad Wilson to
head it.

Gary Mullet Associates Inc.
has moved to 302 River Birch
Court, Canton, Ga., 30114-5740.
Phone 770-479-0540.

New York research firm TNS
has opened a client service office
in Bellevue, Wash., at 11100
Northeast 8th Street, Suite 770,
Bellevue, Wash., 98004. Phone
425-462-6153. TNS has also
named Tom Buehrer vice president
and senior account director to
work with the team in the
Bellevue office.

Synovate has opened an office
in Hangzhou, China, teaming with
former supplier firm Chun Qiu.
The Chun Qiu staff will now
work for Synovate and the business
will become a branch of Synovate
China.

Research firm MRT Services
Inc. has moved to 3905 Harrison
Rd., Suite 500, Loganville, Ga.,
30052. Phone 770-554-6775. Fax
770-554-5660.

Company earnings reports
In terms of sales and total income,
the second quarter of 2006 was
successful for Germany-based GfK
Group. In the first six months
sales were up 54.6 percent year-
on-year to EUR 534.4 million.
Adjusted operating income rose
76.3 percent to EUR 63.8 million.

Knowledge Networks, Menlo
Park, Calif., reported 27 percent
year-over-year revenue growth for
the second quarter of 2006, with
revenue of $9.2 million dollars for
the period. The company contin-
ued to deliver positive net income.

Norway-based FIRM reported a
second-quarter revenue increase of
31 percent compared to the corre-
sponding quarter of 2005. FIRM
achieved revenue of $4.6 million
in the second quarter of 2006
compared to $3.5 million in the
corresponding quarter of 2005.
The cash flow from operations was
$1.3 million in the second quarter
of 2006.

SPSS Inc., Chicago, announced
results for the quarter and six
months ended June 30, 2006.
Second quarter revenues were a
record $63.5 million, an increase of
9 percent from $58.1 million in the
second quarter of 2005. New
license revenues were $29.3 mil-
lion, up 20 percent from $24.4
million in the 2005 second quarter.
For the six months ended June 30,

2006, revenues totaled $125.7 mil-
lion, an increase of 9 percent from
$115.5 million for the same period
in 2005. New license revenues for
the first six months of 2006 were
$59.2 million, up 17 percent from
$50.4 million for the six months
ended June 30, 2005.

Diluted earnings per share (EPS)
in the 2006 second quarter were
$0.12, compared to $0.21 for the
same period last year.This decrease
was primarily due to a $2.2 million
charge related to share-based com-
pensation reflecting the January 1,
2006 adoption of Statement of
Financial Accounting Standards
(SFAS) 123R.

For the six months ended June
30, 2006, EPS was $0.35, compared
with $0.34 in the same period last
year.The 2006 period includes a
charge of $3.1 million related to
share-based compensation reflect-
ing the January 1, 2006 adoption of
SFAS 123R. In addition, the effec-
tive income tax rate increased to
38 percent in the first six months
of 2006 from 34 percent in the
same period last year. An increased
number of diluted shares further
lowered earnings in the 2006 peri-
od. As of June 30, 2006, cash was
$113.3 million up from $84.4 mil-
lion as of December 31, 2005 and
$54.2 million on June 30, 2005.

Gongos Research, Auburn
Hills, Mich., reported 39 percent
growth in first-half 2006 revenue
relative to last year, moving from
$3.8 million in the first half of last
year to $5.3 million this year, and
projected 31 percent growth in
total revenue relative to last year.

For the second quarter 2006,
Arbitron Inc., New York, report-
ed revenue of $74.2 million, an
increase of 6.2 percent over rev-
enue of $69.8 million during the
second quarter of 2005. Planned
spending on the Portable People
Meter and Project Apollo initia-
tives and the required expensing of
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share-based compensation con-
tributed to increased costs and
expenses for the second quarter of
21.4 percent, from $55.4 million
in 2005 to $67.3 million in 2006.
Earnings before interest and
income tax expense (EBIT) for the
quarter were $11.9 million, a
decrease of 35.8 percent over
EBIT of $18.6 million during the
comparable period last year. Net
income for the second quarter
decreased by 52.2 percent from
$15.4 million in 2005 to $7.4 mil-
lion in 2006. Net income per share
for the second quarter 2006 was
$0.24 (diluted) compared with
$0.48 (diluted) for the second
quarter 2005.

For the six months ended June
30, 2006, revenue was $159.3 mil-
lion, an increase of 6.9 percent over
the same period last year. EBIT was
$41.0 million, compared to $51.3
million in 2005. Net income for the
six months was $25.5 million or
$0.83 per share (diluted), compared
with $35.2 million or $1.11 per
share (diluted) during the compara-
ble period last year.

At National Research
Corporation, Lincoln, Neb., rev-
enues for the second quarter ended
June 30, 2006 were $10.7 million
compared with revenues of $7.2
million for the same period in
2005. Net income for the quarter
was $1.3 million, or $0.19 per basic
and diluted share, compared with
net income of $925,000, or $0.13
per basic and diluted share, in the
prior-year period. Earnings per
share for the quarter were negative-
ly impacted $0.02 as a result of the
effect of Statement of Financial
Accounting Standards (SFAS) No.
123R adopted in the first quarter
and would have been $0.21 per
share without that effect.

Revenues for the first half of
2006 were $20.1 million compared
with revenues of $14.0 million for
the same period in 2005. Net
income for the six months ended

June 30, 2006 was $2.5 million, or
$0.37 per basic and diluted share,
compared with $1.6 million, or
$0.23 per basic and diluted share, in
the prior-year period. Earnings per
share for the six months ended June
30, 2006 were negatively impacted
$.04 as a result of the effect of the
company’s adoption of SFAS No.
123R and would have been $0.41
per share without that effect.

Second-quarter revenues at
Princeton, N.J.-based Opinion
Research Corporation increased
to $50 million and income from
continuing operations was
$777,000 or $0.14 per diluted
common share. Consolidated rev-
enues were $50 million in the sec-
ond quarter of 2006, increasing
from $49.0 million in the second
quarter of 2005. Social research
revenues were $36.6 million,
increasing from $36.2 million in
the second quarter of 2005.
Market research revenues totaled
$13.4 million, increasing from
$12.8 million in the second quar-
ter of last year. Income from con-
tinuing operations was $777,000,
as compared to $1.6 million in the
second quarter of 2005.

Contributing to the decline in
income from continuing opera-
tions is expense of $163,000
reflecting the adoption of the
Financial Accounting Standards
Board Statement 123(R) on share-
based payments, interest expense of
$700,000 on subordinated debt
issued in July 2005, and a higher
effective tax rate which reduced
income from continuing opera-
tions by $124,000.

New York-based NetRatings’
revenues for the second quarter of
2006 were $19.9 million, a 17 per-
cent increase over revenues of
$17.1 million in the second quar-
ter of 2005, and a 9 percent
increase over revenues of $18.3
million in the first quarter of
2006. Net income for the second

quarter of 2006 was $931,000, or
$0.03 per share, on approximately
34.8 million shares. This compares
with a net loss of ($2.3 million), or
($0.06) per share, in the second
quarter of 2005, on approximately
36 million shares. On an EBITDA
basis, the company earned $2.2
million or $0.06 per share during
the second quarter of 2006. This
compares with an EBITDA loss in
the second quarter of 2005 of
($577,000), or ($0.02) per share.

At Greenfield Online, Wilton,
Conn., financial results for its sec-
ond quarter ended June 30, 2006
showed total net revenue was
$24.5 million compared with
$26.3 million for the prior year
period. Total gross profit was $18.9
million or 77.3 percent of rev-
enues for the second quarter of
2006, as compared with $19.1 mil-
lion or 72.8 percent of revenues in
the prior year period. Operating
income was $3.7 million for the
second quarter of 2006 or 15.1
percent of revenue, as compared to
$4.5 million or 17.2 percent of
revenue for the prior year period.

Net income for the second quar-
ter of 2006 was $2.3 million, as
compared with $19.1 million for
the prior year period. Net income
in the second quarter of 2005 ben-
efited from a $15.7 million domes-
tic deferred tax asset valuation
allowance release related to
expected future utilization of tax
benefits, primarily relating to net
operating loss carryforwards.

Cash flow from operations was
$5.1 million for the second quarter
of 2006 as compared to $6.7 mil-
lion for the prior year period.

For the second quarter of 2006,
adjusted EBITDA, excluding
restructuring charges, was $7.3
million or 29.8 percent of rev-
enues, as compared to $7.6 million
or 28.7 percent of revenue for the
prior year period.

On a global basis, Internet sur-
vey solutions revenue for the sec-
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ond quarter of 2006 was 42 per-
cent full-service and 58 percent
sample only. This compares to 47
percent and 53 percent, respective-
ly, for the first quarter of 2006.

In the second quarter of 2006,
the firm completed 2,896 projects
for 477 clients. This compares to
2,536 projects for 461 clients in
the first quarter.

IMS Health, Fairfield, Conn.,
announced second-quarter 2006
revenue of $486.2 million, up 12
percent on a reported and con-
stant-dollar basis, compared with
revenue of $433.3 million for the
second quarter of 2005. Second-
quarter 2006 diluted earnings per
share on an SEC-reported basis
was $0.30, compared with $0.41 in
the prior year. Excluding the
expensing of equity-based com-
pensation, on an adjusted basis,
earnings per share was $0.39, a 15
percent increase, compared with
$0.34 per share in the same period
last year. Including the expensing
of equity-based compensation,
adjusted earnings per share for the
second quarter was $0.34. Net
income on an SEC-reported basis
was $62.7 million, compared with
$93.2 million in the year-earlier
quarter. On an adjusted basis,
excluding the expensing of equity-
based compensation, net income
rose 2 percent to $79.3 million for
the 2006 second quarter, compared
with net income of $77.8 million
in the prior year. Including the
expensing of equity-based com-
pensation, adjusted net income for
the second quarter of 2006 was
$70.9 million, down 9 percent.

Operating income in the second
quarter of 2006 was $106.3 million
on an SEC-reported basis, up 3
percent, compared with $103.3
million in the year-earlier period.
On an adjusted basis, excluding the
expensing of equity-based com-
pensation, second-quarter operat-
ing income was $124.4 million, a
12 percent increase (11 percent

constant dollar), compared with
$110.7 million in the year-earlier
period. Including the expensing of
equity-based compensation, adjust-
ed operating income in the 2006
second quarter was $112.3 million,
up 1 percent reported and flat
constant dollar, over the prior year.

Adjusted results for the 2006
second quarter exclude certain
pre-tax income items totaling
$33.7 million, primarily due to a
payment received from VNU, N.V.
related to the termination of the
proposed merger that was
announced in November 2005, as
well as certain net tax provisions
of approximately $41.9 million,
including a tax charge of $21.4
million related to a reorganization
of several of the company’s sub-
sidiaries. Second-quarter 2005
results on an adjusted basis exclude
a one-time tax benefit of $24.3
million related to repatriating $647
million of previously undistributed
foreign earnings under the
American Jobs Creation Act.

For the first half of 2006, rev-
enues were $932.4 million, up 10
percent (12 percent constant dol-
lar), compared with revenue of
$844.3 million for the first half of
2005. Diluted earnings per share
on an SEC-reported basis for the
first half of 2006 was $0.86, com-
pared with $0.54 in the prior year.
Excluding the expensing of equi-
ty-based compensation, on an
adjusted basis, earnings per share in
the 2006 first half was $0.72, a 14
percent increase, compared with
$0.63 per share in the same period
last year. Including the expensing
of equity-based compensation,
adjusted earnings per share for the
first six months of this year was
$0.65, up 3 percent. Net income
on an SEC-reported basis for the
first half of 2006 was $180.8 mil-
lion, compared with $123.5 million
in the year-earlier period. On an
adjusted basis, excluding the
expensing of equity-based com-
pensation, net income for the 2006

first half rose 4 percent to $151.4
million, compared with net income
of $145.9 million in the same peri-
od last year. Including the expens-
ing of equity-based compensation,
adjusted net income for the first six
months of 2006 was $136.1 mil-
lion, down 7 percent.

For the first six months of 2006,
operating income was $203.1 mil-
lion on an SEC-reported basis, a 1
percent increase, compared with
$200.2 million in the year-earlier
period. On an adjusted basis,
excluding the expensing of equity-
based compensation, operating
income for the 2006 first half was
$230.8 million, an 11 percent
increase (12 percent constant dol-
lar), compared with $207.6 million
in the year-earlier period.
Including the expensing of equity-
based compensation, adjusted
operating income in the 2006 first
six months was $209.1 million, up
1 percent on a reported basis and 2
percent on a constant-dollar basis
over the prior year.

Adjusted results for the 2006
first half exclude certain pre-tax
income items totaling $35.2 mil-
lion primarily from the terminated
VNU merger, as well as certain net
tax benefits of $9.4 million. First-
half 2005 results on an adjusted
basis exclude a one-time tax
charge of $42.8 million related to
repatriating $647 million of previ-
ously undistributed foreign earn-
ings under the American Jobs
Creation Act.

In the first half of 2006, Paris-
based Ipsos generated revenues of
EUR 407.7 million, an increase of
26.7 percent. At 8.6 percent, organ-
ic growth was stronger than the 7.8
percent reported in the first half of
2005. Changes in the scope of con-
solidation had a positive impact of
14.1 percent, thanks mainly to the
integration of MORI in the U.K.
and Ireland, Understanding
Unlimited in the U.S. and
Camelford Graham in Canada.
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promoted to vice president with
responsibility for R&D and market-
ing sciences. Martin Slack has
joined Millward Brown Australia to
head its Melbourne office. Millward
Brown announced the following
promotions at its other offices:
Alison Brown to vice president,
Los Angeles; Cathy Hartman and
Ken Clark to vice president,
Fairfield, Conn.

Cambridge, Mass., research firm Abt
Associates announced a number of
personnel changes, adding David
Ferreira as chief human resources
officer, Deborah Klein Walker
and Carlos Carrazana as vice
president, Neal S. Mantick as
director of registries, and promot-
ing David Loeser to senior vice
president. Stanley J. Lukowski,
chairman and CEO of Eastern
Bank Corporation, has joined the
Abt Associates board of directors.
Howard Rolston has joined the
firm as a part-time principal associ-
ate. Research scientist Burt S.
Barnow, associate director for
research at the Johns Hopkins
University Institute for Policy
Studies, has become an affiliate
scholar with Abt Associates.

Scott Hendricks has joined the
New Jersey office of Milwaukee
research firm Market Probe as vice
president.

Cooper Research Inc., Cincinnati, has
named Joseph Hodgson, Jr., vice
president, strategic research.

N.Y. researcher Ziment has named
Basya Gale worldwide chief quali-
tative officer.

Andrew A. Salzman has joined
Information Resources Inc., Chicago, as
executive vice president and global
chief marketing officer.

IMS Health, Fairfield, Conn.,
announced the resignation of
Nancy E. Cooper, senior vice

president and chief financial officer.

Research firm TNS has named
Wander Meijer regional director
for Latin America.TNS has also
named Murray Campbell head of
the company’s polling and social
government research sector across
the Asia Pacific-Latin America-
Middle East and Africa (ALM)
region. Graeme Jacombs has
joined the regional healthcare team
as healthcare research director.TNS
has also named Tom Buehrer vice
president and senior account direc-
tor, to work with the team in the
firm’s new Bellevue,Wash., office.

TVG Marketing Research &
Consulting, Dresher, Pa., has added
Don Marshall as vice president and
chief methodologist.

Carolyn Phillips has joined the
Maritz Pharmaceutical Research Group,
St. Louis, as a research manager.
George Ellis has joined the group
as senior research manager. Lili
Pasha has been named the group’s
director of research services and
Madhunika Raghavan has been
named its director of research and
operations.

Port Washington, N.Y., research firm
the NPD Group has promoted Art
Spar to president of the company’s
apparel tracking services.

Edward van Dam has joined the
Calgary Team of Canada-based Leger
Marketing as director of research.

Bonnie Bergey joined Innovation
Focus Inc., a Lancaster, Pa., research
firm, as an associate director. In
addition, the firm named Lindsay

Brown associate, Laura B. Miller
associate director, and Greg Pratt
senior associate.

Cincinnati-based Marketing Research
Services Inc. has named Jennifer
Petsche project director and
Nathaniel Hausrath script writer.

Genina A. Gravlin has been
named program manager for
Marketing Leverage Inc., a
Glastonbury, Conn., research and
consulting firm.

Stamford, Conn., research firm
InsightExpress has named Michael
Tsavaris vice president, chief finan-
cial officer. Melissa Ludack has
been named senior marketing sci-
ence analyst and Adam Zambuto
has been named market research
analyst. Junny Cho has joined the
company as a project manager with-
in the company’s AdInsights Group,
and Emily Morgan and Natalia
Tomasio have joined as customer
service representative.The firm also
named Alan Distassio market
research manager. Meredith Klein-
Hertzel has been promoted to proj-
ect manager.

London-based Insight Research Group
has named David Burke regional
business director for mainland
Europe.

Arbitron Inc., New York, has appoint-
ed Linda Dupree executive vice
president, Portable People Meter,
new product development.

New York research firm Dynamic
Logic has named Jean Robinson
president.

Norwalk, Conn.-based research firm
Ipsos ASI announced the reorganiza-
tion of the company into two
regional divisions - Ipsos ASI North
America West and Ipsos ASI North
America East. Katie Koval has been
promoted to senior vice president of
the U.S. western region for the copy
testing business. Fred Marshall has
been promoted to senior vice presi-
dent of the U.S. eastern region for

Names of Note
continued from page 10
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the copy testing business. Mike
Weisberger has been appointed
senior vice president of the U.S.
eastern region for the tracking and
equity business. Steve Wynn has
been promoted to senior vice presi-
dent in the Cincinnati office.

Bill Etter, senior research executive
at Research International, Chicago, has
received the David K. Hardin Award
for “Loyalty Leverage,” the best
paper published in Marketing
Research in 2005.The editorial
review board of the American
Marketing Association’s Marketing
Research magazine selects a winner
each year based on innovativeness of
the research, its usefulness and appli-
cability for other researchers and the
potential societal or economic bene-
fits or implications of the research.
The paper addressed the difference
between turning a neutral customer
into a loyal customer versus resolv-
ing problems of an at-risk customer.
Separately, Research International
added Kale Lepak and Nyssa

Packard as part of its graduate
development program.

Parsippany, N.J.-based Ipsos Loyalty
has named Curt Carlson senior
vice president of Ipsos Loyalty in the
U.S.

Rockhopper Research,Whippany, N.J.,
has appointed Karl Buchholz
director of data analytics.

London-based Research Now has
named Marc Smaluhn managing
director for central Europe. He is
based in Frankfurt and will set up a
second office for Research Now in
Germany.

Los Angeles research firm OTX has
named David Shanker chief oper-
ating officer and promoted Bruce
Friend to president of media and
entertainment insights.

Cincinnati-based marketing firm
dunnhumbyUSA has named Jacob
King associate director of custom
insights.

MAXimum Research Inc., Cherry

Hill, N.J., has promoted Chris
Monaco to account executive.

Portland, Ore., research firm Doxus
has named Edward B. (Beau)
Martin senior marketing scientist.

Frances Nuzzi has joined Target
Research Group Inc., Nanuet, N.Y., as
senior vice president.

M/A/R/C Research, Irving,Texas has

Lepak Packard
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named Laurie Harrington
research director.

LaTonya McCummings has
joined the staff of AllPoints Research
Inc.,Winston Salem, N.C., as mar-
keting research analyst.

San Mateo, Calif., research firm
WWMR Inc., has named Sharon
Grehan managing consultant, con-
sulting services.

Polaris Marketing Research,Atlanta, has
added George Van Eron as an oper-
ations process and quality manager
and named Debra S. Semans senior
vice president. In addition, Michelle
Auda and Latasha T. Poindexter
have joined the firm as marketing
research project managers.

Bellomy Research Inc.,Winston-Salem,
N.C., has named Courtney Dooley
senior research manager.

Redlands, Calif.-based ESRI has
named Guenther Pichler business
development manager for the
Europe, Middle East and Africa
group.

Two members of On-Line
Communications, a Bartlesville, Okla.,
research firm, were honored at the
Marketing Research Association’s
(MRA) 2006 Annual Conference
and Research Industry Forum.
Nancy Hayslett, the firm’s director
of market research sales, was the
recipient of the MRA’s
Distinguished Service Award.The
award recognizes the extensive and
distinguished service of an individual
to both MRA and the opinion and
marketing research profession.The
MRA cited Hayslett’s 25 years of

service as a volunteer, founding
member of the MRA’s Southwest
Chapter and national president
1989-1990. Bobbie Kirkland,
director of Internet operations, was
the recipient of the MRA’s
Southwest Chapter’s Chapter Service
Award.The award acknowledged her
accomplishments as a chapter volun-
teer for the last 10 years, serving as
chapter president, membership chair
and newsletter editor.

New York research firm Medefield has
named Jim Anderson executive
director, client development.

Simon Kooyman has been named
CEO of Knowledge Networks, Menlo
Park, Calif. Murlidhar Rao has
joined the firm’s Needham, Mass.,
office as vice president, client servic-
es. Arabella Greystoke has joined
the New York City office as vice
president, business development.
Tom Greco has been promoted to
vice president, managing director of
the Chicago office and the KN/PDI
office in Cincinnati. Norman Nie
has accepted the position of non-
executive chairman of the
Knowledge Networks board of
directors. He succeeds Fredric W.
Harman, general partner of Oak
Investment Partners, who remains a
member of the Knowledge
Networks board.

Eleanor Yates, director of the
Philadelphia operation of
Birmingham, Mich.-based Consumer
Pulse, has also been appointed to the
corporate staff as an operations man-
ager. Kimberly Hofmeister, direc-
tor of the firm’s Baltimore operation,
has been appointed to the corporate
staff as an operations manager.

The Meadowlands Consumer Center,
Secaucus, N.J., has named Kevin
Rente research consultant.

Barbara Katz has been named pres-
ident of HealthFocus International, a
St. Petersburg, Fla., research compa-
ny.

New York research firm Advanced

Focus has promoted Bruce Bond to
recruitment supervisor and named
Elise Dunn executive vice presi-
dent, human resources and opera-
tions.

Cincinnati research firm Burke, Inc.
has added several new employees,
naming Olesya Govorun analyst,
Van Do research associate, Cheryl
Levy associate qualitative specialist,
Lindsay Hossbach associate project
manager, Susan Simpson and
Thomas Mills vice president in
client services, Irene Fedyushina
senior account executive in client
services, Rachel Agin account man-
ager, and Kim Lyons project man-
agement assistant.
Separately, Joe Ottaviani, senior
vice president and general manager
at Burke, Inc., has been recognized
for excellence in service by the
Marketing Research Association.
Each year, MRA recognizes one
member who has brought excellence
in service to the association during
the past year and who has worked
on national workgroups, committees
and task forces.

G & S Research, Carmel, Ind., has
named Laura Aspling project man-
ager, Karin Gray analytics manager,
Debbie Rolfsen accounting, and
Kellie Woods lead data technician.
Mark Walker has joined G & S
Research as a vice president to lead
the development of the firm’s new G
& S Discovery division focusing on
the life science research supply mar-
ketplace.

Vince Barabba, chairman and co-
founder of Market Insight Corporation,
Palo Alto, Calif., has been named to
the Market Research Council Hall
of Fame.The Market Research
Council Hall of Fame was estab-
lished in 1977 to recognize out-
standing members of the market
research profession. Barabba was
inducted for his contributions in the
field of market research and his lead-
ership in major public and private
enterprises that has led to signifi-
cant societal and business contribu-
tions.

Semans Dooley
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This directory references those firms that identified themselves as

specializing in customer satisfaction services in the 2006-2007

Researcher SourceBook. These firms may also be found on our Web site

(www.quirks.com) by either searching the online Customer Satisfaction

Directory or the Researcher SourceBook.
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A.I.M. Field Service
1428 E. Semoran Blvd., Suite 101
Apopka, FL 32703
Ph. 407-886-5365 or 888-345-3465
info@patsaim.com
www.patsaim.com

Acorn Marketing and Research Consultants
Unit 906-909, 9/F Island Place Tower
510 King’s Road
North Point, Hong Kong 
Ph. 852-2881-5250
hongkong@acornasia.com
www.acornasia.com
Kim Lean Cheah, Group Director

Advantage Research, Inc.
W202 N10246 Lannon Rd.
Germantown, WI 53022
Ph. 262-502-7000 or 877-477-7001
ssegrin@advantageresearchinc.com
www.advantageresearchinc.com

AIRvan Consulting, LLC
5877 Crestview Ave.
Indianapolis, IN 46220
Ph. 317-466-9832
research@airvanconsulting.com
www.airvanconsulting.com
Alice Irvan, President

Alexandria’s Marketing Co.
P.O. Box 1281
South Bend, IN 46624-1281
Ph. 574-243-1907
tony@alexandriasmarketing.com
www.alexandriasmarketing.com

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
Stephen S. Birnkrant, CEO

Anderson, Niebuhr & Associates, Inc.
Northpark Corp. Center
6 Pine Tree Dr., Suite 200
Arden Hills, MN 55112
Ph. 651-486-8712 or 800-678-5577
info@ana-inc.com
www.ana-inc.com
Marsha Niebuhr

Full-service, custom-design research firm with
30+ years of experience conducting customer
satisfaction, health care, business-to-business,
industrial, association/non-profit, market
research and more. Achieves 90% response
rates to surveys. Conducts telephone (CATI),
mail, Web/e-mail, focus groups, in-depth inter-
views. Provides public and on-site research
training workshops internationally.
Capabilities/specialties: study design; sam-
pling; high-quality questionnaire construction;
data collection; complete data processing;
and usable, actionable reporting of results.
(See advertisement on this page)

Answers Research, Inc.
380 Stevens Ave., Suite 214
P.O. Box 1050
Solana Beach, CA 92075
Ph. 858-792-4660
aboutus@answersresearch.com
www.answersresearch.com
Al Fitzgerald, President

Apogee Analytics LLC
P.O. Box 467
Metuchen, NJ 08840
Ph. 732-548-1174
tcgleason@apogeeanalytics.com
www.apogeeanalytics.com
Terry Gleason, Principal

Apperson Digital Technology Services
6855 E. Gage Ave
Los Angeles, CA 90040
Ph. 800-633-8782 ext. 240
jadamson@appersonprint.com
www.appersondts.com

Applied Decision Analysis (ADA)
(Part of Duff and Phelps, LLC)
2000 University Ave., Suite 600
East Palo Alto, CA 94303
Ph. 650-798-5500
lynne.weber@duffandphelps.com
www.duffandphelps.com
Ingrid Falk
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Applied Marketing Science, Inc.
303 Wyman St.
Waltham, MA 02451
Ph. 781-250-6300
inquiry@ams-inc.com
www.ams-inc.com
Gerald M. Katz, Exec. Vice President

ARC Research
13 St. Albans Circle
Newton Square, PA 19073
Ph. 610-356-4148
info@arcresearch.com
www.arcresearch.com

ath Power Consulting Corporation
100 Burtt Rd., Suite 200
Andover, MA 01810
Ph. 978-474-6464 ext. 101
lsaladini@athpower.com
www.athpower.com

Attitude Measurement Corporation
75 James Way
Southampton, PA 18966
Ph. 215-364-1440
contact@amcglobal.com
www.amcglobal.com
Raymond P. Roshkoff, President

AutoData Systems
6111 Blue Circle Dr.
Minneapolis, MN 55343
Ph. 952-938-4710 or 800-662-2192
sales@autodata.com
www.autodata.com
Joanne Norris, Sales Manager

Bare Associates International, Inc.
3251 Old Lee Hwy., Suite 203
Fairfax, VA 22030
Ph. 800-296-6699 ext. 3131 or 703-995-
3131
mbare@baiservices.com
www.baiservices.com
Michael Bare, President

Frances Bauman Associates
23 Girard St.
Marlboro, NJ 07746
Ph. 732-536-9712
fbauman23@aol.com
Fran Bauman, Owner

Bay Area Research
9936 Liberty Rd.
Randallstown, MD 21133
Ph. 410-922-6600
bbridge@mdmarketingsource.com
www.bayareamarketingresearch.com
Barbara Bridge, President

Bellomy Research, Inc.
2150 Country Club Rd., Suite 300
Winston-Salem, NC 27104
Ph. 800-443-7344
slayne@bellomyresearch.com
www.bellomyresearch.com
Scott Layne, President

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

beSatisfied
6365 N.W. 6th Way, Suite 300
Ft. Lauderdale, FL 33309
Ph. 954-660-6800
eric@besatisfied.com
www.besatisfied.com
Eric Lipson, Chief Mktg. Officer

BestMark
5605 Green Circle Dr., Suite 200
Minnetonka, MN 55343-9602
Ph. 800-51-GUEST (514-8378)
info@bestmark.com
www.bestmark.com
Ann Jennings, President/CEO

The Blackstone Group
360 N. Michigan Ave., Suite 1500
Chicago, IL 60601
Ph. 312-419-0400 or 800-666-9847
info@bgglobal.com
www.bgglobal.com

We provide our clients with customized
strategic marketing research insight quickly
and efficiently though quality in-house execu-
tion and advanced analytical capabilities.
Since 1987, we have been serving Fortune
500 companies and leading organizations suc-
cessfully in the health care, energy, financial
services/insurance, telecommunications/wire-
less, information technology, food
products/packaged goods, retailing, and trans-
portation industries, in both consumer and
business-to-business markets.
(See advertisement on this page)

BMA Mystery Shopping
P.O. Box 139
Spring City, PA 19475
Ph. 800-355-5040
peter@mystery-shopping.com
www.mystery-shopping.com
Peter Thorwarth, President

Booth Research Services, Inc.
1120 Hope Rd., Suite 200
Atlanta, GA 30350
Ph. 770-992-2200 or 800-727-2577
brs@boothresearch.com
www.boothresearch.com
Peter Booth, President

Bosma Research International Inc.
1420 Fifth Ave., 22nd Floor
Seattle, WA 98101
Ph. 206-224-3509
moreinfo@bosma-research.com
www.bosma-research.com

Bourget Research Group
P.O. Box 271821
West Hartford, CT 06127
Ph. 860-561-1300
info@bourgetresearch.com
www.bourgetresearch.com
A. Charles Bourget, President

Brand Keys, Inc.
9 W. 29th St., 5th Floor
New York, NY 10001-4510
Ph. 212-532-6028
keys@brandkeys.com
www.brandkeys.com

BRC Field & Focus Services
45 E. Monterey, Suite 100
P.O. Box 13178
Phoenix, AZ 85002-3178
Ph. 602-258-4554 or 800-279-1212
info@brc-field.com
www.brc-field.com
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BRX Global Research Services
110 Marina Dr.
Rochester, NY 14626
Ph. 585-453-8388
jgutenberg@catdir.com
www.brxresearch.com
Jeff Guttenberg, Ph.D.

Burke, Incorporated
805 Central Ave.
Cincinnati, OH 45202
Ph. 800-688-2674
info@burke.com
www.burke.com
Joe Ottaviani, Sr. VP Sales & Client Services

Founded in 1931, Burke combines research
and consulting competencies across practice
areas to offer a broad range of decision sup-
port services for marketing, operations, quali-
ty and human resources. We acquire, inte-
grate, analyze and apply knowledge across the
entire business enterprise. Services include
custom marketing research, customer loyalty
and relationship programs, employee engage-
ment and retention programs, linkage and
integration services, online research and
reporting, qualitative research, international
research and training programs in marketing
research.
(See advertisement on p. 45)

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
Angela Roberts, Vice President-Admin
Services

Campbell Rinker
25600 Rye Canyon Rd., Suite 202
Valencia, CA 91355
Ph. 888-722-6723 or 661-775-5925
info@campbellrinker.com
www.campbellrinker.com

Campos Research & Analysis
6921 E. Nichols Pl.
Centennial, CO 80112-3131
Ph. 303-267-0453
campos@cr-a.com
www.cr-a.com
Rusty Campos, President

CfMC-Mountain Region
Service Bureau
1888 Sherman St., Suite 425
Denver, CO 80203
Ph. 303-850-1811
denver@cfmc.com
www.cfmc.com/denver

Chadwick Martin Bailey, Inc.
179 South St.
Boston, MA 02111
Ph. 617-350-8922
jmendelsohn@cmbinfo.com
www.ChadwickMartinBailey.com

Chamberlain Research Consultants, Inc.
710 John Nolen Dr.
Madison, WI 53713-1422
Ph. 800-246-9779
quirks@chamberlainresearch.com
www.chamberlainresearch.com

Client Insight, LLC
55 Thomson Place
Boston, MA 02210
Ph. 617-856-1400
info@clientinsightllc.com
www.clientinsightllc.com
Peggy Wyllie, Sr. Vice President

CMS Research
3230 Central Park W., Suite 114
Toledo, OH 43617
Ph. 419-843-8570
jcummins@cmsresearch.com
www.cmsresearch.com
Jim Cummins

CMS Research specializes in IVR and
Internet data collection. Over 10 years in the
IVR business working with full-service market
research suppliers and end users. CMS pro-
vides both inbound and outbound capabilities
for toll-free (US and International) surveys
as well as outbound messaging, reminders,

pre-alerts and screenings. Provide fast, con-
venient, inexpensive data collection and data
file delivery.Team with CMS, the home of
IVR, to meet your client’s IVR and/or
Internet needs.
(See advertisement on p. 28)

Common Knowledge Research Services
16200 Dallas Pkwy., Suite 140
Dallas,TX 75248-6897
Ph. 800-710-9147 or 972-732-7323
getinfo@commonknowledge.com
www.commonknowledge.com
Steve Lavine, President

Flexible online reporting provides actionable
analysis and recommendations. In-house
Internet or IVR (voice or live) customer expe-
rience measurement and product evaluation
programs develop conclusive, predictive
insight into customers’ thoughts to help you
keep them for life. Perfect for multi-unit
retailers, restaurateurs, and other service
industries. Contact us and see why we’re the
gold standard!
(See advertisement on p. 67)

ComSim, Inc.
1838 Black Rock Turnpike, Suite 215
Fairfield, CT 06825
Ph. 203-336-3360
comsim@comsim.com
www.comsim.com
Janet Litterer, Director of Marketing

CONSULTEC
1866 Fernandez Juncos Ave.
San Juan, PR 00909-3008
Ph. 787-727-4400
info@consultecpr.com
www.consultecpr.com
Jose R. Rivera, President

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

ConsumerQuest
12100 Wilshire Blvd., Suite 1135
Los Angeles, CA 90025
Ph. 310-207-6605
survey@consumerquest.com
www.consumerquest.com
Cory Schwartz, President

Convergys Customer Intelligence Services
201 East Fourth Street
Cincinnati, OH 45202
Ph. 800-344-3000
marketing@convergys.com
www.convergys.com/research.html
Ann Georgesen, Consultant

Cooper Roberts Research, Inc.
575 Market St., Suite 2100
San Francisco, CA 94105
Ph. 415-442-5890
info@cooper-roberts.com
www.cooper-roberts.com
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Copernicus Marketing Consulting & Rsch.
95 Sawyer Rd., Suite 130
Waltham, MA 02453
Ph. 781-392-2500
abowen@copernicusmarketing.com
www.copernicusmarketing.com

Critical Insights, Inc.
120 Exchange St.
Portland, ME 04101
Ph. 207-772-4011
insights@criticalinsights.com
www.criticalinsights.com
MaryEllen FitzGerald

Cross Financial Group
6940 “O” St., Suite 310
Lincoln, NE 68510
Ph. 800-566-3491
solutions@crossfinancial.com
www.crossfinancial.com

Customer Foresight Group, Limited
725 King Street W., Suite 511
Toronto, ON M5V 2W9
Canada
Ph. 416-651-0143 or 877-350-0143
enrico@customerforesight.com
www.customerforesight.com
Enrico Codogno, President

Customer Research International
135 S. Guadalupe
San Marcos,TX 78666
Ph. 512-757-8100 or 512-757-8102
michelle@cri-research.com
www.cri-research.com
Michelle Vrudhula, VP Operations

Customer Service Profiles
12020 Shamrock Plaza, Suite 310
Omaha, NE 68154
Ph. 800-841-7954 ext. 101
jberigan@csprofiles.com
www.csprofiles.com
John Berigan, Executive Vice President

CustomerSat, Inc.
500 Ellis St.
Mountain View, CA 94043
Ph. 650-237-3300
expert@customersat.com
www.customersat.com/index2.htm
John Chisholm, President

D H Research
1121 Westrac Dr., Suite 202
Fargo, ND 58103
Ph. 701-235-2303
results@dhresearch.com
www.dhresearch.com

The Dallas Marketing Group, Inc.
12720 Hillcrest Rd., Suite 880
Dallas,TX 75230
Ph. 972-991-3600
b.silverman@dallasmarketinggroup.com
www.dallasmarketinggroup.com
Bill Silverman, President

Data Analytics Corp.
44 Hamilton Lane
Plainsboro, NJ 08536
Ph. 609-936-8999
dataanalytics@earthlink.net
www.dataanalyticscorp.com
Walter R. Paczkowski, Ph.D, President

Data Based Insights, Inc.
One Oxford Valley, Suite 615
Langhorne, PA 19047
Ph. 215-702-8301
smarchant@dbiresearch.com
www.dbiresearch.com
Steve Marchant, President

Data Recognition Corporation
13490 Bass Lake Rd.
Maple Grove, MN 55311
Ph. 763-268-2000 or 800-826-2368
info@datarecognitioncorp.com
www.datarecognitioncorp.com

Data Recognition Corporation is a nationally
recognized survey research and information
management firm focused on helping organi-
zations strengthen their partnership with cus-
tomers and employees. DRC offers full-service
research, technology and process consulting
for large-scale customer satisfaction, employ-
ee opinion and 360-degree assessment survey
programs while providing cutting-edge
Internet and traditional data capture and
reporting solutions.
(See advertisement on Back Cover)

Davidson-Peterson Associates
A Division of Digital Research, Inc.
201 Lafayette Center
Kennebunk, ME 04043-1853
Ph. 207-985-1790
karen.peterson@digitalresearch.com
www.dpaonline.com
Karen Peterson, Managing Director

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

Decision Analyst is a full-service, ad hoc cus-
tom marketing research firm. We have expert-
ise in customer and employee satisfaction
research. We are uniquely qualified to devel-
op, manage, administer, analyze, and report
information for your satisfaction program.
Our experience in customer satisfaction
includes motivational research, tracking
research, transaction monitoring, exception
systems, customer value analysis and employ-
ee perception research.
(See advertisement on p. 53)

Decision Diagnostics, Inc.
320 Lake St.
Evanston, IL 60201-4618
Ph. 847-492-1583
aswhitedd@att.net
Alvah S. White, President

Diagnostics Plus, Inc.
1333 S. Allen St.
State College, PA 16801
Ph. 814-238-7936 or 814-234-2344
jimf@diagnosticsplus.com
www.diagnosticsplus.com
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The Dieringer Research Group, Inc.
3064 N. 78th St.
Milwaukee, WI 53222-5025
Ph. 414-449-4545 or 800-489-4540
sales@thedrg.com
www.thedrg.com/quirks
Bob Fichtner, V.P. Dir. Bus. Dev.

The DRG designs satisfaction and loyalty
research to meet your program goals, versus
fitting your program into our benchmarking
system. With 30+ years experience, we con-
duct research in the health care, insurance,
technology, industrial, utility, association and
service industries. Move your data beyond
frequencies and trending with LoyaltyOppSM, a
proprietary simulator customized to your
organization. Visit www.thedrg.com/quirks/cs
for the full story.
(See advertisement on page 111)

Digital Research, Inc.
201 Lafayette Center
Kennebunk, ME 04043-1853
Ph. 207-985-7660
bob.domine@digitalresearch.com
www.digitalresearch.com

Directions Research, Inc.
401 E. Court St., Suite 200
Cincinnati, OH 45202
Ph. 513-651-2990
info@directionsresearch.com
www.directionsresearch.com
Randolph N. Brooks, President

Douglass Results
99 Mountain Spring Ave.
San Francisco, CA 94114
Ph. 415-377-3664
lisa@douglassresults.com
www.douglassresults.com

DSS Research
6750 Locke Ave.
Fort Worth,TX 76116-4157
Ph. 800-989-5150 or 817-665-7000
jdavidson@dssresearch.com
www.dssresearch.com
Jordan Davidson, Marketing Coordinator

Dynamic Advantage, Inc.
356 E. Olive Ave. #118
Burbank, CA 91502
Ph. 866-870-1251
info@dynamic-advantage.com
www.dynamic-advantage.com
Stefan Doomanis, Vice President

We’re experts at helping your business thrive
— our family helped create mystery shopping
60 years ago. Want to learn more about your

own customer service? Need to confirm com-
pliance practices? Want Internet access to test
results? We offer that and more. Whatever
your business or location, large or small, we
can help you succeed. Our personal focus is
your success. Call us and ask for Stefan.
(See advertisement on p. 110)

Eidex Group, LLC
427 Rhodes House Dr.
Suwanee, GA 30024
Ph. 770-614-6334
jeidex@eidexgroup.com
www.eidexgroup.com
Jeanne Eidex

Energy Market Solutions
1939 Parker Court, Suite E
Stone Mountain, GA 30087
Ph. 770-455-6994
rwight@energymarketsolutions.com
www.energymarketsolutions.com
Dick Wight, President

Flake-Wilkerson Market Insights, LLC
333 Executive Court, Suite 100
Little Rock, AR 72205
Ph. 501-221-3303 or 800-327-8831
brent.beazley@fw-mi.com
www.fw-mi.com

Mara Friedman Strategic Rsch. & Planning
2127 Parnell Ave.
Los Angeles, CA 90025-6317
Ph. 310-470-8815
mara@mararesearch.com
www.mararesearch.com
Mara Friedman, Principal
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Geo Strategy Partners
1010 Huntcliff, Suite 1350
Atlanta, GA 30350
Ph. 770-642-4959
inquiries@geostrategypartners.com
www.geostrategypartners.com

GfK Custom Research Inc.
8401 Golden Valley Rd.
P.O. Box 27900
Minneapolis, MN 55427-0900
Ph. 763-542-0800
info@gfkcustomresearch.com
www.gfkcustomresearch.com

Global Research Initiatives
P.O. Box 4445
Topeka, KS 66604-0445
Ph. 785-554-4498
tkaufman@cox.net

Godbe Research
60 Stone Pine Rd.
Half Moon Bay, CA 94019
Ph. 650-712-3137
cwhester@godberesearch.com
www.godberesearch.com

Greenfield Consulting Group
A Millward Brown Company
274 Riverside Ave.
Westport, CT 06880-4807
Ph. 203-221-0411
information@greenfieldgroup.com
www.greenfieldgroup.com

Harris Interactive®

Corporate Headquarters
135 Corporate Woods
Rochester, NY 14623
Ph. 877-919-4765 or 585-214-7412
aabell@harrisinteractive.com
www.harrisinteractive.com
Contact: Info desk 

HealthFit Research Board, L.L.C.
675 Monroe St.
Santa Clara, CA 95050
Ph. 408-220-5798
dparrot@hfrb.org
www.hfrb.org
Donald Parrot

The HSM Group, Ltd.
8777 E. Via de Ventura, Suite 188
Scottsdale, AZ 85258
Ph. 480-947-8078
bronkesh@hsmgroup.com
www.hsmgroup.com
Sheryl Bronkesh

I.S.I.S.-Integrated Strategic Info Services Inc.
2160 Ward Way
Woodside, CA 94062
Ph. 650-298-8555
isis@isisglobal.com
www.isisglobal.com
Marc C. Limacher, Managing Director

I/H/R Research Group
4440 S. Maryland Pkwy., Suite 203
Las Vegas, NV 89119
Ph. 702-734-0757 or 800-254-0076
lynn.stalone@ihr-research.com
www.ihr-research.com
Lynn Stalone, Partner

Looking for a great data collection source for
your customer satisfaction research? Then
I/H/R Research Group has the technology and
experience you’re looking for! 140 stations
with Ci3 CATI, WINCati and ACS Query. Fast
turnaround, highest quality data collection,
competitive prices. Silent monitoring, state-
of-the-art computer systems and CATIHelp
management system.
(See advertisement on p. 112)

ICC Decision Services
45 W. 21st St., 5th Fl.
New York, NY 10021
Ph. 800-444-1717
info@iccds.com
www.iccds.com
David Rich

ICR
53 W. Baltimore Pike
Media, PA 19063-5698
Ph. 484-840-4300
info@icrsurvey.com
www.icrsurvey.com
Gil Barrish, President/CEO

IMR Research Group, Inc.
2108 South Blvd., Suite 201
Charlotte, NC 28203
Ph. 704-374-1333
info@imrgroupinc.com
www.imrgroupinc.com
Riley Kirby, President

Informa Research Services, Inc.
26565 Agoura Rd., Suite 300
Calabasas, CA 91302
Ph. 800-848-0218
inquiries@informars.com
www.informars.com
Brian Richards, Sr. V.P. Bus. Dev.

Informa Research Services is the premier mar-
keting research firm, providing both full and
field/tab services.We are the leading provider of
market research in the financial, telecommunica-
tions, B2B, industrial, high technology, and con-
sumer goods markets.We have more than 25
years of experience in designing mystery shop
programs to address employee sales/service,
compliance and fair-treatment issues, customer
satisfaction, closed account/customer retention,
and competitive performance.We also provide
data collection and tabulation services, maintain
fully-equipped focus group facilities and taste-
test kitchens, and offer multi-city project man-
agement. Our offices are located in Seattle, New
York, Los Angeles, and Atlanta.
(See advertisement on p. 113)

Infosurv, Inc.
2115 Monroe Dr., Suite 100
Atlanta, GA 30324
Ph. 888-262-3186 Ext. 21 or 404-745-9255
rick.dunham@infosurv.com
www.infosurv.com
Rick Dunham, Dir. of Business Development

Infosurv, Inc. was founded in 1998, and has
since established itself as a recognized leader
in the fields of online employee, customer, and
market research surveys. Infosurv clients
include a long list of Fortune 500 corpora-
tions and major government agencies. With
Ph.D.-level researchers, experienced project
managers, and a highly trained technical and
analytical staff, Infosurv is ready to cater to
clients’ every need.
(See advertisement on this page)
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Inquisite Inc.
3001 Bee Caves Rd., Suite 300
Austin,TX 78746
Ph. 512-225-6800 or 800-581-7354 (sales)
info@inquisite.com
www.inquisite.com?rp+quirks

Insight Casino Research, LLC
(formerly Fine Insight)
60 Wilder’s Pass
Canton, CT 06019
Ph. 860-693-0578
finej@insightcasinoresearch.com
www.insightcasinoresearch.com

The Insight Works, Inc.
1123 Broadway
Suite 1007,The Townsend Bldg.
New York, NY 10010
Ph. 212-929-9072 or 212-929-5115
mark@theinsightworks.net
www.theinsightworks.net
Mark Cooper, Managing Director

InsightExpress, LLC
1351 Washington Blvd.
Stamford, CT 06902
Ph. 877-329-1552 or 203-359-4174
sales@insightexpress.com
www.insightexpress.com
Fern Schaprio

IntelliShop
801 W. South Boundary, Suite D
Perrysburg, OH 43551
Ph. 877-894-6349 or 419-872-5103
info@intelli-shop.com
www.intelli-shop.com
Ron Welty, CEO

Interviewing Service of America, Inc.
15400 Sherman Way, 4th Floor
Van Nuys, CA 91406-4211
Ph. 818-989-1044
halberstam@isacorp.com
www.isacorp.com
Michael Halberstam, President

Interviewing Service of America (ISA) offers
full customer satisfaction data collection and
processing services. Large, robust inbound and
outbound IVR (thousands of surveys per day).
650 telephones strategically located in Los
Angeles, Calgary, Halifax, India and Argentina
offering consumer, B2B, and 24-hour interna-
tional calling. Web Survent, WebCATI, Sound
Survent, Quantum, Ascribe. Capabilities in 67
languages. Opinion One software. Specialists in
Asian and Hispanic populations.
(See advertisement on p. 38)

Ipsos North America
Headquarters
1700 Broadway, 15th Floor
New York, NY 10019
Ph. 212-265-3200
info@ipsos-na.com
www.ipsos-na.com

Irwin Broh & Associates
1011 E.Touhy Ave., Suite 450
Des Plaines, IL 60018
Ph. 847-297-7515
info@irwinbroh.com
www.irwinbroh.com
David Waitz, President

Full-service research company established in
1971. Our comprehensive services include
consumer and business-to-business custom

research surveys and focus groups, and use
the most appropriate means of data collec-
tion such as: mail, telephone, Internet, mall,
in-store, IVR, e-mail or fax surveys. We also
publish syndicated research studies.
(See advertisement on this page)

Issues and Answers Network, Inc.
Global Marketing Research
5151 Bonney Rd., Suite 100
Virginia Beach, VA 23462
Ph. 757-456-1100 or 800-23-ISSUE
peterm@issans.com
www.issans.com
Peter McGuinness, President
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IVRsurveys.com
PO Box 953
Rowlett,TX 75030-0953
Ph. 888-359-9054 or 972-841-2324
markm@ivrsurveys.com
www.ivrsurveys.com
Mark Mulch, President

J.D. Power and Associates
2625 Townsgate Rd.
Westlake Village, CA 91361
Ph. 805-418-8000 or 800-274-5372
daniel.shapiro@jdpa.com
www.jdpower.com

Jackson Associates, Inc.
GroupNet Atlanta
1140 Hammond Dr., Bldg. H
Atlanta, GA 30328
Ph. 770-394-8700
mpope@jacksonassociates.com
www.jacksonassociates.com

The Jackson Organization
7710 Montpelier Rd.
Laurel, MD 20723
Ph. 301-575-9300
info@jacksonorganization.com
www.jacksonorganization.com
Christine Gilbert

JRA: Consumer & Product Research
J. Reckner Associates, Inc.
587 Bethlehem Pike, Suite 800
Montgomeryville, PA 18936-9742
Ph. 215-822-6220
ci03@reckner.com
www.reckner.com
Nancy Kolkebeck, Exec. Vice President

Just The Facts, Inc.
P.O. Box 365
Mt. Prospect, IL 60056
Ph. 847-506-0033
slb@jtfacts.com
www.justthefacts.com
Bruce Tincknell, President

Kadence (UK) Ltd
6th Floor, Carlton House
Carlton Drive
London SW1S ZBS
United Kingdom
Ph. 44-20-8246-5400
severard@kadence.com
www.kadence.com
Simon Everard, CEO

Kadence Business Research
One Clark’s Hill, 3rd Floor
Framingham, MA 01702
Ph. 508-620-1222
ojenkins@us.kadence.com
www.kadence.com
Owen Jenkins, CEO

The Key Group
57 W.Timonium Rd., Suite 307
Timonium, MD 21093
Ph. 800-816-5391
ksugarman@keygroupresearch.com
www.keygroupresearch.com

Kinesis
100 W. Harrison
South Tower, Suite 320
Seattle, WA 98119
Ph. 206-285-2900
info@kinesis-cem.com
www.kinesis-cem.com

Kubba Consultants, Inc.
801 Glendale Rd.
Glenview, IL 60025
Ph. 847-729-0051
EdKubba@aol.com
www.kubbainc.com
Ed Kubba, President

Leger Marketing
507 Place D’Armes, Suite 700
Montreal, PQ H2Y 2W8
Canada
Ph. 514-982-2464
info@legermarketing.com
www.legermarketing.com
Jean Marc Leger, President

Leibowitz Marketing Services Inc.
521 Fifth Ave, 17th Fl
New York, NY 10175
Ph. 212-292-4431
wleibowitz@wleibowitzmarketing.com
www.leibowitzmarketing.com

Leone Marketing Research
4250 Alafaya Trl., Suite 212-410
Oviedo, FL 32765
Ph. 407-977-0948
ftrimboli@cfl.rr.com
Felicia Leone Trimboli, President

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

The Loyalty Research Center
931 E. 86th St., Suite 120
Indianapolis, IN 46240
Ph. 317-465-1990
tmrakich@loyaltyresearch.com
www.loyaltyresearch.com
Alan Paison, President/CEO

The Loyalty Research Center (LRC) conducts
loyalty and satisfaction research to assist
organizations in measuring and managing
strategic relationships with customers and
employees. Our research programs help com-
panies reach their business objectives of
attracting new customers, retaining profitable
customers, and enhancing present business.
LRC offers consulting services to deploy and
integrate the most impactful initiatives to
reach these objectives.
(See advertisement on this page)
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LRW (Lieberman Reseach Worldwide)
1900 Avenue of the Stars
Los Angeles, CA 90067
Ph. 310-553-0550
info@lrwonline.com
www.lrwonline.com
Dave Sackman, President

LRW: the “so what?” company
(www.LRWsowhat.com).This deceptively sim-
ple question drives our every move. For each
marketing research project, this question
holds our team of research and business con-
sultants accountable to deliver relevant
results and actionable recommendations.
LRW’s value-add approach employs custom
research to solve real business issues—opti-
mizing your company’s marketing, advertis-
ing, product development, and customer loyal-
ty strategies. LRW conducts research in over
80 countries around the world with offices in
the U.S. and Europe.
(See advertisement on pp. 13, 15, 17)

Luth Research
1365 Fourth Ave.
San Diego, CA 92101
Ph. 619-234-5884
info@luthresearch.com
www.luthresearch.com
Josh Epstein

M/A/R/C® Research
1660 North Westridge Circle
Irving,TX 75038-2424
Ph. 800-884-6272
merrill.dubrow@marcresearch.com
www.marcresearch.com
Merrill Dubrow, President & CEO

M/A/R/C® Research designs and implements
customer loyalty programs to improve opera-
tions, strengthen value positions, drive loyalty,
and increase market share. Since meaningful
improvement stems from understanding the
drivers of loyalty and preference, we utilize
MarketlinkSM -  the next evolution in customer
research - to elicit needs, measure perform-
ance, evaluate perceived value, identify
improvement priorities, and link improvement
efforts to customer loyalty and market share.
(See advertisement on p. 117)

Maritz Research
Corporate Headquarters
1355 N. Highway Dr.
Fenton, MO 63099
Ph. 877-4-MARITZ or 636-827-8865
info@maritz.com
www.maritzresearch.com
Phil Wiseman, V.P. Marketing

Maritz Research helps companies grow
through a deep understanding of their cus-
tomers, distributors, and employees. We
employ sector-specific marketing research
knowledge to provide intelligence you can act
on. Our marketing research designs help you
understand the dynamics of customer choice,

experience and loyalty. Maritz Research spe-
cializes in the automotive, telecom, financial,
hospitality, pharma, retail and technology sec-
tors.
(See advertisement on p. 43)

Market Analytics International, Inc.
215 First Street
Ho-Ho-Kus, NJ 07423
Ph. 201-444-2525
info@marketanalytics.com
www.marketanalytics.com

Market Attitude Research Services Pty
Suite 18, 20-24 Gibbs Street
(P.O. Box 214)
Miranda, Sydney, NSW 2228
Australia
Ph. 61-2-9525-3200
research.mars@ozemail.com.au
www.marketattitude.com.au
David Collins, Managing Director

Market Connections, Inc.
13135 Lee Jackson Memorial Hwy., #380
Fairfax, VA 22033
Ph. 703-378-2025
info@marketconnectionsinc.com
www.marketconnectionsinc.com
Lisa Dezzutti, President

Market Probe International, Inc.
114 E. 32nd St., Suite 1603
New York, NY 10016-5506
Ph. 212-725-7676
alan@marketprobeint.com
www.marketprobeint.com
Alan Appelbaum, President

Global market research firm providing servic-
es throughout the United States and world-
wide. Services available include questionnaire
design, data collection (telephone, mail, mall,
online, focus groups), data entry, tabulations,
analysis, stat tests. Database
development/management. Written reports
with color graphics. We will provide full-serv-
ice or tabs/processing only. Exclusive U.S.
representative of Euronet with offices in 18
countries.
(See advertisement on p. 120)

Market Probe, Inc.
2655 N. Mayfair Rd.
Milwaukee, WI 53226
Ph. 414-778-6000
info@marketprobe.com
www.marketprobe.com

Market Probe, Inc. is a full-service marketing
research consultant for CSM, qualitative and
quantitative research serving a wide variety of
industries. We are experienced in all phases of
data generation, analysis and reporting.
Sophisticated analysis and custom-designed
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reports provide your company with compre-
hensive actionable information for top-level
management or front-line staff. We provide
high-impact analysis and accurate, electronic
reporting. Offices in the United States,
Canada, China, Europe, United Arab
Emirates, Singapore, Australia and India.
(See advertisement on opposite page)

Market Resource Associates, Inc.
15 S. Fifth St., 8th Floor
Minneapolis, MN 55402
Ph. 800-795-3056 or 612-334-3056
john.cashmore@mraonline.com
www.mraonline.com
John Cashmore, CEO

Marketing Leverage, Inc.
180 Glastonbury Blvd.
Glastonbury, CT 06033
Ph. 800-633-1422
lkelly@marketingleverage.com
www.marketingleverage.com
Lynn C. Kelly, President

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
Michael Moskowitz, President

The Marketing Workshop, Inc.
3725 Da Vinci Court
Norcross, GA 30092
Ph. 770-449-6767 or 770-449-6197
jnelems@mwshop.com
www.mwshop.com
Jim Nelems, CEO

Marketrends, Inc.
103 Charles River Landing Rd.
Williamsburg, VA 23185-5001
Ph. 757-229-3065 or 800-296-4447
nfuller@marketrends.com
www.marketrends.com
Nancy Fuller, Owner/President

Meyers Research Center
58 W. 40th St.
New York, NY 10018
Ph. 212-391-0166 or 800-221-5015
jfriedlaender@meyersresearch.com
www.meyersresearch.com

Millward Brown, Inc.
535 E. Diehl Rd.
Naperville, IL 60563-7723
Ph. 630-505-0066
info@us.millwardbrown.com
www.millwardbrown.com

MORPACE International, Inc.
Market Research and Consulting
31700 Middlebelt Rd.
Farmington Hills, MI 48334
Ph. 248-737-5300 or 800-878-7223
information@morpace.com
www.morpace.com
Jack McDonald, President

MORPACE International specializes in the
design and implementation of customer and
employee satisfaction programs for a broad
range of clients. We believe that measuring

satisfaction is important, but improving satis-
faction and the health of your business is our
real goal. With MORPACE Satisfaction
Solutions™ our research experts help our
client partners develop robust, actionable pro-
grams to effect measurable improvements in
customer and employee satisfaction.
(See advertisement on this page)

MRCGroup Research Institute
MRCFocus/MRCPhone
101 Convention Center Dr., Plaza 125
Las Vegas, NV 89109
Ph. 800-820-0166 or 702-360-7700
research@mrcgroup.com
www.mrcgroup.com
Renee Strauss, Director of Client Services
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MRK, Inc.
Mid City Mall
1250 Bardstown Rd.
Louisville, KY 40204
Ph. 502-458-4159
marylea@mrkresearch.com
www.mrkresearch.com
Mary Lea Quick, President

MRSI (Marketing Research Services, Inc.)
720 East Pete Rose Way, Suite 200
Cincinnati, OH 45202
Ph. 513-579-1555 or 800-SAY-MRSI
info@mrsi.com
www.mrsi.com
Randall Thaman, President

MRSI helps consumer and business-to-busi-
ness companies identify and implement strate-
gies to improve customer satisfaction and loy-
alty. Expertise includes customer satisfaction
research, benchmarking and tracking studies,
customer loyalty and retention. We’ll uncover
key satisfaction drivers, and assess your cus-
tomers’ needs and their satisfaction with you
and your competitors utilizing specialized
techniques and extensive data collection
resources. Let MRSI provide you the insight
necessary to gain market share and ensure
long-term growth.
(See advertisement on p. 42)

The MSR Group
1121 N. 102nd Court, Suite 100
Westroads Office Park
Omaha, NE 68114-1947
Ph. 402-392-0755
noha@themsrgroup.com
www.themsrgroup.com
Dick Worick, President

Mystery Shopper Pros
95 Crease Road
Budd Lake, NJ 07828
Ph. 973-347-1572
info@mysteryshopperpros.com
www.mysteryshopperpros.com
Jim Johnson, President

National Analysts, Inc.
1835 Market St., 25th Floor
Philadelphia, PA 19103
Ph. 215-496-6800
info@nationalanalysts.com
www.nationalanalysts.com

National Shopping Service Network, LLC
3910 E. Evans Ave.
Denver, CO 80210-4927
Ph. 303-451-0325
customerservice@mysteryshopper.net
www.mysteryshopper.net
Howard Troxel, President

NetReflector, Inc.
2200 Sixth Ave., Suite 425
Seattle, WA 98121-1845
Ph. 877-823-5337 or 206-315-6480
info@netreflector.com
www.netreflector.com
Muriel Guilbert, Marketing Manager

Northwest Research Group, Inc.
225 N. 9th St., Suite 200
Boise, ID 83702
Ph. 208-364-0171
jrush@nwrg.com
www.nwrg.com

Nufer Marketing Research, Inc.
401 N. Brand Blvd., Suite 640
Glendale, CA 91203
Ph. 818-553-8095
jnufer@nufermr.com
www.nufermr.com
Julia Nufer, Ph.D., President

Opinion Access Corp.
47-10 32nd Place, 3rd. Floor
Long Island City, NY 11101
Ph. 718-729-2622 or 888-489-DATA
info@opinionaccess.com
www.opinionaccess.com

Opinion Dynamics Corp.
1030 Massachusetts Ave
Cambridge, MA 02138-5335
Ph. 617-492-1400 or 800-966-1254
odcmail@opiniondynamics.com
www.opiniondynamics.com

Opinion Research Corporation
Worldwide Headquarters
P.O. Box 183
Princeton, NJ 08540
Ph. 800-444-4672 or 609-452-5400
orcinfo@prn.opinionresearch.com
www.opinionresearch.com

Opinion Search Inc.
160 Elgin Street, Suite 1800
Ottawa, ON K2P 2P7
Canada
Ph. 800-363-4229 or 613-230-9109
jniwa@opinionsearch.com
www.opinionsearch.com
Janette Niwa, VP Client Services

With 300 CATI stations across three
Canadian call centers, professional, college-
educated interviewers and on-site quality con-
trol, we offer superior data collection servic-
es. With extensive consumer and business cus-
tomer satisfaction experience, try the Opinion
Search difference: responsive service, reliable
results.
(See advertisement on p. 7)

Opinion Studies
784 Greystone Place
San Luis Obispo, CA 93401
Ph. 805-549-0367
rletters@opinionstudies.com
www.opinionstudies.com

Opinionmeter International
1670 Alvarado St., Suite 12
San Leandro, CA 94577
Ph. 510-352-4943 or 888-OPMETER
sales@opinionmeter.com
www.opinionmeter.com
Morgan Strickland, President

120 |  Quirk’s Marketing Research Review | October 2006 www.quirks.com

20
06

C
us

to
m

er
 S

at
is

fa
ct

io
n

D
ir

ec
to

ry
   

   
  

mailto:marylea@mrkresearch.com
http://www.mrkresearch.com
mailto:info@mrsi.com
http://www.mrsi.com
mailto:noha@themsrgroup.com
http://www.themsrgroup.com
mailto:info@mysteryshopperpros.com
http://www.mysteryshopperpros.com
mailto:info@nationalanalysts.com
http://www.nationalanalysts.com
mailto:customerservice@mysteryshopper.net
http://www.mysteryshopper.net
mailto:info@netreflector.com
http://www.netreflector.com
mailto:jrush@nwrg.com
http://www.nwrg.com
mailto:jnufer@nufermr.com
http://www.nufermr.com
mailto:info@opinionaccess.com
http://www.opinionaccess.com
mailto:odcmail@opiniondynamics.com
http://www.opiniondynamics.com
mailto:orcinfo@prn.opinionresearch.com
http://www.opinionresearch.com
mailto:jniwa@opinionsearch.com
http://www.opinionsearch.com
mailto:rletters@opinionstudies.com
http://www.opinionstudies.com
mailto:sales@opinionmeter.com
http://www.opinionmeter.com
http://www.quirks.com


Opinions Unlimited - Houston
Group Net Houston
Three Riverway, Suite 250
Houston,TX 77056
Ph. 713-888-0202 or 800-604-4247
ask@opinions-unlimited.com
www.opinions-unlimited.com
Anndel Martin, Ph.D., President

“Top rated” worldwide and #1 in Houston
since 1995. Galleria-area location. Four spa-
cious suites. Large multi-purpose room.
Latest amenities. Meticulous local and
national recruiting. CATI-equipped phone cen-
ter enables us to conduct large or complex
recruiting projects. Field management.
Specialties include medical, Hispanics, B2B
and jury. Visit GroupNet.com for direct links
to the leading network of top rated focus
group facilities.
(See advertisement on this page)

Optimal Edge
4468 Merlin Way
Soquel, CA 95073
Ph. 831-475-8255
lizlevy@optimaledge.com
www.optimaledge.com
Elizabeth Levy, Principal Consultant

ORC Direct
Angel Corner House
1 Islington High St.
London N1 9AH
United Kingdom
Ph. 44-20-7675-1000
direct@orc.co.uk
www.orc.co.uk/direct
Alun Byles, Divisional Manager

Persuadable Research Corporation
Corporate Woods 6
8900 Indian Creek Parkway, Suite 220
Overland Park, KS 66210
Ph. 913-385-1700 ext. 302
cmiller@persuadables.com
www.persuadables.com
Charles Miller, Sr. Vice President Sales

Peryam & Kroll Research Corporation
6323 N. Avondale Ave.
Chicago, IL 60631
Ph. 773-774-3100 or 800-747-5522
info@pk-research.com
www.pk-research.com

Phase 5
109 Murray St., Suite 4
Ottawa, ON K1N 5M5
Canada
Ph. 613-241-7555
info@phase-5.com
www.phase-5.com

PinPoint Research
2000 Powell St., Suite 1500
Emeryville, CA 94608
Ph. 510-655-9383
pinpoint@pinpointresearch.com
www.pinpointresearch.com

Polaris Marketing Research
1455 Lincoln Pkwy., Suite 320
Atlanta, GA 30346
Ph. 888-816-8700 or 404-816-0353
jan.carlson@polarismr.com
www.polarismr.com
Jan Carlson, President

Precision Research Inc.
5681 W. Beverly Lane
Glendale, AZ 85306-1879
Ph. 602-997-9711
jmuller@precisionresearchinc.com
John L. Muller, President/CEO

Prince Market Research
200 31st Ave. N., Suite 200
Nashville,TN 37203
Ph. 615-292-4860 or 800-788-7728
info@PMResearch.com
www.PMResearch.com
Dan Prince, President
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PWI Research
5100 Poplar Ave., Suite 3125
Memphis,TN 38137
Ph. 901-682-2444
ebeech@pwiresearch.com
www.pwiresearch.com
Ellie Beech, President

QSA Research & Strategy
4920 John Ticer Dr.
Alexandria, VA 22304
Ph. 703-567-7655
bquarles@qsaresearch.com
www.qsaresearch.com
Rebecca Quarles, Ph.D., President

Quality Solutions, Inc.
P.O. Box 40147
Cleveland, OH 44140-0147
Ph. 800-471-1646 or 440-933-9946
results@qualitysolutions.com
www.qualitysolutions.com
John Dickey, President

Our process surpasses other methods of meas-
uring customer satisfaction. Our survey meth-
ods and tools permit not only the assessment
of customer satisfaction with you and your
competitors, but also detailed customer value
analysis (CVA). Our CVA models give a com-
plete picture of what drives the purchase and
repurchase intentions of customers, their per-
formance expectations, and identify which
business processes need to be improved and
by how much.
(See advertisement on this page)

QualityWorks Associates
643 Moody St.
Waltham, MA 02453-5111
Ph. 781-398-1678 or 888-606-5034
info@qualityworks.com
www.qualityworks.com
Charles Atkinson, Managing Director

The Quest for Best Mystery Shoppers
P.O. Box 280933
Memphis,TN 38168
Ph. 800-263-5202 or 901-373-7221
info@questforbest.com
www.questforbest.com

QUESTAR
2905 W. Service Rd.
Eagan, MN 55121-2199
Ph. 800-688-0126 or 651-688-0089
info@questarweb.com
www.questarweb.com
Lisa Morse, Vice President

The Question Shop, Inc.
2860 N. Santiago Blvd., Suite 100
Orange, CA 92867
Ph. 714-974-8020 or 800-411-7550
info@thequestionshop.com
www.thequestionshop.com
Ryan Reasor, President

Rabin Research Co.
150 E. Huron, Suite 800
Chicago, IL 60611
Ph. 312-482-8500
melster@rabin-research.com
www.rabinresearch.com
Michelle Elster, Vice President

RDA Group
450 Enterprise Court
Bloomfield Hills, MI 48302
Ph. 248-332-5000
fbykaylo@rdagroup.com
www.rdagroup.com
Frank Bykaylo, Corporate Marketing
Consultant

reed/group
2 Penn Center
1500 JFK Boulevard, Suite 711
Philadelphia, PA 19102
Ph. 215-564-2835
treed@reedgroup-research.com
www.reedgroup-research.com

Research & Polling, Inc.
5140 San Francisco Rd. N.E.
Albuquerque, NM 87109
Ph. 505-821-5454
rpmail@rpinc.com
www.rpinc.com
Brian Sanderoff, President

Research Dimensions Limited
30 Soudan Ave., 6th Floor
Toronto, ON M4S 1V6
Canada
Ph. 416-486-6161 or 800-582-7559
info@researchdimensions.com
www.researchdimensions.com

Research International
222 Merchandise Mart Plaza, Suite 275
Chicago, IL 60654-1003
Ph. 312-787-4060
marketingusa@research-int.com
www.research-int.com

As the agency that talks to more people in
more places than any other, Research
International is best placed to deliver the
information and insight you need for a truly
integrated market strategy. We have decades
of experience in conducting large-scale strate-
gic studies, and we don’t just provide answers:
we pride ourselves on challenging the client to
make sure they’re asking the truly key ques-
tions. We believe that innovation is the key to
making your strategy a success. We are the
only agency to offer a complete innovation
journey, helping you at every step from idea
generation to post-launch monitoring.
(See advertisement on p. 18)
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The Research Spectrum
2243 Market St.
San Francisco, CA 94114-1612
Ph. 415-701-9979 or 800-876-3770
info@researchspectrum.com
www.researchspectrum.com
Richard H. Snyder, CEO

Resolution Research & Marketing, Inc.®

625 E. 16th Ave., Suite 202
Denver, CO 80203
Ph. 800-800-0905
mary@re-search.com
www.ResolutionResearch.com
Mary Wuest, Marketing Director

RestaurantInsights.com
111 Stonemark Lane, Suite 109
Columbia, SC 29210
Ph. 803-798-6373
fred@restaurantinsights.com
www.restaurantinsights.com

RIVA Market Research
Qualitative Research Services
1700 Rockville Pike, Suite 260
Rockville, MD 20852
Ph. 301-770-6456
Research@RIVAinc.com
www.RIVAinc.com
Amber Tedesco, Director of Research

Roadmap Market Research
P.O. Box 2247
Farmington Hills, MI 48333
Ph. 313-203-7179
info@roadmapresearch.com
www.roadmapresearch.com
Pam Cooper, Research Director

P. Robert and Partners S.A.
International Marketing Research
Avenue de Lonay 19
CH-1110 Morges 
Switzerland
Ph. 41-21-802-84-84
pmohn@probert.com
www.probert.com

Rockbridge Associates, Inc.
10130 G Colvin Run Rd.
Great Falls, VA 22066-1839
Ph. 703-757-5213
rockinfo@rockresearch.com
www.rockresearch.com
Charles Colby, President

Roller Marketing Research
P.O. Drawer 2436
Gloucester, VA 23061
Ph. 804-693-3208
rmr@rollerresearch.com
www.rollerresearch.com
Margaret R.
Margaret R. Roller

RTi-DFD
1351 Washington Blvd.
Stamford, CT 06902
Ph. 203-324-2420
drothstein@rti-dfd.com
www.rti-dfd.com
David Rothstein

S I S International Research, Inc.
Worldwide Headquarters
7 East 20th St., 4th Floor
New York, NY 10003
Ph. 212-505-6805
research@sisinternational.com
www.sisinternational.com
Ruth Stanat, President

SIS International Research has a global call
center, located in New York with over 20+
native-language speakers for Europe, Latin
America, North America, Asia and the Middle
East. Our global call center conducts all of
the CATI and Web-based interviews in-house
and with full quality control methods in New
York. Our expertise lies in the research design
of customer satisfaction studies on a global
basis. We offer studies in French, German,
Italian, Spanish, Portuguese, Japanese,
Mandarin, Cantonese, Arabic and other lan-
guages.
(See advertisement on p. 63)

Savitz Research Solutions, Inc.
13747 Montfort Dr., Suite 330
Dallas,TX 75240
Ph. 972-386-4050
jsavitz@savitzresearch.com
www.savitzresearch.com
Jeffry N. Savitz, President
Schulman, Ronca & Bucuvalas, Inc.
275 Seventh Ave., Suite 2700
New York, NY 10001
Ph. 212-779-7700
m.schulman@srbi.com
www.srbi.com

Schwartz Consulting Partners, Inc.
Laurel Oaks
5027 W. Laurel St.
Tampa, FL 33607
Ph. 813-207-0332
rod@schwartzresearch.com
www.scpmarketresearch.com
Rodney Kayton

SCK Consulting
8229 Quetico Dr.
Indianapolis, IN 46268
Ph. 317-872-0784
shannon@sckconsulting.com
www.sckconsulting.com

Second To None, Inc.
3045 Miller Rd.
Ann Arbor, MI 48103
Ph. 734-302-8400
info@second-to-none.com
www.second-to-none.com

Service Industry Research Systems,Inc.(SIRS)
Corporate Offices
224 Grandview Dr.
Fort Mitchell, KY 41017
Ph. 859-781-9700
knowledge@sirsinc.com
www.sirsinc.com

Service Management Group, Inc. (SMG)
210 W. 19th Terrace
Kansas City, MO 64108
Ph. 816-448-4500 or 800-764-0439
contact@whysmg.com
www.servicemanagement.com
Jack Mackey, Vice President

Irwin P. Sharpe & Associates
50 Greenwood Ave.
West Orange, NJ 07052
Ph. 973-731-7800
info@sharpeassociates.com
www.sharpeassociates.com
Peter Sharpe, Vice President

Six 9s Associates, Inc.
34522 N. Scottsdale Rd., Suite D8-169
Scottsdale, AZ 85262
Ph. 480-488-7936
contact@six-9s.com
www.six-9s.com
Noel Lesniak, President

SMS (Satisfaction Management Systems)
Baker Technology Plaza
5959 Baker Rd., Suite 300
Minneapolis, MN 55345-5957
Ph. 952-939-4300
info@satmansys.com
www.satmansys.com

Stone Research Services
Intech Park
6640 Intech Blvd., Suite 100
Indianapolis, IN 46278
Ph. 317-227-3000
clientservices@stoneresearchservices.com
www.stoneresearchservices.com
Toby Stone, President

Strategic Marketing Services
University of Northern Iowa
Curris Business Bldg., Suite 5
Cedar Falls, IA 50614-0120
Ph. 319-273-2886
ronald.padavich@uni.edu
www.sms.uni.edu
Ronald Padivich, Director
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Superior DataWorks, LLC
340 Poplar View Lane E. Suite 1
Collierville,TN 38017
Ph. 901-861-6301
svega@SuperiorDataWorks.com
www.SuperiorDataWorks.com
Sharon Vega, Chief Manager

Survey Sampling International
One Post Rd.
Fairfield, CT 06824
Ph. 203-255-4200
info@surveysampling.com
www.surveysampling.com
Christopher De Angelis, V.P. Sales

SSI offers the most trusted Internet and tele-
phone sampling solutions in the industry
because sampling is our only focus - since
1977. Partners with over 1,500 organizations
worldwide (43 of the top 50 U.S. research
firms), SSI provides a variety of customer file
services specifically designed and priced for
researchers: Data appending and processing,
as well as telephone look-up services.
(See advertisement on pp. 27, 93)

Survey Service, Inc.
1911 Sheridan Dr.
Buffalo, NY 14223
Ph. 800-507-7969 or 716-876-6450
sadelman@surveyservice.com
www.surveyservice.com
Susan R. Adelman, President

For over 45 years, Survey Service, Inc., has
provided research and information services
for clients who expect high standards of
excellence. Our outstanding staff is proficient
in programming, implementing and managing
research methodologies including telephone,
Web/Internet research, direct mail and quali-
tative research including IDI's and focus
groups as well as coordinating multi-site stud-
ies. We provide our clients with support serv-
ices including: programming in CfMC and
Ci3, data entry, coding, full banner tabs, and
statistical analysis. Survey Service is regard-
ed as a source for obtaining reliable, accurate
information.
(See advertisement on opposite page)

SurveyUSA®

1133 Broadway, Suite 706
New York, NY 10010
Ph. 800-786-8000
jleve@surveyusa.com
www.surveyusa.com

TechSociety Research
2342 Shattuck Ave., PMB 362
Berkeley, CA 94704-1517
Ph. 510-548-6174
lawton@techsociety.com
www.techsociety.com

TechWise Research, Inc.
3525 Del Mar Heights Rd., #278
San Diego, CA 92130
Ph. 858-481-1219
infoq@techwise-research.com
www.techwise-research.com
Chip Levinson

TeleSage, Inc.
P.O. Box 750
153 E. Franklin St.
Chapel Hill, NC 27514
Ph. 866-942-8849 or 919-942-8849
info@telesage.com
www.telesage.com

TeleSession Market Research
355 Lexington Ave.
New York, NY 10017
Ph. 212-672-9400
telefocus@telesession.com
www.telesession.com
Peter Lenz, Executive Director

TLG Marketing Research
(formerly The Listener® Group, Inc.)
1163 Gulf Breeze Pkwy.
Gulf Breeze, FL 32561
Ph. 877-616-8363
info@listenergroup.com
www.listenergroup.com
Robert Smith, Chairman/CEO

Tragon
365 Convention Way
Redwood City, CA 94063-1402
Ph. 800-841-1177 or 650-365-1833
info@tragon.com
www.tragon.com

A marketing research and consulting firm,
Tragon has partnered with companies large
and small for over 30 years. From surveys to
focus groups to product testing to advanced
statistical modeling, our offerings leverage a
unique expertise in measuring and under-
standing customer perception. Whether it’s
consumer, youth, business, tech, medical, legal
or financial research,Tragon helps you uncov-
er and seize opportunities.
(See advertisement on this page)
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TRC
1300 Virginia Drive, Suite 200
Fort Washington, PA 19034
Ph. 215-641-2200
admin@response-center.com
www.trchome.com

TrendSource
4891 Pacific Hwy, Suite 200
San Diego, CA 92110
Ph. 619-718-7467 ext. 102
mmason@trendsource.com
www.trendsource.com

A leader and innovator in the industry since
1989,TrendSource® is one of the world’s pre-
mier information gathering and evaluation
firms.TrendSource® offers customer service
evaluations (mystery shops), market research,
compliance audits, reward programs, competi-
tor shops, pricing audits, business verifica-
tions, physical inspections and merchandising.
(See advertisement on p. 60)

Triad Research Group, Inc.
20325 Center Ridge Rd., Suite 450
Cleveland, OH 44116
Ph. 440-895-5353
kseverinski@triad-research.com
www.triad-research.com

Tweed-Weber, Inc.
10 N. 5th St., P.O. Box 112
Reading, PA 19603
Ph. 610-376-6615
mail@tweedweber.com
www.tweedweber.com

USA/DIRECT, Inc.
194 Andover Rd.
Sparta, NJ 07871
Ph. 973-726-8700
gparker@usadirectinc.com
www.usadirectinc.com
Guy Parker

Vision Critical
505 Burrard St., Suite 2100
One Bentall Centre
Vancouver, BC V7X 1M6
Canada
Ph. 604-647-1980
vancouver@visioncritical.com
www.visioncritical.com
Jason Smith, Sr. V.P., Sales & Marketing

A change is happening in the way organiza-
tions engage with their customers.The core of
this transformation is a customer advisory
panel with Vision Critical leading the way. We
deliver innovative tools and the expertise
required to recruit, engage and learn more
with a proprietary panel. At a moment’s,
notice you can investigate the attitudes,
behavior and opinions of existing or potential
customers using interactive surveys, discus-
sion forums and 3-D environments. Create a
continuous dialogue with customers. See
results instantly and track responses over
time to harvest deep insight. For more infor-
mation, please visit us at
www.visioncritical.com.
(See advertisement on pp. 23, 25)

Voter Consumer Research
3845 FM 1960 West, Suite 440
Houston,TX 77068
Ph. 281-893-1010
dan@vcrhouston.com
www.vcrhouston.com

The Wagner Group, Inc.
65 Warner Rd., Suite  100
Huntington, NY 11743
Ph. 212-695-0066
twg@wagnergrp.com
www.wagnergrp.com
Jeffrey Wagner, President

Walker Information
3939 Priority Way South Dr.
Indianapolis, IN 46240
Ph. 800-334-3939 or 317-843-3939
solutions@walkerinfo.com
www.walkerinfo.com

WB&A Market Research
2191 Defense Hwy., Suite 401
Crofton, MD 21114
Ph. 410-721-0500
info@WBandA.com
www.WBandA.com

WestGroup Research
2702 N. 44th St., Suite 100-A
Phoenix, AZ 85008
Ph. 602-707-0050 or 800-999-1200
peter@westgroupresearch.com
www.westgroupresearch.com
Peter Apostol, COO

Zoomerang
Market Tools Inc.
150 Spear St., Suite 600
San Francisco, CA 94105
Ph. 800-316-0662 or 415-957-2000
sales@zoomerang.com
http://info.zoomerang.com

Zoomerang, from MarketTools Inc., provides
a powerful combination of an easy-to-use
online survey tool coupled with access to
quality survey respondents. Organizations can
now get immediate feedback with a minimum
of cost and effort using Zoomerang - the
market leader in online survey software.
Zoomerang zPro allows customers to send
surveys and analyze the results in real time
over the Web, while Sample gives customers
fast access to two million highly-qualified sur-
vey respondents with 500 selectable attrib-
utes.
(See advertisement on p. 55)
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At quirks.com you can conduct
advanced searches to locate just the

right firms for your project needs. Once
you’ve identified them, take a moment
to send them a quote request and then

watch the bids come rolling in
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By Joseph Rydholm
Quirk’s editor

Changing diapers, thinking
about ethnographic research

trade talk

This past July, my wife and I
journeyed to China to adopt
an 11-month-old baby girl. It

was an exhilarating, exhausting trip -
which is just how I would describe
the weeks and months since our
return.

Prior to getting our new addition
and becoming parents for the first
time, we spent a few days as tourists,
briefly taking in the sights of Beijing
before flying to Chongqing to begin
a four-day cruise up the Yangtze to
see the Three Gorges Dam. Next
came Wuhan, where we spent a week
in a hotel after receiving our daugh-
ter, and then flew to Guangzhou, site
of a U.S. consulate, to spend another
several days finalizing the adoption
before flying back home.

As prepared as we were for all that
was about to happen (my wife is the
queen of preparedness and had not
only organized the entire adoption
process but also had made sure we
brought along every possible bit of
baby care paraphernalia with us), I
don’t think we foresaw the difficulties
of learning to be parents while living
out of suitcases in a series of hotel
rooms - especially when your new
child isn’t happy to be your new
child.

On the day that we, along with 38
other adoptive families, crowded into
a hotel conference room in Wuhan to
meet our babies for the first time, our
daughter grieved the loudest and the
longest. Some kids handle being sep-
arated from their foster family or
orphanage caregivers well, some
don’t. Our Jia in the latter category.
She had been with a foster family,
which is a good thing as it usually
means she received more one-on-one
care and attention. But it also means
that strong bonds are formed, making
the pain and grieving of losing the
foster parents more acute.

As often happens in adoption, our
daughter instantly bonded with just
one of the parents, which happened
to be me. She was, in adoption lingo,
a barnacle baby. For the first several
days, I could not put her down with-
out causing a storm of tears and wail-
ing. My wife assisted as much as she
could with the childcare duties but
Jia’s protestations meant I was thrust
into the role of primary caregiver.

Things have improved markedly
since those first difficult weeks.
Beautiful Jia seems happy to be with
both of us, has a great sense of
humor (it is possible for a 14-month-
old to have a sense of humor, isn’t it?)

and is already regularly outsmarting
her parents.

Team of ethnographers 
Throughout these early months of
fatherhood, I have had many trouble-
some encounters with baby-related
products, and, being the research nerd
that I am, I have repeatedly wished
the makers of these products had a
team of ethnographers following me
and observing my difficulties.
(Thankfully, in most cases we’ve been
able to find other, more satisfactory
products after fumbling with the ones
detailed below.)

My first beef is with the makers of
baby clothes. My early impression is
that they all must think that parents
dress toddlers when they are asleep.
How else to explain the presence of
the tiny, difficult-to-grasp buttons -
many of which seem completely
superfluous?

I do accept some of the blame.As a
rookie parent, you need to think
ahead when you dress your kid in the
morning. For example, when we
dressed Jia at 4:30 a.m. on the day we
were to begin the 16-hour journey
back home (a five-hour flight from

continued on page 129
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