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For more than 40 years, we’ve been constantly perfecting the art and 
science of qualitative and quantitative data collection, building a reputation 
as one of the largest and most innovative research services companies 
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register@BurkeInstitute.com
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101 | Practical Marketing 
Research  $1,995

New York Jan 9-11
Los Angeles Feb 5-7
Philadelphia Mar 20-22
Chicago Apr 30-May 2
Baltimore Jun 12-14
New York Jul 23-25
San Francisco Aug 28-30
Cincinnati Oct 1-3
Dallas Nov 6-8
Chicago Dec 10-12

104 | Designing Effective
Questionnaires: A Step by
Step Workshop  $1,995

New York Jan 17-19
Los Angeles Mar 6-8
Chicago May 15-17
Baltimore Jul 10-12
San Francisco Aug 21-23
Cincinnati Oct 10-12
Atlanta Nov 27-29
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FocusVision

Great Research Made Better

With FocusVision VideoStreaming important team members everywhere will be able to view and participate 
in your focus groups from their office, home... anywhere.  We'll transmit your project live, archive it for 
on-demand viewing and collaboration, and even send you a CD you can use to make video clips.  Now more 
of your team can stay involved while saving time, money, and avoiding the uncertainties of travel.  It's already 
great research.   FocusVision just makes it better.

VideoStreaming of Live Focus Groups
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Anywhere he wants.
Regional Office.

Brad
Brand
Manager
LondonSandy

Marketing
Manager
Seattle

George
CEO

Brian
Research
Analyst
Seattle

PRODUCTS & SERVICES
Live Video Transmission
Collaboration & Storage
Digital Video Recording
Transcripts
Online Focus Groups

STAMFORD CHICAGO LOS ANGELES LONDON

To learn more call 203-961-1715 or +44 1892 521075 opt. 6, email info@focusvision.com or visit www.focusvision.com

More people should see it.

You put together a
great focus group…
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FocusVision™ Member Facilities
The largest network of top-rated facilities now equipped for videoconferencing and videostreaming service. 

ARIZONA
Phoenix

Delve-Phoenix
Fieldwork Phoenix, Inc. – South Mountain
Plaza Research – Phoenix
Schlesinger Associates

Scottsdale
Fieldwork Phoenix, Inc. – Scottsdale
Focus Market Research, Inc. – GroupNet™

CALIFORNIA (Northern)
Fresno
Nichols Research, Inc. – GroupNet™

San Francisco
Ecker & Associates Downtown & South San Francisco
Fieldwork San Francisco
Fleishman Field Research, Inc. – First Choice Facilities
Focus Pointe Global
Greenberg Studio
Nichols Resarch, Inc. – GroupNet™
Nichols Resarch, Inc. – GroupNet™ – Freemont
Plaza Resarch™
Schlesinger Associates

San Francisco (Suburban)
 Nichols Research, Inc. – GroupNet™

San Jose
 Nichols Research, Inc. – GroupNet™

CALIFORNIA (Southern)
Costa Mesa

Assistance in Marketing

Los Angeles
Adept Consumer Testing, Inc. – GroupNet™ – Beverly Hills
Adept Consumer Testing, Inc. – GroupNet™ – Encino
Adler Weiner Research – Westwood
Advanced Marketing Perspectives
Assistance in Marketing
Assistance in Marketing – Long Beach
Atkins Research Group, Inc.
Facts N Figures
Focus Pointe Global
LW Research
Meczka Marketing Research
Murray Hill Center West – Santa Monica
Plaza Research
Qualitative Insights
Savitz Field & Focus
Schlesinger Associates
Trotta Associates Marina Del Rey – First Choice Facilities

L.A. Orange County
Adler Weiner Research
Fieldwork L.A., Inc.
Trotta Associates – Irvine – First Choice Facilities

Sacramento
Elliott Benson

San Diego
Flagship Research
Luth Research, Inc.
Plaza Research
Taylor Research, Inc. – GroupNet™

COLORADO
Denver   

AccuData Market Research, Inc.
Colorado Market Research
Fieldwork Denver
Plaza Research
TAi

CONNECTICUT
Danbury

MarketView
Norwalk

New England Marketing Research
Stamford

Focus First America
Focus Room
RazorFocus

FLORIDA
Fort Lauderdale

Plaza Research
WAC of South Florida, Inc.

Jacksonville
Irwin Research Services

Miami
20/20 Research
Miami Market Research, Inc.
National Opinion Research Services
Rife Market Research, Inc.

Orlando
AccuData Market Research, Inc.
Schlesinger Associates

Tampa
The Herron Group of Tampa – GroupNet™
Plaza Research
Superior Research – First Choice Facilities
TAi – Tampa Bay, Inc.

GEORGIA
Atlanta

Delve
Fieldwork Atlanta, Inc.
Focus Pointe Global
Jackson Associates, Inc. – GroupNet™
John Stolzberg Market Research
Murray Hill Center
Plaza Research
Schlesinger Associates
Superior Research – First Choice Facilities

ILLINOIS
Chicago (Downtown)

Adler Weiner Research
Chicago Focus
Fieldwork Chicago – Downtown
Focus Centre of Chicago
Focus Pointe Global
Focuscope, Inc. – First Choice Facilities
Medquest
Murray Hill Center
National Data Research, Inc. – GroupNet™
National Qualitative Centers
Plaza Research
Savitz Field and Focus
Schlesinger Associates
Smith Research, Inc.
The Energy Annex

Chicago (Suburban)
Adler Weiner Research
Assistance In Marketing
Delve – Oak Brook
Fieldwork Chicago Inc. – North
Fieldwork Chicago, Inc. – O'Hare
Fieldwork Chicago, Inc. – Schaumburg
Focuscope, Inc. – Oak Park – First Choice Facilities
National Data Research, Inc. – GroupNet™
Schlesinger Associates – O’Hare

Northfield
Oakbrook Interviewing Center
Smith Research Oakbrook

INDIANA
Indianapolis

Herron Associates / First Indiana Plaza – GroupNet™
Walker Information
Herron Associates / The Idea Center – GroupNet™

KANSAS
Kansas City

The Field House

MARYLAND
Baltimore

Assistance in Marketing
Baltimore Research – GroupNet™
House Market Research
Observation Baltimore

MASSACHUSETTS
Boston (Downtown)

Bernett Research
Boston Field & Focus Performance Plus – GroupNet™
Copely Focus Centers
Focus on Boston
Focus Pointe Global
Schlesinger Associates

Boston (Suburban)
Boston Field & Focus Performance Plus – GroupNet™
Fieldwork Boston, Inc.
Focus on Boston – Waltham

Framingham
Focus on Boston – Braintree
National Field and Focus – Framingham

MICHIGAN
Detroit

MORPACE International – GroupNet™
Shifrin-Hayworth

MINNESOTA
Minneapolis

Cook Research
Delve
Fieldwork Minneapolis, Inc.
Focus Market Research, Inc. – GroupNet™
Orman Guidance Research

MISSOURI
Kansas City

Delve
St. Louis

Delve
Focus Pointe Global
Peters Marketing Research, Inc.
Superior Surveys of St. Louis

NEVADA
Las Vegas

Las Vegas Field and Focus
Plaza Research

NEW JERSEY
Assistance in Marketing – Hackensack, Morristown
Fieldwork East, Inc. – Fort Lee
Focus Pointe Global
JRA, J. Reckner Associates – First Choice Facilities
Meadowlands Consumer Center GroupNet™ – Secaucus
Peters Marketing Research, Inc.
Plaza Research – Marlton
Plaza Research – Paramus
Schlesinger Associates Edison
TAi New Jersey – Teaneck

NEW YORK
New York City

Advanced Focus
Focus Plus Inc. – First Choice Facilities
Focus Pointe Global
Focus Room
Focus Suites of New York
Murray Hill Center
New York Consumer Center
New York Focus
Schlesinger Associates, Inc.
SIS International

New York (Suburban)
Access Metro NY – New Rochelle
Fieldwork NY – Westchester
Focus Room
JRA, J. Reckner Associates – First Choice Facilities
MarketView – Tarrytown

NORTH CAROLINA
Charlotte

20/20 Research
Leibowitz Market Research Assoc., Inc. – GroupNet™

Raleigh
First in Focus
L & E Research

OHIO
Cincinnati

Assistance in Marketing
Harris Interactive
Market Inquiry
MarketVision Research
QFact Marketing Research, LLC

Cleveland
Focus Groups of Cleveland Survey Center
Pat Henry Cleveland

Columbus
Assistance in Marketing
Delve

OREGON
Portland

Consumer Opinion Services, Inc. – GroupNet™

PENNSYLVANIA
Philadelphia (Downtown)

Focus Pointe Global
JRA, J. Reckner Associates – First Choice Facilities
Schlesinger Associates

Philadelphia (Suburban)
Delve
Focus Pointe Global
Focus Suites of Philadelphia
Group Dynamics in Focus, Inc. – GroupNet™
Schlesinger Associates Bala Cynwyd

Pittsburgh
Focus Center of Pittsburgh

RHODE ISLAND
Providence

Boston Field & Focus Performance Plus – GroupNet™

TENNESSEE
Memphis

AccuData Market Research, Inc.
Nashville

20/20 Research

TEXAS
Austin

Tammadge Market Research, Inc.
Dallas

Delve
Fieldwork Dallas, Inc.
Focus Pointe Global
Murray Hill Center
Opinions Unlimited, Inc. – GroupNet™
Plaza Research Dallas
Savitz Field and Focus
Schlesinger Associates

Houston
CQS Research, Inc.
MRS Houston
Opinions Unlimited, Inc. – GroupNet™
Plaza Research
Savitz Field and Focus

San Antonio
Galloway Research – GroupNet™

VIRGINIA
Alexandria

Martin Focus Group Services
Fairfax

Metro Research Services, Inc.
Richmond

Martin Focus Group Services

Seattle
WASHINGTON

Consumer Opinion Services, Inc. – GroupNet™
Fieldwork Seattle, Inc. – 2 locations  
Gilmore Research Group – First Choice Facilities

Washington, D.C.
WASHINGTON, D.C.

House Market Research
Shugoll Research, Inc. – GroupNet

WISCONSIN
Appleton

Delve
Milwaukee

JRA, J. Reckner Associates – First Choice Facilities
Lein/Spiegelhoff, Inc.

Plus Over 115 International Facilities

CANADA
Montreal

Contemporary Research
Toronto

Consumer Vision
Toronto Focus

Vancouver
Consumer Research
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in case you missed it...

news and notes on marketing and research

Selling the experience, not just the brand
As reported by Financial Times writer Jonathan Birchall, twice a week, 30 or more people
gather at the Nike store in Portland, Ore., to go for an evening run. Afterward the members of
the Niketown running club chat in the store over refreshments. Nike’s staff tracks their perform-
ances and hails members who have logged more than 100 miles.

Meanwhile, at the Whole Foods supermarket in Seattle, shoppers attend a “singles” night the
first Friday of every month. The store’s marketing staff organizes a wine tasting or sets out
snacks in a room used to stage cooking classes. Customers can opt to wear a red or blue ribbon
to indicate whether they are looking for a male or a female partner.

Both events are examples of “experiential” branding – corporate efforts to make companies
into more than just sellers of commodities. A host of consumer brands are creating similar com-
munities, with retailers in particular augmenting events at their traditional stores with online
efforts aimed at striking up a conversation with customers.

Nike is restructuring its entire branding operation because of the enormous response to two
online initiatives it launched last year. More than 200,000 runners are using the Nike Plus site,
which Nike set up last year after launching a running site that can communicate with Apple
iPods. The site allows runners to upload and compare their performances, and more than half
visit the site at least four times a week.

Nike’s joga.com social-networking site, which was created in partnership with Google to run
for eight weeks during the 2006 World Cup, was used by more than 1 million people to establish
personalized World Cup pages.

Charlie Denson, president of the Nike brand, said the response to both projects helped per-
suade the company to divide its Nike brand operations into six categories - running, basketball,
soccer, men’s fitness, women’s fitness and sports culture - with teams that would develop rela-
tionships with specific customer categories.

Joga.com, Denson said, was “a compelling platform,” but it traditionally would not have been
incorporated into a sustained effort to develop customer relationships. “When the World Cup
was over, our brand teams who had built that whole platform moved on to the next thing. And I
thought, ‘Whoa, whoa, whoa, you just dropped the keys to the kingdom in the moat,’” he said.

In a similar vein, Procter & Gamble launched the Capessa site with Yahoo in January, an at-
tempt to set up an online community “where women can share inspirational stories as well as
practical tips and information relevant to the various aspects of their lives.” But the site will
also enable P&G to gain insights into the “interests and product needs” of women - providing
the company its own version of Nike’s running clubs.

“Just Do It, Marketers Say,” Financial Times, April 30, 2007

P&G finds it makes sense
to target Latinas with
scents
Based on research showing that its
Hispanic consumers are eager to use
scented products throughout their
homes, Procter & Gamble formed its
first multicultural partnership with
Target, creating a “Touch of Scent
For Every Room,” as MediaPost re-
ported. 

P&G created special end caps dis-
playing a number of scented P&G
products for use in Target stores that
serve larger numbers of Hispanics.
The month-long promotion grew out
of the success of Tide’s Simple Pleas-
ures line with Hispanic consumers,
and the realization that they wanted
even more scent options. 

A P&G spokeswoman said the com-
pany worked with scent expert Alan
Hirsch, who has previously developed
nine aroma-based personalities for
P&G’s Hispanic research division. 

The products in this promotion in-
cluded Tide, Dawn, Febreze, Downy,
Gain, Bounce, Cascade and Mr. Clean
products, and fragrances included
lavender, jasmine, roses, violets, lilies
and cinnamon. 

While P&G said there is no clear rea-
son why Hispanic consumers are so
much more enthusiastic about scents
than other groups, there is no doubt that
scent matters. “We have learned that
while our Latina customer buys a slew
of scent products for her home, the
scent experience is intrinsically impor-
tant in how she rates the detergent she
uses,” the spokeswoman said. “She is
really motivated by freshness and goes
out of her way to provide it. A fresh,
new scent is something even the family
will notice and appreciate.” 

The company has developed specially
tailored versions of products such as
Tide with Febreze Freshness and Downy
Tropical Bloom “that include product
and packaging attributes that meet the
preferences of Hispanic consumers.”

“P&G Seeks Scent-Sensitive Hispanics
In Target Stores,” MediaPost, June 22,
2007. Also see “How P&G Led Also-
Ran to Sweet Smell of Success,” Wall
Street Journal, September 4, 2007.

Trend-tracking helps Jimmy Dean cook up breakfast success
As reported by MediaPost, food maker Sara Lee’s aggressive focus on “disciplined innova-
tion,” driven by its new, multimillion-dollar research facility outside of Chicago, has helped
put it on top of the shifting trends affecting the breakfast meats category.

The rapid growth of one- and two-adult households - up 21 percent and 17 percent, re-
spectively, between 1995 and 2005, and now accounting for nearly 60 percent of all U.S.
households - is driving a wider variety of single-serve and portion-controlled packages.

Quick preparation and portability represent by far the biggest growth opportunities. Re-
gardless of family size, frozen sausage consumption is rising for products that allow users
to readily consume just the amount needed, according to Chicago research firm Mintel.

Sara Lee’s recent breakfast convenience innovation, Jimmy Dean Breakfast Bowls, neat-
ly tie into all of these trends. These prepared medleys already include scrambled eggs or
pancakes, take just three minutes in the microwave and eliminate dirty dishes.

Sales since their launch in July 2006 have exceeded expectations by more than 100 per-
cent, forcing the company to increase production capacity to keep up with demand, said
Tim Smith, senior brand manager for Jimmy Dean. The product has passed Sara Lee’s core
success metrics with flying colors, he said: It’s creating new, incremental customers for the
company and it’s bringing incremental customers to the category for retailers.

“Quick-Prepare Breakfast Offerings Boosting Jimmy Dean’s Performance,” MediaPost,
May 11, 2007

http://www.quirks.com
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According to government statistics
released in a recent Pew research
study, 12.8 percent of U.S. house-
holds cannot now be reached by the
typical telephone survey because
they have only a cell phone and no
landline telephone. Twenty years ago
the survey research profession wor-
ried mostly about the roughly 7
percent of U.S. households that

could not be interviewed because
they had no telephone. 

If people who can only be
reached by cell phone were just like
those with landlines, their absence
from surveys would not create a
problem for polling. But cell-only
adults are very different. 

The National Health Interview
Survey found them to be much
younger, more likely to be African-
American or Hispanic, less likely to
be married and less likely to be a
homeowner than adults with land-
line telephones. These demographic
characteristics are correlated with a
wide range of social and political
behaviors.

In early 2003, just 3.2 percent of

households were cell-only. By the
fall of 2004, pollsters and journalists
were openly worrying about the
potential bias that cell-only house-
holds might create for political sur-
veys. The National Election Pool’s
exit poll found that 7.1 percent of
those who voted on Election Day
had only a cell phone, and these
cell-only voters were somewhat
more Democratic and liberal than
those who said they had a landline
telephone. 

Given the speed with which the
number of cell-only households has
increased, there is growing concern
within the polling business about
how long the landline telephone
survey will remain a viable data col-
lection tool, at least by itself. At the
annual meeting of the American As-
sociation for Public Opinion Re-
search, a government researcher told
the audience that the size of the
cell-only group could approach 25
percent by the end of 2008 if the

current rate of increase is sustained.
The Pew Research Center con-

ducted four studies that included
samples of cell phone numbers as
well as landline numbers. The sur-
veys covered a wide range of topics,
including use of technology, media

consumption, political and social at-
titudes and electoral engagement.
Comparing the cell-only respon-
dents with those reached on land-
lines allowed an assessment of the
degree to which traditional surveys
are biased by the absence of the
cell-only respondents.

The good news, says the report, is
that none of the measures would
change by more than 2 percentage
points when the cell-only respon-
dents were blended into the landline
sample and weighted according to
U.S. Census parameters on basic de-
mographic characteristics.

However, while the cell-only
problem is currently not biasing
polls based on the entire population,
it may very well be damaging esti-
mates for certain subgroups in
which the use of only a cell phone
is more common. According to the
most recent government estimate,
more than 25 percent of those un-
der age 30 use only a cell phone. An
analysis of young people ages 18-25
in one of the Pew polls found that

the exclusion of the cell-only re-
spondents resulted in significantly
lower estimates of this age group’s
approval of alcohol consumption
and marijuana use. 

Phone surveys skewed by cell-only homeowners

continued on page 86

Number of survey questions compared 46

Average (mean) difference between landline and cell-only 
samples across all 46 questions 7.8%

Range of differences (absolute value) 0% - 29%

Maximum change in final survey estimate when 
cell-only sample is blended in 2%

Average (mean) change in final survey estimate when 
cell-only sample is blended in 0.7%

Source: Pew Research Center, June 2007

Comparisons Between Landline Samples 
and Cell-Only Samples

http://www.quirks.com


Need Better Quality 
International Online Data Collection?

Talk to Research Now
Your Quality One-Stop Shop for International Data Collection

Unrivaled panel reach and quality:

• Proprietary panels in North America,
 Europe and Australia 

• Asian and Latin American panels launching                  
 soon 

• Research-only, multi-sourced, frequently
 refreshed and carefully managed panelists

• Extensively profiled panels for targeted, 
 accurate sampling  

Contact us for further information on any aspect of International Online Data Collection or Panels :
                 quote@researchnow-usa.com          |           www.researchnow-usa.com

T +1 212 790 9599 (New York)              T +1 415 392 4300 (San Francisco)     |       T +1 312 283 3470 (Chicago)               T +1 800 599 7938 (Toronto) 

Unrivaled service and delivery:

• Technical excellence with industry leading 
 programing and hosting capabilities 

• Highly experienced, research-literate,   
 multi-lingual teams in all client service offices

• Delivery from Toronto, San Francisco,
            London and Sydney - all locations close to   
 our clients and not off-shore

• Consultative and easy to work with team  

The International Online Data Collection 
&  Panel Specialists

New York | San Francisco | Chicago | Toronto | London | Paris | Hamburg | Frankfurt | Sydney | Melbourne

mailto:quote@researchnow-usa.com
http://www.researchnow-usa.com
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Tom Danbury, retired co-
founder of Fairfield, Conn.-based
Survey Sampling International
(SSI), died in his sleep on July 11
while visiting family in Kansas
City, Mo. He was 71.
Danbury is credited with a num-
ber of innovations for the market
research industry. He co-founded
SSI, the first commercial sam-
pling company, in 1977 with
Beverly Weiman, who also retired
earlier this year.
While under the direction of
Danbury, SSI introduced com-
mercially available RDD samples,
SSI’s sample screening service,
“LITe” (low-incidence targeted)
samples, and the SSI-SNAP on-
line ordering system. Danbury
also conceptualized and was in-
strumental in developing World-
Opinion, a Web site dedicated to
supporting the market research
industry, in 1995. Memorial con-
tributions may be made to the
Carter Center
(www.cartercenter.org) or Care
(www.care.org). Online condo-
lences can be made at
www.mem.com.

The NPD Group Inc., a Port Wash-
ington, N.Y., research firm, has
promoted Martine Ringwald to
vice president, beauty tracking
service; Natalie Seidman to vice
president, financial services business
development; Julie Stewart to
vice president, custom research
services; and Karl Werner to vice
president, commercial technology.

U.K.-based InterContinental Hotels
Group has named Regina Lewis
vice president of consumer insights.

Randi Felton has been named
senior director, ad sales research for
Hallmark Channel and Hallmark
Movie Channel.

Fieldwork, Chicago, has promoted
Kellie May to director and named
Felicia Waters and Natalie Ret-
tberg project manager.

Cincinnati research firm MarketVi-
sion has named Marsha Calloway-
Campbell and Michelle Ogren
research director.

Synovate announced that Nicos
Rossides, CEO for Cen-
tral/Eastern Europe and the Mid-
dle East (CEEME), left the compa-
ny in September. Kurt Thompson
has been appointed the new CEO
for Synovate in CEEME. Separate-
ly, Synovate promoted Mary Beth
Lake to MarketQuest CEO in
Chicago. In India, Synovate an-
nounced three senior appointments
for its Indian operation to be based
in Mumbai: Mulraj Gala has
joined as the new finance head;
Sanskrati Sail has been named
head of human resources; and
Pranay Dankedar has rejoined
Synovate as a senior project direc-
tor in the quantitative research di-
vision. In London, Michelle Nor-
man has been promoted to CEO
of Synovate’s U.K. business. Syno-
vate has named Andreas Zachari-
ou managing director of Synovate
Gulf, with responsibility for the
company’s business in UAE, Iran,
Kuwait, Qatar, Bahrain and Oman.
In addition, Zachariou will serve as
acting managing director for Saudi
Arabia. He replaces Andreas Gre-

goriou, who has accepted a senior
position on the client side.

Digital Research Inc., Kennebunk,
Maine, announced that its senior
research services staff has been cer-
tified by the Marketing Research
Association’s Professional Re-
searcher Certification program.
Those certified are: Nicole
Devine, associate research direc-
tor; Stephanie Fraone, senior re-
search associate; Meredith Gil-
feather, associate research
director; Kristine McNeil, senior
research associate; Jane Mount,
vice president; Karen Peterson,
research director; Nancy Vogt,
senior research associate; and Mar-
cia Wood, research director.

Carfax, Fairfax, Va., has named
Philip Moore director of insights. 

Horsham, Pa., consulting and re-
search firm LRA Worldwide Inc. has
named Daniela Piacenza senior
research consultant.

At the London office of TNS Ker-
ry Brown and Jonathan Brown
have been named directors of the
company’s U.K. media division. In
New York, Shari Morwood has
been named executive vice presi-
dent of technology, telecom and
media, TNS North America.

TVG Marketing Research and Con-
sulting, Dresher, Pa., has announced
several promotions: Karen Fender
to senior vice president and general
manager; Scott Lauder to senior
vice president, marketing training
and consulting; Barry Davis to
executive director; Glenn
Sokaloski to executive director;
and Kathy Darmody to director,
tech operations.

Campbell Norman

continued on page 98
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Site offers market and
company reports for free
U.K. information firm Vertical
Edge Limited launched its new
market research service, Free Re-
search, at www.free-research.com.
The site provides free access to
more than 5,000 market and com-
pany reports across 27 global sec-
tors, in addition to country guides
and other sources. The site current-
ly contains over 3,000 market re-
ports covering 27 sectors globally.
Company information is provided
in the form of annual reports,
10Ks, 20-Fs and investor presenta-
tions. Country guides provide in-
formation on the economic and
political situation in many coun-
tries. Market Insight reports con-
tain market news, regulatory up-
dates, new tender notices, product
standards and other market- and
product/service-related informa-
tion. Lists of the most significant
country-specific trade associations
for each sector are also provided.

New tools from MarketTools
focus on virtual shopping,
online moms
San Francisco research firm Mar-
ketTools Inc. is now offering
Shopper Impact, a suite of tools
incorporating virtual shopping
technology, research methods and
sales knowledge to provide cus-
tomer management solutions to
help brands achieve their business
objectives. Shopper Impact is de-
signed to improve retail perform-
ance by quantifying and under-
standing consumer behavior, not
just tracking movement. 

Separately, MarketTools has also
introduced the Moms Insight Net-
work, which synthesizes input
from millions of moms’ online
conversations to let marketers en-
gage directly in ongoing conversa-
tions with moms to uncover needs
and new ideas and turn those find-

ings into products and services.
The solution draws from a hosted
proprietary community, ZoomPan-
el Moms. For more information
visit www.markettools.com.

ORC services assist
employers, electronics firms
Opinion Research Corporation,
Princeton, N.J., has launched its
Employee Research Practice, which
offers tools for mid-size companies
to measure employee engagement
and alignment along several dimen-
sions by assessing multiple drivers of
performance.

Separately, the firm is also now of-
fering its Out-of-Box-Experience
service, enabling R&D engineers,
product managers, software design-
ers, support personnel and marketers
to witness consumers’ first impres-
sions of electronic equipment -
ranging from computers, cameras
and handheld devices to home en-
tertainment products - as they are
unpacked, assembled and put to use.
Using a series of focus groups to test
initial consumer opinions of new
products, the service enables compa-
nies to modify or correct product
prototypes before a public launch. 

With guidance from Opinion Re-
search Corporation, focus group
participants are recruited according
to a client’s pre-defined criteria,
which typically include experience
with the technology in question,
whether they’re professional or con-
sumer users and whether they are
owners of particular technologies.

The sessions are conducted in a
purpose-built viewing facility where
clients observe the session behind a
mirror and see firsthand how poten-
tial customers would fare with the
company’s product. Moderators fa-
cilitate focus groups to understand
how consumers navigate their way
from opening the package to using
the equipment. For more informa-
tion visit www.opinionresearch.com.

Center provides ad word
feedback from mobile kids
Regulus Communications Inc., a
Lincoln, Neb., information research
company, has created the Word-
CHECK Center for the study and
analysis of key words associated with
brands and products marketed to
kids. The goal of the center is to
provide advertising and consumer
research companies with ad word
feedback for evaluating message
copy and marketing content meant
for the mobile youth marketplace.

Studies will focus on measuring
the positive or negative words kids
associate to specific snack food, fast
food, soft drink and energy drink
brands to help determine the success
or failure of online marketing mes-
sages. Data from the studies will be
formatted into word association
trend reports for media content de-
velopers, media buyers, marketing
directors, advertising agencies and
brand managers. Special reports will
also be developed for parents, nutri-
tion education professionals and
consumer advocacy groups.

Word associations will be studied
among kids from the more than 30
countries participating in the Young
Author’s Magazine Anthology pro-
gram for Internet classrooms. For
more information visit
www.regulus.com/wordcheck_cente
r.htm.

Synovate practice focuses on
market potential
The Chicago office of researcher
Synovate has introduced a suite of
models and simulators for quantify-
ing the market potential of a prod-
uct or service. The launch of the
MVP - or Market Value Potential -
solutions coincides with the creation
of Synovate MarketQuest, the com-
pany’s newest practice, which

continued on page 90
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News notes
Scarborough Research, New York,
announced in July that it had donat-
ed consumer research data to en-
hance the efforts of the Advertising
Council’s mission to effect positive
social change. The Ad Council will
use the Scarborough data to better
target and promote local campaigns
and extend the impact of their mes-
sages. Scarborough contributed its
core syndicated databases and soft-
ware to the Ad Council: 81 Top-
Tier Local Market Studies, Scarbor-
ough USA+ (a national database),
the Scarborough Multi-Market
Study, and PRIME NExT (Scarbor-
ough’s proprietary data analysis soft-
ware). Scarborough will also provide
training and support for all of the
services contributed. 

Interviewing Service of America,
Van Nuys, Calif., is celebrating the 25th
anniversary of its founding this year.

G & S Research, Indianapolis, is
celebrating the 10th anniversary of its
founding this year.

Researcher Synovate announced a
new organizational structure for its
Asian business in which its Asian op-
erations will form the three smaller
business unit groupings - called
strategic units (SUs) - of China,

North Asia and South Asia. Synovate
China will form one of the new SUs
with Synovate China’s managing di-
rector Darryl Andrew being promot-
ed to CEO of Synovate China. Jill
Telford has been promoted to CEO
of Synovate North Asia, another new
strategic unit comprising Hong
Kong, Korea and Taiwan. Tim Bal-
birnie has been named CEO of Syn-
ovate South Asia, the third new
strategic unit comprising India, In-
donesia, Malaysia, the Philippines,
Singapore and Thailand.

In late July, Wilton, Conn.-based
Greenfield Online Inc. announced
that the company and certain current
and former corporate officers have
been named as defendants in a pur-
ported class action lawsuit filed in the
United States District Court for the
District of Connecticut.

As reported by mrweb.com, the
complaint, against Finance Chief
Robert Bies and former CEO Dean
Wiltse, has been made by investor the
Plumbers and Pipefitters Local
Union No. 650 Pension Annuity
Trust Fund. The Fund says that state-
ments made between February and
September 2005 deceived investors
and pushed up the company’s share
price. It claims to have suffered “real
economic loss” as a result of purchas-
ing shares during the period.

The plaintiff is seeking to recov-
er damages on behalf of all those
who purchased Greenfield Online’s
common stock during the period.
Greenfield said in a press release it
believes that the allegations in the
lawsuit are without merit, and it
intends to vigorously defend itself
against all allegations.

Acquisitions/transactions
Greenfield Online Inc. announced
plans to start the process of separating
its Ciao Internet survey solutions
and comparison shopping business
segments from an operational and le-
gal perspective. “This decision is con-
sistent with the steps already taken in
the first quarter of this year to sepa-
rate these business segments from a
financial reporting perspective,” said
Al Angrisani, president and CEO of
Greenfield Online, in a company
press release. “We expect the process
will be completed over the next six
to nine months and believe it will
help facilitate the growth of each
business.”

The company also announced that
Ciao GmbH’s two managing direc-
tors, Max Cartellieri and Gunnar
Piening, resigned their positions with
the company. Cartellieri co-founded

continued on page 93

Calendar of Events November-December

To submit information on your upcoming conference or event for possible inclusion in our 
print and online calendar, e-mail us at editorial@quirks.com.

IIR will hold a research industry 
summit on data quality on November
5-6 at the James Hotel in Chicago.
For more information visit
www.iirusa.com/dataquality.

IIR will hold its FutureTrends conference
on November 11-14 at the Ritz-Carlton,
Key Biscayne, Fla. For more information
visit www.iirusa.com.

IIR will hold a conference on marketing to
men, women and Boomers on November 12-
13 at the Marriott East Side, New York. For
more information visit www.iirusa.com/mwb.

The American Marketing Association is
sponsoring the 2007 Market Research
Masters Consortium on November 12-16
at the NYU Torch Club in New York City.
For more information visit
www.schmalensee.com.

Salford Systems is offering training in data
mining on December 3-7 in San Diego. Atten-
dees may register for one, two, three, four or
five days. For more information visit
www.salfordsystems.com/us_registrations.php.

IIR will hold a conference on marketing re-
search for the financial services industry on
December 12-14 at the Trump International
Sonesta Beach Resort, Miami. For more in-
formation visit www.iirusa.com.
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T
This article provides a conceptual
framework and measurement tool
for the study of brand prestige con-
structs, useful in marketing practice.
Results provide evidence that two
consumer value constructs - brand
excellence and status conferral -
may be reliably and universally
measured, irrespective of a brand’s
product category. This is a consider-
able challenge, since for some cate-
gories, possession may be more im-
portant than functionality, while for
others scarcity may be more critical
than trendiness, etc. Brand excel-
lence and status conferral constructs
have been conceptually clarified and
shown to be necessary dimensions
for the explanation of brand pres-
tige. The measurement scale devel-
oped is sufficiently sensitive to dif-
ferentiate and classify brands by
consumer joint profiles on the
construct dimensions. 

Research method
Descriptions of prestige brands
were developed by a panel of
marketing faculty judges who

agreed on a subset of descriptive
items that specifically indicated
concepts of brand excellence and
status conferral. 

Survey respondents were exposed
to four brands within a single
product category. They were invit-
ed to state which of a series of
brand descriptions especially ap-
plied to specified brands in the cat-
egory under investigation. Each of
the indicators was evaluated for its
contribution to the latent class
scales for brand excellence and sta-
tus conferral, based on its signifi-
cance for the model fit. Signifi-
cance was tested by means of the
maximum likelihood ratio chi-
squared statistic (L2) with and with-
out the indicator. The items were
analyzed for the fit to latent di-
mensions, in order to assess the
discriminant validity of the con-
structs. Questionnaires also con-
tained a seven-point rating scale to
obtain overall prestige ratings for
the same brands presented. These
prestige ratings were used as the
criterion for external validation of

the multidimensional scale.
Product categories in the present

study were diverse, consisting of what
judges viewed as prestige brands of
golf equipment and wine. Brands of
golf equipment analyzed in the study
were TaylorMade and Titleist. Brands
of wines analyzed were Kendall-Jack-
son and Robert Mondavi. 

Data analysis used exploratory la-
tent class factor analysis a) to ex-
plain correlations between nominal
indicators of brand excellence and
status conferral, and b) to classify
consumers by factor levels for the
constructs assigned to prestige
brands. The analysis was replicated
for two brands in each of the two
categories, to test for scale test-retest
reliability. Each product category
was presented to an independent
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Creating a new scale of
brand prestige using
latent class modeling

data use

Editor’s note: Melvin Prince is president
of Prince Associates, a Darien, Conn.,
research firm, and professor of marketing
at Southern Connecticut State
University, New Haven, Conn. He can
be reached at 203-327-2097 or at
melvinprince@sbcglobal.net.

By Melvin Prince>
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sample. The latent class factor analy-
sis used Version 4 of the Latent
GOLD computer program (Ver-
munt and Magidson, 2005). 

The study was conducted within a
25-mile radius of a public university
located in the Northeast. The sample
frame consisted of adults, 25-49, who
were aware of the prestige brands to
which they were exposed. Purposive
sampling was employed from Septem-
ber 2005 to April 2006. Two surveys
were conducted: n=120 for prestige
golf equipment brands and n=130 for
prestige wine brands. Personally con-
ducted interviews were obtained from
respondents who were qualified and
agreed to be interviewed.

Results
Overall model fit
In a first stage of confirmatory la-
tent class factor analysis, a two-fac-
tor measurement model was used to
test for inherent scalability. This
confirmatory model constrained in-
dicators unrelated to a concept to
zero values. Probabilities from this
analysis indeed demonstrated the
existence of a two-factor model fit.
The latent class confirmatory factor
analysis was then replicated with a
latent class factor solution involving
no constraints on indicators. This
unconstrained model provided a
slightly better fit. Unconstrained re-
sults are shown in Table 1. 

Looking at the table, it’s clear

that the two-factor solution also
consistently fits the measured
brands. The fit for the brands is may

be seen by the relative correspon-
dence of degrees of freedom and L2

values. A more rigorous statistical
test completes the argument. Boot-
strap L2 values are calculated to
minimize the effects of sparse data.
For all brands, bootstrap p-values
>.05 were found. This robust result
provides strong and reliable evi-
dence of a scalable model involving
two latent factors.

Factor structure
Factor loadings for the two-factor
solution are shown in Table 2. For
all brands, highest (“products meet
the highest standards”), strong rep-
utation (“has a strong reputation
for excellence”) and quality
(“known for superior quality prod-
ucts”) load primarily on factor 1,
while envied (“brand users are en-
vied by others”) and feel good
(“brand users feel good that others
cannot afford it”) load primarily
on factor 2. Interpretatively, factor
1 is labeled brand excellence, and
factor 2 status conferral.

To illustrate the factor structures,
TaylorMade prestige golf equip-
ment loadings for highest, strong
reputation and quality are .66, .64
and .61 on factor 1 vs. loadings of
less than .30 for factor 2. Kendall-
Jackson prestige wine loadings for
envied and feel good are .82, and
.68 on factor 1 vs. loadings of less
than .20 on factor 2.

Communalities (R2) of indicators
are consistently significant for the
four brands. As cases in point, these
values for the contributions of fac-
tors to the variance of each of the
indicators range from .39 to .62 for
Titleist prestige golf equipment, and
from .29 to .79 for Robert Mondavi
prestige wines. Finally, the explained
total variance of each of the two fac-
tors is substantial for each brand, al-
though it differs somewhat between
product categories. Explained vari-
ances for prestige golf equipment for
factors 1 and 2 are 55.6 percent and
44.4 percent (TaylorMade), 56.5 per-
cent vs. 43.5 percent (Titleist). For
prestige wines, explained variances
for the respective factors are 47.7
percent vs. 52.3 percent (Kendall-
Jackson) and 36.3 percent vs. 63.6
percent (Robert Mondavi).

Factor comparisons were made
between pairs of prestige brands to
assess reliabilities of comparative in-
dicator loadings. Correlations of fac-
tor loadings were calculated for all
five pairs of brands, regardless of
product category. In every case the
correlation was very strong, with p<
.05. From Table 3 we see correlations

Bootstrap 
Model L2 df p-Value

Prestige Golf 
Equipment

TaylorMade 15.47 14 .30

Titleist 19.23 14 .20

Prestige Wines

Kendall-Jackson 13.40 14 .42

Robert Mondavi 22.30 14 .10

Table 1: Two-Factor 
Latent Class Models 

Table 2: Loadings for 
Two-Factor Models

Prestige Golf Equipment

Prestige Wines

Brand Status
Excellence Conferral

Indicators (F1) (F2) R2

TaylorMade
Envied .2782 .3918 .2979
Feelgd .0702 .8158 .6814
Highest .6561 .2689 .5074
StrongRp .6412 .1961 .4518
Quality .6109 .3139 .4781

Titleist

Envied .1486 .6168 .4143

Feelgd .2476 .6500 .6181

Highest .5896 .2020 .3886

StrongRp .6320 .2993 .4891

Quality .7542 .1330 .5872

Brand Status
Excellence Conferral

Indicators (F1) (F2) R2

Kendall-
Jackson
Envied .0556 .9042 .8246
Feelgd .2151 .6896 .6782
Highest .6619 .1632 .4652
StrongRp .6399 .0741 .4153
Quality .5696 .0623 .3284

Robert 
Mondavi
Envied .0847 .8752 .7734
Feelgd .1309 .7793 .6247
Highest .6829 .4117 .7935
StrongRp .4955 .1400 .2686
Quality .4657 .3739 .3761

Brand Prestige Scale Items*

Envied: “Brand users are envied by others.” a

Feelgd: “Brand users feel good that others cannot 
afford it.” b

Highest: “Its products meet the highest standards.” c

StrongRp: “Has a strong reputation for excellence.” d

Quality: “Known for superior quality products.” e

*If it was felt that the item especially applied to
a brand, the answer was coded yes. If not, it was
coded no. 

a,b Status conferral subscale
c,d,e Brand excellence subscale

http://www.quirks.com
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between Taylor vs. Titleist, Taylor vs.
Kendall-Jackson, Taylor vs. Robert
Mondavi, Titleist vs. Kendall-Jackson
and Titleist vs. Robert Mondavi
scoring .81, .73, .72, .91 and .73, re-
spectively.

Predictive validity
Factor scores for each brand rated are
assigned to respondents. An overall
brand prestige rating given on a sev-
en-point Likert scale is used as the
criterion of predictive validity for the
two subscales of brand excellence and
status conferral. These brand prestige
ratings are regressed on the subscales,
by multiple stepwise regressions
(Table 4). The regression fit is signifi-
cant for each of the prestige golf and
prestige wine brands, with p < .01.

Classification 
Each respondent is also classified for
each brand by levels of brand excel-
lence (factor 1) and status conferral
(factor 2). These levels are ascribed
based on the respondent’s response
pattern and the associated probabili-
ties for each level of each factor.
There are four types: 1) utterly banal:
low brand excellence, low status con-
ferral; 2) baselessly ostentatious: low
brand excellence, high status confer-
ral; 3) unaffectedly fulfilling: high
brand excellence, low status confer-
ral; and 4) irrefutably prestigious:
high brand excellence, high status
conferral. Segments of respondents
for these types for each brand are
shown in Table 5. 

For TaylorMade and Titleist golf

equipment brands, the largest seg-
ments are types of consumers who
see the brands as utterly banal (low
on both dimensions, 52-54 per-
cent). Differences in segments be-
tween TaylorMade and Titleist are
seen for the baselessly ostentatious
type (low brand excellence and
high status conferral classes, 22
percent vs. 12 percent). For the un-
affectedly fulfilling type (high
brand excellence and low status
conferral) it is the other way
around, 18 percent vs. 27 percent.
However, for both brands, the
smallest type found is that of re-
spondents who score the brands ir-
refutably prestigious (high on both
dimensions, 6-7 percent).

For Kendall-Jackson and Robert
Mondavi prestige wine brands, the
most frequent types also see the
brands as utterly banal (scoring the
brands low on both dimensions,
42-33 percent). Differences in
prevalence between Kendall-Jack-
son and Robert Mondavi are seen
for the baselessly ostentatious type
(low brand excellence and high
status conferral classes, 12 percent
vs. 19 percent). For unaffectedly
fulfilling type (high brand excel-
lence and low status conferral) seg-
ments the reverse is true, 36 per-

Correlations of Loadings

TaylorMade Titleist Kendall-Jackson Robert Mondavi

TaylorMade 1.00 .81 .73 .72

Titleist 1.00 .91 .73

Kendall-Jackson 1.00 .89 

Robert Mondavi 1.00

All correlations significant at p <.05.

Table 3: Factor Comparisons Between 
Pairs of Prestige Brands

Table 4: Regression of Overall
Brand Prestige Rating on Factor

Scores for 2-D Factor Models

Prestige Golf Equipment

Prestige Wines

Model ss df ms F sig

TaylorMade
Regression 25.813 2 12.907 8.508 .0
Residual 177.487 117 1.517
Total 203.300 119

Titleist
Regression 87.963 2 43.981 23.189 .0
Residual 221.904 117 1.897
Total 309.867 119

Model ss df ms F sig

Kendall-
Jackson
Regression 31.576 2 15.788 13.740 .0
Residual 145.932 127 1.149
Total 177.508 129

Robert 
Mondavi
Regression 36.819 2 18.409 17.039 .0
Residual 137.212 127 1.080
Total 174.031 129
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cent vs. 30 percent. For both
brands, the smallest type found is
the irrefutably ostentatious type
(respondents who score the brands
high on both dimensions). The dif-
ference is noteworthy (10 percent
vs. 17 percent). In sum, classifica-
tion and cluster assignment appear
to be quite sensitive to measured
brands and product categories.

Building blocks
Brand prestige constructs can be
building blocks embedded in more
comprehensive models of prestige
brand motivation and consumption.
For example, causal relations be-
tween such variables as consumer
sensitivity to status symbols, pres-
tige brand values and consumer ter-
minal values, e.g., hedonism, be-
longing, etc., may be explored in
future research. 

The present research on scale
development was based on two
quite different product categories:
wine and golf equipment. While
seemingly robust, the scale may be
further tested and validated on
prestige brands in a number of
other product categories, such as
fashionable lingerie, upscale auto-
mobiles, super-premium spirits,
luxury food and beverage suppli-
ers and higher-end appliances. In
the course of such testing and
continual development, the instru-
ment may be refined and upgrad-
ed with new items, measurement
levels and techniques. The general-
izability of the scale should be es-
tablished by conducting research
that includes demographic and be-
havioral segments, as well as other
geographic locations where cul-

tural differences may be at work.
Finally, the scale should be uti-

lized in real-world settings where
marketing problems of prestige
brands need to be solved. Strategic
and tactical applications will permit
the ultimate validation test. They
also will generate new, important
streams of research on this critical
and neglected area.  |Q
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Class Prestige Golf Equipment Prestige Wines

Excellence Status TaylorMade Titleist Kendall- Robert 
Conferral Jackson Mondavi

low low .5225 .5433 .4150 .3339

low high .2233 .1248 .1198 .1915

high low .1781 .2698 .3610 .3016

high high .0761 .0620 .1042 .1730

Table 5: Joint Profile Class Sizes of Prestige Brands
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A
Advertising agency executives have
long been wary of recall testing.
They worry that single-exposure re-
call tests do not represent the im-
pact of multiple advertising expo-
sures and that guidelines for
generating high recall inhibit cre-
ativity. They contend that advertis-
ing recall is less important than per-
suasion. They fret that recall scores
are lower for new products and
services. Some agency executives
complain that low recall scores lead
to uncompensated agency labor on
new, clutter-busting campaigns that
clients demand. In addition to these
concerns, numerous agency execu-
tives and many clients believe that
recall scores have edged downward
recently. Executives attribute this
movement to the distractions of the
Internet and video games, increasing
advertising clutter and demands on
consumers’ attention in the first
decade of the 21st century.

If advertising recall has declined
over the years, comparisons with
historical databases must be adjusted
or databases must have a limited

time frame with norms that reflect
only the past five to 10 years of
data. If recall has remained constant,
such adjustments, and the attendant
worries, are unwarranted. If recall
has increased over the years, the in-
dustry will need to adjust expecta-
tions upward.

We decided to examine the data-
base of television commercials that
we recall-tested over the past few
decades. The segment of commer-
cials we analyzed consists of over-
the-counter health and beauty aids
and household products. These cat-
egories limit the scope of our re-
port; we do not claim that our
findings represent recall scores for
automobiles, financial services,
fashion, telecommunications, soft
drinks and countless other types of
advertising. We do feel that the
findings merit consideration by all
marketers and their advertising
agencies. We invite executives en-
gaged in categories that we have
not analyzed to conduct a longitu-
dinal study of recall scores and
share them with our industry.

For our analysis, we mined our
database of over 500 30- and 15-
second television commercials. Our
recall test method entails recruit-
ment of a random sample of re-
spondents to watch an on-air TV
show who are told that they will be
called back the following day for
their reactions to the program. The
day after exposure of the advertis-
ing, respondents are asked if they
saw a commercial in the category
of the test commercial. If a further
recall aid is needed, they are given a
cue for the product’s brand name.
We look at two key recall measures:
related recall, when the respondent
is able only to play back a generic
sales message that is universal to the
category, and proven recall, which
is met when the respondent can
describe specific visual or audio el-
ements in the commercial or ex-
press a unique sales message from
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Ad recall trends:
over, under, sideways, down?

by the numbers

Editor’s note: Robert J. Morais is a
principal at Weinman Schnee Morais
Inc., a New York research firm. He can be
reached at 212-906-1900 x26 or at
rmorais@wsm-inc.com.

By Robert J. Morais>
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the commercial. We divided the 30-
second commercial database into
two segments, 1978-1991 and 1992-
2005, and the 15-second commer-
cial database into two segments,
1985-1995 and 1996-2006. We
compared mean recall results for
each commercial length across the
time periods.

For 30-second commercials, we
found that average related recall
dropped from 24.7 percent to 22.5
percent and that proven recall was
flat, from 21.7 to 21.5. For 15-sec-
ond commercials, related recall de-
creased from 18.7 percent to 16.6
percent and proven recall from
17.4 percent to 15.6 percent. We
isolated more recent data and
found a slight uptick for related
and proven recall, but the larger,
longer-term data sets are more in-
dicative of a trend. We suspect that
the long-term changes are linked
to increased commercial clutter
and distractions like the Internet.
Our methodology controls for
some distractions because we in-

struct respondents to tune into a
particular program, but we can not
control whether or not they are
surfing the Internet while watch-
ing the program.

What can we conclude from these
findings? Advertising executives and
marketers can relax a bit; recall
scores in the categories we tested
have not tumbled dramatically. Still,
a two-point decrease in advertising
recall is statistically significant for
our database. Executives who corre-
late that reduction with lost sales
will certainly worry - and they will
press harder to create advertising
that is remembered. For many com-
panies, this change is so small that
they will not see cause for concern.
Companies that attribute the down-
ward recall trend to competition
from other media may become
more aggressive in adopting online,
word-of-mouth and other less tradi-
tional venues.

Don’t overreact
We suggest that recall tests con-

tinue to be read closely but we do
not recommend overreacting to
the trend that we uncovered. Ad-
vertising research is an aid to, not
a substitute for, judgment and re-
call testing is one of several tools
that support our judgment. Assess-
ments of comprehension, likeabil-
ity, persuasion and other variables
also play a key role in the deci-
sion-making process. Professor
Joel S. Dubow suggests that we
think of “recall as the ignition
system of an automobile and per-
suasion as the fuel system” and
notes that “the fuel system doesn’t
get a chance to perform its func-
tion if the ignition system is too
weak to start the car.” 

Now that we know that the ig-
nition system is not performing
the way it used to, we should
check the fuel gauge. Have norms
for persuasion and other commu-
nication measures also changed in
the past 20 to 30 years? That
question should be examined on
another day.  |Q
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More Importantly:
wouldn’t you like to?

As the methodological leader in sampling with Government, Social Science,

and University researchers, along with years of design expertise gained from

working in and for research companies, we've developed a number of inventive

multi-mode design solutions that can maximize rates of response and 

representation, while providing true respondent choice in data collection:

Bias, response rates, professional respondents, representation, sample frame integrity:

We hardly hear them discussed of late in some circles … and yet, like the laws of physics

… these concerns are a permanent and undeniable part of every researcher's Universe.

All too often, you are presented with a “solution” that has everything to do with a 

vendor's business model, and precious little with the integrity of your research project.

GENESYS, combining forces with the SurveySavvy™ Community, has established a 

wide range of innovative solutions drawing on multiple modes of respondent contact.

Which one is right for your particular project?  We think that should be up to you.

When was the last time you
spoke with a Researcher
about your Internet
Interviewing?

www.genesys-sampling.com     800.336.7674   

� RDD Samples

� Demographic Targeting

� Census Geographies

� Postal Geographies

� PRIZM Clustering

� Listed Households

� Full Geographic/Demographic Selections

� Targeted/Lifestyles 

� Postal/DSF - 100% Address Coverage

� Internet Panels

� Hundreds of Panelist Attributes Profiled

� Internet/Telephone Calibration

� Mail Samples

� Data Append/Overlays/Modeling

� Area Probability Designs

� In-person Interviewing Samples

� Inbound/Outbound IVR Support

�

�
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The market for online research
packages may already be crowded
with competing solutions, but there
is still room at the top for quality
solutions that go beyond the first-
generation products which abound
today. It is a position that one rela-
tively new entrant to the market -
Vision Critical, a Vancouver start-
up which launched in 2003 - is
aiming for. With over 120 clients
already signed up, it is showing
early signs of success. It is the
brainchild of veteran Canadian
marketing researcher Angus Reid,
whose eponymous research compa-
ny became the Canadian arm of
Ipsos a few years ago. The benefit
of having Reid’s critical vision -
informed not by technology but
by a practical knowledge of re-

search and an up-to-date under-
standing of the issues the industry
faces - shines through clearly in
the product.

More than any other software I
have reviewed to date, this is a
product that acknowledges almost
equally the needs of researchers,
research clients and, with impecca-
ble grace and style, the often over-
looked needs of respondents. If
you are looking for a more respon-
dent-friendly way of conducting
research, then this could be your
ideal starting point. 

The software is provided exclu-
sively as a hosted ASP solution -
the company is not interested in
providing an enterprise solution -
and all of its capabilities are in-
voked from a Web browser inter-

face. For this and other reasons, it is
a solution which will appeal more
to researchers and insight managers
working within commercial enter-
prises rather than the larger re-
search company. But smaller re-
search and consulting practices
could also find this brings them the
means to compete with big guys
with online surveys and panels. It
comprises five key functional com-
ponents: panel member administra-
tion, sampling, a nifty survey au-
thoring tool, survey deployment
and two reporting modules: a sim-
ple real-time tool and a more ad-
vanced tool about to emerge from
beta testing. While other providers
vacillate between building reporting
systems for online interaction via
data portal or complex reports
(such as those produced with
Quantum) Vision Critical’s new
Dynamic Reports module does ei-

28 |  Quirk’s Marketing Research Review | October 2007 www.quirks.com

Vision 
Critical

software review

Editor’s note: Tim Macer, managing
director of U.K. consulting firm meaning
ltd., writes as an independent software
analyst and advisor. He can be reached at
tim.macer@meaning.uk.com.

By Tim Macer>

Pros
• Integrates powerful panel management 

with online surveys and real-time reports
• Respondent-friendly and online community-

building features
• Makes all pre-existing data available to all 

new surveys, both quant and qual

Cons
• Authoring and management is Windows- 

and IE-only
• ASP-only, which requires a stable Internet 

connection to use
• No enterprise version offered

Vision Critical (www.visioncritical.com)

mailto:tim.macer@meaning.uk.com
http://www.visioncritical.com
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ther or both from the same inter-
face. Reports are either published
as PDF, Excel or Word files, or are
published to a Web server and then
dynamically updated when the data
is changed.

Slow to provide tools
Research technology firms have
been slow to provide adequate tools
to let researchers build and admin-
ister panels for themselves, and
some are still equivocating about
doing so. Even among the tools that
offer so-called panel support, the
hard work of panel administration,
incentive management and creating
the “community” aspects of the
panel is often left up to the user,
requiring the writing of software or
sourcing of third-party applications
to do the job. Vision Critical comes
with these online community-
building capabilities as standard fea-
tures. For example, it provides the
means to edit your own online
newsletter for panel members. It
offers a content management sys-
tem to let you publish findings and
reports to your panel members,
which is critical when creating
panels of professionals in most in-
dustries. It blurs the edge between
researcher-led and participant-led
discussion by offering forums (ei-
ther using its own tool or linking
to other widely-used Web-based so-
lutions) which move it into the
realms of Web 2.0 research, with its
emphasis on user-generated content
and social interaction.

It is in the connection between
panel and surveys that one of the
principal differences of this software
emerges. Just about every other Web
survey tool organizes its results
database into discrete projects. There
may be a connection between the
panel data and the survey data, but
each project is effectively marooned
in a silo of its own. With Vision
Critical, everything is attached to
the respondent, so not only are the
profiling data available from the ini-
tial registration survey, but so too is
every item of data collected on any
subsequent survey the respondent

has taken. If you go back to the
same set of respondents in a longi-
tudinal survey, then all prior re-
sponses will be available for you to
base questions on in the next sur-
vey, or to use for routing, sample
selection or quota control, but also
at the analysis stage. As long as the
respondent was asked the question
and provided an answer, anything
can be crossed by anything.

Organizing principles
In case this sounds like chaos in
the making, with a minestrone
soup of a million questions to
choose from, order is provided
through two organizing principles.
First, there is a decent search capa-
bility, and second, questions are al-
ways grouped within the project
they belong to. Indeed, questions
must have a unique name within
each project, but can be reused
across surveys, which avoids having
to think of fresh and interesting
ways to describe age and gender on
each new project. In effect, a proj-
ect is merely a view or a slice
through the database.

It is a clever approach which you
can flex in other useful ways. You
can, for example, create a dummy
project of information imported
from external data sources, which
could be something as modest as an
Excel file containing some client-
supplied sample or data fed in from
a corporate data warehouse.

I also liked the question design
and survey administration interface
and its elegant workflow model.
They are good, but not the radical
departure from convention that the
panel module embodies, though
they are simple to use and rich in
functionality.

Switched to Vision Critical
Dru Ann Love is a primary re-
search analyst at BusinessWeek Re-
search Services. In addition to car-
rying out surveys and polls that
often appear in the pages of Busi-
nessWeek and surveys among the
publication’s print and online sub-
scribers, the research group oper-

ates as an independent full-service
custom research provider to a di-
verse range of external customers.
One of its prized assets is its Busi-
nessWeek Market Advisory Board -
a controlled access panel of many
thousands of business leaders and
opinion-formers.

At the start of the year, Business-
Week Research Services switched
to Vision Critical as its online re-
search and panel platform in order
to bring control of its panel in
house. Although the panel is actual-
ly hosted on Vision Critical’s
servers, Love is able to carry out all
of the management aspects con-
cerning the panel’s operation for
herself. “When we had the demo,
our reaction was ‘Wow! You can do
all of this.’ And once we started us-
ing Vision Critical, it was really
good. I enjoyed it - it was really
fun,” she says.

One of the first tasks for Vision
Critical was to migrate the maga-
zine’s high-profile panel into its
panel management suite. “Their role
was instrumental as we migrated
our existing panel,” Love says. “And
they used a better profiling ques-
tionnaire than we had previously.”
This has enabled Love’s group to
obtain much more complete infor-
mation about panellists. 

Love also points out the sample
selection capabilities as being a par-
ticular strength of this software: “I
have control over who I select, and
I can verify the source of my target
markets. For example, if I need to
select a target of high-level execu-
tives, I can see exactly who I’ve got,
and I know to my satisfaction that
I’ve got the group that I am target-
ing,” she says.

Her assessment of the question-
naire design module is also that it is
“attractive and easy to use.” Again,
Vision Critical, as a part of the mi-
gration process, defined templates so
that the panel members’ portal and
also the surveys have a consistent
look and feel, reflecting the Busi-
nessWeek design ethos.

Love uses the built-in reporting
features while the surveys are active.
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“I really like their online status re-
port which shows the number of
completed surveys. It gives me an
idea of how many people are taking
my survey at any particular time. If
I start noticing that I am not reach-
ing my target, then I can send an-
other e-mail blast to get some more
respondents.”

The Research Services group uses
SPSS to carry out its data analysis.
SPSS is one of the data formats sup-
ported by Vision Critical, so Love is
able to download an SPSS file ready
for analysis from the server, com-
plete with all the variables, labels
and text definitions filled in, as well
as the data.

“I have no complaints,” Love
concludes. “The software is very
good, and the people have been
nice too whenever I have needed to
contact them.”

Isn’t much to dislike
There isn’t much to dislike in what
I saw either. Although the system

places an emphasis on providing a
better environment for respondents,
and several of the demo surveys on
Vision Critical’s Web site show ad-
vanced use of Flash animation for
drag-and-drop questions, product-
on-shelf animations and so on,
these are currently all custom-built.
The firm is working on the means
to create these with less effort - as
are some of its competitors - but
there is no magic solution yet. And
while the interview part is plat-
form- and browser-neutral, it is a
pity that you can only use Mi-
crosoft Internet Explorer on Win-
dows for any of the admin or cre-
ation functions. Haven’t they
noticed how many Web designers
are using Macs these days?

Its cost model is appealing. There
is none of the complexity of vol-
ume-based pricing with the equally
opaque volume-based discounts that
most online Web survey providers
follow. Vision Critical is charged in
several simple steps according to the

size of your panel database. A li-
cense for up to 5,000 panelists will
cost you $2,500 per month and
prices go up in $1,000 increments
for each additional 10,000 panel
members.

A small number of add-on mod-
ules, such as the new Dynamic
Reporting, will each add another
$300-$500 to the monthly bill, but
all of these prices are for unlimit-
ed users and unlimited servers. Vi-
sion Critical also provides set-up
and migration services, which (for
good reasons) are pretty much
mandatory, so getting going is
likely to require a one-off outlay
of $15,000 to $20,000. However,
for this, you will end up with a
working panel with all the design
work done to give you a consis-
tent look and feel for the panel
member pages as well as templates
and question libraries for your
survey design. If nothing else, this
could spark a bit of a revolution
in ASP online survey pricing.  |Q

We focus on more
than just groups.

No matter what your research project calls for – from 
focus groups to interviews to product evaluations – one 
call to the number shown below is all you need.

Choose any combination of locations 
and you’re assured of getting bids, 
discounts and having your project 
managed by an owner of a top rated 
facility.  You’ll also get updates and 
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S
u r e  y o u  t r a c k  c u s t o m e r  s a t i s f a c t i o n

s c o r e s ,  b u t  w h a t  d o  y o u  d o  w i t h

t h e  i n f o r m a t i o n ?  T h i s  i s  t h e  s t o r y

o f  a  c o m p a n y  t h a t  h a s  s u c c e s s f u l l y

c o n v e r t e d  c u s t o m e r  f e e d b a c k  i n t o  a

p o w e r f u l  t o o l  f o r  o r g a n i z a t i o n a l  a l i g n m e n t

a n d  c h a n g e .

Ten years ago, St. Louis-based Ameren Corporation did not exist. Cre-

ated in December 1997 through the merger of Cipsco Inc. and Union

Electric Co., Ameren purchased Cilcorp in 2003 and Illinois Power

Company in 2004. Today, Ameren is an energy company with 2006 rev-

enues that exceeded $6.8 billion. The

company generates and delivers electrici-

ty and distributes natural gas to more

than 2.5 million customers in four oper-

ating companies located throughout Illi-

nois and Missouri.

Senior management recognized that there

were many differences in how each of the four companies interacted with its

customers. They decided to use customer satisfaction scores as a central driv-

er for standardizing and improving service delivery across the organization. 

Richard Mark, senior vice president of energy delivery for Missouri, start-

ed asking questions about customer satisfaction. What was being measured?

How was it measured? How were the results used? Mark came to Ameren

from a hospital background, where continuous process improvement in pa-

tient-related areas was critical. He believed that Ameren needed to think

Empowering 
the people

Editor’s note: Mike Mabey is account
manager at Atlanta research firm CMI.
He can be reached at 678-805-4030 or
at mmabey@cmiresearch.com.
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By Mike Mabey

Utility uses customer
satisfaction to drive
organizational change
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Enter Atlanta research firm CMI.
Ameren engaged CMI in August
2005 to assist in designing and im-
plementing three elements of the
company’s strategy for standardiz-
ing and improving service deliv-
ery:

• a process improvement imple-
mentation team to champion or-
ganization-wide process, system
and culture changes;

• a process-focused customer sat-
isfaction market research program
that would identify opportunities
for improving satisfaction in high-
volume/high-impact company-
wide service transaction areas;

• an online reporting system for
providing customer satisfaction re-
sults to the field on a monthly ba-
sis.

Change is never easy 
One of the most important chal-
lenges surrounding the implemen-

tation of a new system is making it
successful within the context of
the organization. Organizational
change is never easy, and it needs
ongoing, high-level support and
focus. So, to ensure organization-
wide buy-in, Ameren senior man-
agement established a peer adviso-
ry panel.

The panel is a 22-person, cross-
functional team drawn from the
four operating companies and rep-
resenting key areas of the compa-
ny: construction services, corpo-
rate communications, gas
operations, call center, metering,
engineering, field services, billing
and credit, and IT. 

Senior management recruited
panel members regarded as re-
spected leaders who would be in-
strumental in gaining support for
the initiatives from all parts and
levels in the organization. 

The peer advisory panel’s mis-

sion was established to re-center
the organization around improving
customer satisfaction, with respon-
sibility for: 

• advising senior management on
customer satisfaction;

• reviewing satisfaction results
quarterly;

• identifying and prioritizing
where improvements need to be
made; 

• actively developing and leading
improvement teams; and 

• recommending changes in the
customer feedback system to target
processes that should be improved.

Establish credibility
The panel’s first essential tasks
were to establish the panel’s credi-
bility and obtain organization-
wide buy-in. Panel members iden-
tified company-wide immersion in
training of potential online report-
ing system users as the best strate-
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gy for gaining buy-in and raising
the panel’s profile. They developed
a goal of conducting 80 training
sessions in five weeks to train and
encourage employees across the

four operating companies to use
the new online customer satisfac-
tion feedback tool.

The first training session was
held at Ameren headquarters,

where CMI trained the peer ad-
visory panel members in using its
online reporting system before
panel members embarked on
their own ambitious organiza-
tion-wide training program. The
system is CMI’s Web Insights
Navigator (WIN).

Although many panel members
were reluctant to volunteer as
trainers initially because they ex-
pected the system to be complex
and challenging to learn, after tak-
ing the training themselves, all felt
comfortable enough with WIN to
sign up for the task.

Following WIN training, teams
of panel members fanned out
across the organization to conduct
the front-line manager training
sessions in two states, four operat-
ing companies and 23 divisions.
They focused on highlighting
how managers could use the
quantitative results to manage
their divisions better through pre-
vious months’ results received on
the first business day of the fol-
lowing month. In addition, man-
agers could use WIN to provide
customer verbatims to field serv-
ices crews, showing what cus-
tomers liked and didn’t like about
their service crew interaction.
This was information field opera-
tions never had before and it was
enthusiastically received. It result-
ed in immediate widespread use
of the new reporting tool. This
success, coming early on in the
process, created visibility for the
panel and raised the profile of
customer satisfaction feedback at
the operations level.

The peer advisory panel has
achieved success, both organiza-
tionally and on a personal level for
its members. Although the 22
members were initially asked to
commit to serve for only one year,
all volunteered not only for a sec-
ond year but have just re-upped
for a third year of service. 

Four steps
Development of the new market
research program involved four

A Process for Establishing the Process

Building a process implementation team requires the following:

1. The leadership of a C-level champion 

2. Creation of a peer advisory panel that represents all areas of 
the organization

3. Identification of short-term goals for quick, high-profile “wins”

4. Assembling of panel task teams with clear accountability and 
decision-making powers over specific improvement areas

5. Implementation of a successful improvement initiative based on 
customer feedback

6. Effective employee communications

7. Regular follow-up meetings to report on current initiatives and 
identify the next set of initiatives

http://www.quirks.com
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steps:
1. Identify who and what to survey.
2. Identify types of questions and

procedures common to all operat-
ing companies that would result in
actionable information.

3. Develop the questionnaire.
4. Conduct a benchmark pilot

study that would be used as a
teaching and buy-in tool for future
users of the information.

One of the concerns with
Ameren’s previous customer satis-
faction efforts was that literally
hundreds of transaction types were
surveyed, with only a few com-
pleted interviews per type. This re-
sulted in data that was anecdotal at
best and could not be used to
make decisions or determine the
severity of a potential problem.
CMI and Ameren decided to focus
the survey on a limited number of
critical areas, working together to
identify key service delivery ele-
ments common to the whole or-
ganization. This ensured strong,

defensible measurement statistics in
each area, eliminating the problem
of information that had little sta-
tistical validity or credibility.

In order to identify who and
what to survey and the types of
questions needed, CMI did the
following:

1. Conducted internal inter-
views. We began with learning
more from Ameren’s internal cus-
tomers to make sure the results of
the research program would meet
the needs of Ameren’s management
and other users of the information.
The interviews were also used to
examine hunches and current
thinking about Ameren’s customers
and begin to align internal per-
spectives. The interviews focused
on uncovering elements that are
important to customers’ satisfaction
regarding specific types of service
work, along with the elements of
the service work that could result
in actionable information.

2. Conducted external inter-

views. Commercial and residen-
tial customers were interviewed.
The results would begin to de-
fine the landscape for customer
needs and the foundation from
which to begin to develop a plan
for actionable process improve-
ment. Special attention was paid
to the language that customers
used to descr ibe processes and
their exper ience.

3. Created alignment. Based on
information collected in the inter-
nal and external interviews, the
Ameren/CMI team identified
eight customer transaction areas
that would encompass the bulk of
important customer touchpoints.
These were used as the basis for a
day-long brainstorming session
conducted with the newly formed
peer advisory panel and facilitated
by a CMI moderator. The session
resulted in internal alignment on
five transaction areas that would
serve as the focus for the organiza-
tion: new business, electric outage
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response, lighting repairs, meter
connections and gas leak response.
The discussions about which five
to choose and specific question-
naire topics for inclusion were
spirited and rewarding. An addi-
tional outcome of the session was
an acronym for the program – FO-
CUS - which stands for Field Op-
erations CUstomer Survey.

Prior to full-scale rollout of the
research program in January 2006,
a pilot customer satisfaction study
was conducted with 3,000 cus-
tomers over a six-week period.
The results were used to create a
benchmark and to serve as the
data set for training peer advisory
panel members on how to train
others to use WIN.

Slow to arrive
Easy access to timely results was
deemed a cr itical factor in
Ameren’s strategy. As mentioned
earlier, previous customer satis-
faction results were slow to ar-
r ive at the division level and dif-
ficult to use easily. WIN provides
a platform for accessing survey
results anytime, anywhere.
Monthly results are available on
the first business day of the fol-
lowing month. The results are
available for all authorized users
- from the corporate level to
state, division, operating center
and work-group levels. 

The online reporting contains
graphs illustrating key measures
and links that allow users to drill
down to more detail. All survey
results, including verbatim com-
ments, are presented online. Ver-
batims can be searched by key
word and can be sorted by re-
spondent satisfaction score, trans-
action, division, state or other
criter ia specified.

Putting a system-wide online re-
porting system in place required
four steps:

1. Determine the user set - the
levels of management that would
need access, user password hierar-
chy, etc.

2. Determine user needs - the

data users want to see and the
types of reports needed, from ex-
ecutive summaries down to cus-
tomer verbatim responses used by
field service crews in the local of-
fices.

3. Develop and test the system,
including the look and feel of the
site.

4. Train the trainers.
Development of WIN began

with an intensive two-day meeting
at CMI’s offices with representa-
tives from the peer advisory panel.
The team determined who would
be using the site, what would be
available on the site and the types
of filters that would be built into
the system so that users from all
levels of the organization could ac-
cess the results they needed.
Mock-ups of all major screens
were created so that panel mem-
bers could see what the reporting
system would look like before it
was created. This allowed them to
get internal buy-in and create ear-
ly buzz within their organization
for the new system.

Number of successes
After only two years, Ameren’s
peer advisory panel, customer sat-
isfaction market research program
and online reporting system have
resulted in a number of successes.

CMI meets with the panel
quarterly by phone and semi-an-
nually in person to review survey
results and current process im-
provement initiatives and to hold
a half-day planning session for the
next set of initiatives. Identifica-
tion of new improvement initia-
tives frequently leads to questions
about specific processes, generat-
ing the need for incorporation of
new survey questions. The result
is that the survey instrument and
WIN change regularly as new ar-
eas for improvement are identi-
fied. Of course, core questions
needed for tracking are main-
tained, but the panel has chosen
to view the survey instrument as
not just a tracking vehicle but also
as a tool for improvement, an in-

formation resource that evolves to
meet changing needs.

One area of change is in how
the divisions and service areas are
defined. After using the system,
managers quickly saw that redefin-
ition of divisions and areas would
make the information more ac-
tionable for them. By eliminating
information about functions and
activities over which they had no
control and ensuring that they
had information pertaining to the
areas for which they were being
held accountable, managers could
focus their efforts more effec-
tively. As a result, divisions have
been realigned and new divisions
added to better reflect improve-
ment pr ior ities and accountabili-
ty of managers. 

Ameren saw another interesting
behavioral shift emerge. WIN,
which was immediately accepted
and is used by all levels throughout
the organization, has allowed the
divisions to benchmark themselves
against other divisions that they
saw as comparable and use that in-
formation as the basis for improve-
ment. For example, one feature of
the system enables the user to roll
his/her mouse over an area of the
screen to bring up the best-in-class
division name and contact infor-
mation, allowing managers to easi-
ly follow up with a peer for ad-
vice. Information such as this has
opened the door for consulting
with others in the organization,
creating a more collaborative envi-
ronment.

Basis for action
Furthermore, the peer advisory
panel is using WIN results as the
basis for action, change, goal set-
ting and compensation. The results
give them places to look for im-
provements and problems. For ex-
ample:

• For electric service problems,
panel members created a process to
provide on-site communications
with the customer and/or a fol-
low-up call stating that the compa-
ny worked on the customer’s prob-
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lem and the cause of the problem. 
• Panel members also identified

a gap in communications regarding
lighting repairs. As a result of the
survey, managers determined that
customers didn’t know if or when
repairs were made, and as a result
were giving low or neutral satis-
faction scores. The panel developed
a standard for communication with
customers regarding their street-
light orders. An automated callback
is made to inform a customer that
his or her request has been com-
pleted, more extensive repairs are
needed or that the light is not
Ameren’s. This has increased light-
ing repair customer satisfaction
scores dramatically. 

• The panel identified the prob-
lem of managers being held ac-
countable for services and staff that
they do not manage. The result is
the creation of a new division that
removes those services and staff to
another division where responsibil-
ity is direct.

• The panel determined that
new-service processes were not
working as desired. An initiative
team was created and recently re-
turned to the group with a set of
recommendations for changing the
whole process, including installa-
tion of customer service staff that
are specially trained to work with
contractors, developers and others
involved in new services requests
and installations.

• For 2008, the panel is looking
at changing the service transaction
areas that are measured. Some areas
are doing extremely well and really
are not candidates for significant
improvement, although it is impor-
tant to keep the scores at a high
level. As a result, during the August
2007 meeting it was decided to re-
consider some of the areas not in-
cluded in the original August 2005
meeting to focus on new areas that
may need improvements.

Truly customer-centric
By working with the peer advisory
panel and Ameren management,
CMI has been able to bring focus

to what was previously a scatter-
shot approach to customer service
measurement. The result is an or-
ganization that is truly customer-
centric and effective at responding
to its customers’ needs.

There are five requirements for
this type of strategy to succeed: 

1. There must be visible C-level
support and encouragement.

2. The feedback mechanism must
be timely, accessible and easily
used by all levels of management.

3. The implementation team
must be knowledgeable and re-
spected by those affected.

4. The organization’s incentive
and reward system must reflect the
new focus.

5. The survey questions must re-
sult in actionable information. This
means that the survey must be
continuously reviewed for oppor-
tunities to update the content to
meet the latest needs of the organ-
ization.  |Q
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A
s part of the global Budget organization, Budget Rent a Car in South Africa

operates a large network of over 80 branches located throughout South Africa,

Namibia and Botswana. In-terminal branches at all major airports ensure that no

matter how customers choose to reach their destination, Budget Rent a Car is

never far away.

In the highly competitive car rental business, Budget strives to consis-

tently deliver world-class customer service and continuously find ways to

further improve the experiences of its customers. With the relative ease of

moving to a competitor the need to retain existing customers and build

brand loyalty are critical for success.

It is especially important to immediately identify customers who are dissatis-

fied with Budget and to rapidly address their concerns. Budget caters primarily

to the business traveler, so the lifetime value of each customer is substantial.

As most travelers are busy and in a hurry

to get to their next destination, Budget strives

to minimize the time it takes customers to

collect or return a car. As an example, the

Budget Fastbreak program removes the ne-

cessity for the customer to sign any docu-

mentation at the time of vehicle collection.

On arrival, the customer simply proceeds di-

rectly to the Fastbreak dedicated counter,

where the keys are handed over. “Unfortu-

nately these and other programs limit the op-

portunity to interact with customers at a per-

sonal level and obtain feedback about their experiences with the car or service

they received,” says Bev Vorster, Budget business support manager. “Customers

who have had a negative experience, in most instances, do not have a channel to

complain and simply move to a competitor the next time they hire a car while

sharing their negative experience with friends and colleagues.”

Driving the 
message home

Editor’s note: Johann Leitner is president
in the San Diego office of South Africa
research firm Touchwork. He can be
reached at 858-435-0722 or at
jleitner@touchwork.com.
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Cell phone-based feedback
system lets Budget 
Rent A Car respond 
quickly and effectively to 
customer complaints
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Low response rate
To get customer feedback, Budget
in the past had used pre-paid reply
survey cards. However the effec-
tiveness of this method to capture
and immediately respond to cus-
tomer issues was very poor and the
overall response rate very low. It
typically took up to three months
for a customer to get a reply to
their complaint as the survey cards
had to be delivered to a central
point at the head office, manually
captured into a computer system,
assessed by a customer service rep-
resentative, sorted in terms of type
of complaint and then an appropri-
ate response had to be formulated.
In most cases the customer simply
received a form letter from the
Budget CEO advising that their is-
sue was being looked into and
steps were being taken to avoid a
recurrence. This delayed and im-

personal method of communica-
tion had the potential of further
alienating customers and driving
them to competitors.

In 2004 the Budget corporate
customer service management team
was introduced to the ESP cus-
tomer feedback management sys-
tem developed by South Africa-
based research firm Touchwork. The
system captures and provides cus-
tomer feedback using cell phone-
based text messaging, letting Budg-
et immediately act on negative
feedback and address customer con-
cerns. Budget realized that this
would resolve many of the short-
comings of the reply card process
and enable it to further differentiate
itself from competitors.

With the widespread use of cell
phones across all sectors of the
population and the growing use
of text messaging, Budget also

wanted to be seen as an innovator
in using new technologies to fur-
ther enhance its reputation as a
leader in its space.

Core part
The ongoing customer satisfaction
campaign was launched in May
2004 and forms a core part of Bud-
get’s customer satisfaction and per-
formance management initiatives.

Budget determined that the fol-
lowing six survey questions repre-
sented the most critical issues relat-
ed to a customer’s experience. A
simple yes/no response to each
question was deemed adequate to
identify service delivery issues and
initiate follow up action.

Q.1: Did you receive fast and
courteous service when you rented
your car?
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Q.2: Did you receive fast
and courteous service when
you returned your car?

Q.3: Were our people neat
in appearance and pleasing in
attitude?

Q.4: Was your car clean in-
side and out?

Q.5: Was your car in good
mechanical condition?

Q.6: Would you rent from
Budget again?

In addition to these re-
sponses, customers had to
provide a branch code and
could include additional
comments.

These questions, along
with simple instructions on
how to send a response, are
printed on a hanger (Figure
1) which is placed on the
rearview mirror of every
car. This placement ensures
that the customer will no-
tice the survey, as the hanger
must be removed before
driving the car. Posters were
also created for display
within each branch.

As an incentive to submit a re-
sponse, customers are guaranteed
50 miles with the Voyager frequent
flyer program provided by South
African Airways (SAA). As Budget
caters primarily to business travel-
ers and has a partnership with
SAA, the majority of its customers
are SAA Voyager members and the
50 miles was deemed to be a
meaningful incentive, one repre-
senting the equivalent of miles
that could be earned via a $100
credit card purchase.

Budget branch personnel are not
required to do anything more ex-
cept than to bring the campaign to
the attention of customers. Branch
managers are instantly notified by
an SMS text message whenever a
negative response is received and

are tasked to immediately follow up
with the customer. Regional and
corporate managers are also noti-
fied via e-mail.

Fivefold increase
Since the launch of the campaign,
there has been a fivefold increase in
the number of responses versus the
number that were obtained using
the pre-paid reply cards. It is antici-
pated that as customers become
even more familiar with text mes-
saging, the response rate will in-
crease further.

All responses are stored in the
ESP database and are available 24/7
on a secure Web site. A range of
management reports is provided to
identify trends and determine a
customer satisfaction index for cor-

porate reporting purposes.
These are shown graphically
as bar, pie and line graphs and
include: response counts by
branch, region as well as to-
tals; general overview and
question breakdown; negative
feedback weekly, monthly and
total; negative feedback by
branch, region and total; nega-
tive response spread by ques-
tion. Figure 2 shows a typical
summary report of all negative
responses by question over a
six-month period.

Over 90 percent of re-
sponses have indicated that
customers are completely sat-
isfied with their experience
and have included comments
such as:

— “Very impressive service.”
— “Superb as always.”
— “Excellent service and

good rate. Many thanks.”
— “My couple of com-

plaints handled promptly.”
— “Nicely done!”
— “1st class.”
— “Efficient and helpful.”
Responses with negative

ratings have given Budget
quantitative information re-
garding areas requiring atten-
tion. This includes both

overall issues that must be addressed
at a corporate level such as improv-
ing certain processes and proce-
dures as well as issues at specific
branches.

Examples of comments received
with negative responses include:

— “Car struggled to turn over
every time I started it!”

— “Nice quick friendly service
but the parking bays need to be
open so the trolley can fit thru
when returning the car.”

— “Ensure more staff on Fridays!”

Core tools
Based on the success of the cam-
paign to date, Budget plans to con-
tinue to use the ESP system to ob-
tain customer feedback, Vorster says.
“It forms one of the core tools

Figure 1: Customers can’t help but notice the survey invitation
as it hangs from the rearview mirror of their car.
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Budget uses in its quest for service
excellence and has greatly assisted
our customer retention and satisfac-
tion initiatives.”

Budget’s assessment and conclu-
sions regarding the use of the ESP
system for its customer satisfaction
campaign are as follows:

• Text messaging is providing an
additional channel to communi-
cate with customers and help
build relationships.

• The immediate notification of
branch, regional and head-office
management ensures full visibility
of customer issues.

• Areas for improvement are
highlighted.

• Underperforming branches can
be identified, enabling Budget cor-
porate to take corrective action.

• Store managers are immediately
notified of dissatisfied customers
and can take appropriate steps to
address the issues and prevent re-
currences.

• Branch managers can compare
their performance with that of the
national average in an objective
manner and identify areas for im-
provement.

“The most significant benefit
has been the total surprise and
positive reaction of customers
when, after submitting a negative
response, they are immediately
contacted by a manager to address
their issues,” says Vorster. “In al-
most every case, customers who
had indicated that they would not
again rent from Budget were con-
verted into repeat customers with
a much-enhanced perception of

Figure 2
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Editor’s note: Joe Cardador is vice
president, research at Service
Management Group, a Kansas
City, Mo., research firm. He can be
reached at 816-448-4535 or at
jcardador@servicemanagement.com.
Mark Hunter is the firm’s vice
president of client services. He can
be reached at 816-448-4521 or at
mhunter@servicemanagement.com.

As consumers, we all understand that the shopping experi-
ence matters. There are legendary service companies like
Nordstrom that consistently go above and beyond to make

the customer experience extraordinary. Analysts largely consider
this Nordstrom’s advantage over its high-end department store ri-
vals. Consistently delivering extraordinary customer service drives
loyalty and market share. Then there are companies like Southwest
Airlines that consistently deliver on their own unique customer
promise. As evidenced by the airline’s now infamous peanut fares
commercials, everybody knows to expect on-time, friendly service
from Southwest, but not a gourmet meal or hot towel service.
Southwest’s consistent delivery of its service promise has made it
successful in a very challenging industry. You’ll notice there is a
strong keyword used when describing the service standards of each
company: consistency. While Nordstrom and Southwest make dif-
ferent promises to their customers, they both rely on well-trained
associates to consistently deliver on their promises.

In fact, it is the quality and consistency of interactions that cus-
tomers have with associates that typically defines how they perceive
their overall experience. This interaction can transform the customer
experience from satisfying to outstanding. Research evaluating how
customers assess the service experience suggests that the specific need
motivating a purchase decision, the reliability of service provided and

the physical environment all factor
into establishing customer expecta-
tions and creating customer value.
However, clues provided by associ-
ates about the level of service are
most important in exceeding cus-
tomer expectations (Berry, Wall and
Carbone, 2006).

Not surprisingly, poor interaction
with associates can have the oppo-
site effect. A recent study conducted
by faculty at the Wharton Business

School found that disengaged sales associates were the biggest cause of
retail customer dissatisfaction. The study found that 33 percent of cus-
tomers were unable to find an associate to assist them and another 25
percent felt they were ignored by disengaged associates. While cus-
tomers in the study were willing to tolerate issues like parking and
out-of-stock merchandise, poor service by associates led to more lost
business and bad word-of-mouth than any other aspect of the retail

By Joe Cardador 
and Mark Hunter
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experience (Wharton Business
School, 2007).

Certainly not all retailers should
compete on service. Retailers need
to balance the trade-offs between
managing customer demands and
operating efficiency (Frei, 2006).
However, once retailers decide to
differentiate themselves based on
service, consistent execution of serv-
ice behaviors by associates is critical.
A well-designed customer satisfac-
tion survey is an indispensable tool
in monitoring how well associates
are executing service behaviors and

subsequently delivering on the
brand’s promise. A company that has
a sustained commitment to compet-
ing on service can demonstrate that
service behaviors not only lead to
increased customer satisfaction but
also drive incremental sales and in-
crease customer loyalty in the long-
term. They accomplish this by col-
lecting and reviewing customer data
captured at the point of sale (POS). 

Dig deeper
To gain a true understanding of the
customer experience we need to dig

even deeper and investigate how the
behaviors of sales associates directly
affect the shopping behaviors of cus-
tomers. If an associate interacts with
a customer by telling them about
products they’ve personally used, will
that affect how much that customer
spends in the store? Will it affect
their likelihood to tell their friends
and family about their experience?
Will it make them come back soon-
er? Answering these questions takes
more than just a customer satisfac-
tion survey; it takes data gathered
from several sources during the cus-
tomer transaction. 

Combining customer data from a
variety of sources to improve deci-
sion-making is not a new concept.
The opportunities available to mar-
ket researchers due to lower data ac-
quisition, storage and management
costs have been discussed for years
but have come to a head due to the
recent popularity of Competing on
Analytics (Davenport and Harris,
2007). The book illustrates some of
the ways companies are using data to
make strategic decisions. Point-of-
sale  data is one source of informa-
tion about the customer’s experi-
ence. Information on each customer
transaction - date and time of visit,
items purchased, amount spent, and
even frequency of visit - are all
gleaned from POS data. Tying this
transactional information to cus-
tomer service perceptions can help
us evaluate the impact of associates’
service behaviors. 

There are a few requirements for
combining customer survey and
transactional data. First, customer
survey invitations are generated from
a POS system. Second, the invitation
must include a survey code with
enough information to uniquely
identify the transaction - this may
simply be a transaction number or it
may be a combination of numbers
including a store number, register
number, date of transaction, etc. The
data is then matched to all the infor-
mation stored in the POS system in-
cluding which items were purchased
and total sale price (see Figure 1).

Start to understand

Customer satisfaction (CSAT) survey data is tied back to transaction information using the
code entered from the POS-generated survey invitation (simplified illustration shown).
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When we dig down to the individ-
ual transaction level, we can really
start to understand how the service
experience drives financial perform-
ance. Think back to an experience
at Nordstrom or any retail store
where you felt a genuine connec-
tion to the sales associate. Suddenly,
instead of being sold merchandise,
you find yourself working with an
ally to find the items you are look-

ing for. You may have come away
from that experience spending more
than you expected, yet you were
also highly satisfied. As it turns out,
you’re not alone.

In this first example (Figure 2),
we see a major retailer who has
five steps in their service model.
When a customer experiences any
of the steps in the service model
they will spend between 15 and 39

percent more than if they don’t
experience that particular service
behavior. In this case, the strongest
drivers of transaction value are of-
fering the customer a credit card
and the step that asks an associate
to share their own experience
about a product or service.

There’s an even more powerful ef-
fect for this retailer, however, when
they begin to combine the individ-
ual behaviors in the model to create
an entire service experience. You can
see in Figure 3 that the transaction
value more than doubles, on average,
between customers who do not ex-
perience any part of the service
model and those who experience all
five service behaviors. Clearly, it is
critical for this retailer to make sure
that every associate understands the
service model and is able to execute
all behaviors associated with it.

More not always better
We have seen that proper execution
of service behaviors can positively

Average sales dollars per transaction increases dramatically when associates execute service behav-
iors. As shown here, behaviors performed by sales associates can increase sales up to 39 percent.

C

M

Y

CM

MY

CY

CMY

K

E-Tabs ad-Oct.pdf   12/09/2007   16:57:11

http://www.quirks.com


48 |  Quirk’s Marketing Research Review | October 2007 www.quirks.com

impact sales immediately through in-
creased retail purchases. However,
executing more service behaviors
may not always be better for the
bottom line. Instead, the right be-
haviors at the right time may have
a bigger impact. To illustrate, we
need to look not only at incremen-

tal sales but also at customer con-
version rates. Most retailers do not
have the luxury of staffing budgets
that would allow for 30-minute in-
teractions with every customer
who walks in the door. In addition
to training associates to execute
service behaviors, it is also impor-

tant to teach them how to break
away appropriately so that all cus-
tomers receive assistance.

While creating the “ultimate” cus-
tomer experience is great for many
reasons, most retailers need to bal-
ance this with the need to touch
multiple customers with a limited
staff. The most effective way to
achieve this balance is to prioritize
service behaviors. Figure 4 shows
conversion rates and average ticket
amounts by the number of service
behaviors executed. For this compa-
ny, conversion is most impacted by
getting the customer into the fitting
room. The key is to maximize incre-
mental sales with service behaviors
without sacrificing conversion.
Foundational behaviors that assist
customers in getting into the fitting
room need to be implemented and
executed consistently before target-
ing additional behaviors that drive
incremental sales.

Immediate payoff

Executing multiple service standards has a cumulative effect on driving incremental sales.
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These examples illustrate that there
is an immediate payoff if companies
can get their associates to create the
kind of service experience they
want. However, does the increased

transaction value come at the cost of
customer satisfaction and future pur-
chases? Not necessarily. When we
examine the link between service
behaviors and customer satisfaction,

we again find that the more service
behaviors exhibited, the more likely
customers are to be “highly satisfied”
with their overall experience (see
Figure 5). 

According to The Service Profit
Chain (Heskett, Sasser and
Schlesinger, 1997), the more satis-
fied customers are, the more likely
they are to be converted into loyal
customers. Customer loyalty is op-
erationalized on many satisfaction
surveys as the customer’s intention
to return (repurchase) and the
customer’s intention to recom-
mend (positive word-of-mouth). A
consistent finding across all of the
retailers we study is that customers
who rate their overall satisfaction
in the top box (highly satisfied)
are much more likely to intend to
return to a particular retail outlet
or recommend that outlet to
friends and family. A typical loyal-
ty curve plots satisfaction scores
against customers’ loyalty inten-
tions (see Figure 6). In this exam-
ple, highly-satisfied customers are
almost 25 percent more likely to
indicate they are highly likely to
return than merely satisfied cus-
tomers and over 175 percent more
likely than dissatisfied and highly-
dissatisfied customers. 

Because the difference between
merely satisfied and highly satisfied
customers impacts their loyalty in-
tentions so strongly, service behav-
iors that can motivate customers to
indicate they are highly satisfied
will pay dividends in customer
loyalty. But do intentions to return

Additional service behaviors increase average ticket sales, but adding just one single service
behavior has the largest influence on conversion and sales dollars per transaction.
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actually predict a customer’s true
likelihood to return? Again, trans-
actional data can be used to find
the answer. When aggregating in-
tent to return to the unit level and
examining the relationship with
comp-sales, we have to contend
with a lot of noise in our model.
Differences in store-level charac-
teristics like convenience of loca-
tion, competition and store vol-
ume may affect the relationship
between the average intentions of
all customers to return and actual
comp-sales numbers. Fortunately,
transactional data allows us to ex-
amine a customer’s intent to return
in relation to whether he or she

actually returned.
Figure 7 shows the relationship

between a customer’s intent to re-
turn and their actual likelihood of
returning. We used transactional
data that uniquely identified cus-
tomers via loyalty card numbers to
link survey results to actual return
visits. On average, customers who
said they were highly likely to re-
turn came back twice in the two
weeks following the visit for which
they took the survey. All other re-
spondents returned, on average, less
than 1.5 times. Although this dif-
ference may first appear small, get-
ting customers to visit one addi-
tional time per month could have

large impacts on sales growth.
Clearly, customer intentions are
distinct from their behaviors but
transactional analyses allow us to
link the relationship between the
two. In the absence of behavioral
data, customer intentions can be
used successfully to evaluate the
potential impact on comp-sales by
increasing the likelihood that a
customer will return. 

Cut through the clutter
The service experience matters. We
all fundamentally understand that,
but proving it can be a challenge.
Transactional level data allows us to
cut through the clutter often asso-
ciated with linking the store-level
customer experience with store-
level financial results. Transactional
analysis demonstrates clearly that
those customers who experience a
well-developed service model and
have genuine interaction with sales
associates not only spend more but
are more likely to come back
again. Linking customer survey
data to transactional data provides
organizational decision makers with
an opportunity to evaluate which
service behaviors have the biggest
impact on customer satisfaction,
customer loyalty and financial per-
formance for their brand. After the
right behaviors have been identi-
fied, continuous measurement of
customer service delivery through a
well-designed customer satisfaction
survey will ensure that consistent
execution continues.  |Q
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Ten years ago customer satisfaction was king. Today, the focus has
changed to building “advocates” and the goal is to provide a
WOW! customer experience in an effort to increase repeat business

and word-of-mouth promotion.
One industry that has done an impressive job of stepping up to

the customer experience plate is retail banking. Today, several of the
nation’s largest banks have entire departments devoted to providing
an excellent customer experience. Many are spending tens of thou-
sands of dollars to be considered for the Malcolm Baldrige National
Quality Award, which has specific criteria based on customer knowl-
edge, service and outcomes.

So how successful have these customer-focused efforts been? That
question was the impetus behind a national survey of banking con-
sumers conducted by the MSR Group, an Omaha research company. 

Initiated in the fourth quarter of 2006, the rolling tracking study
queries bank customers about their willingness to recommend and re-
purchase along with their use and quality evaluation of various bank-
ing services. The data are refreshed quarterly to ensure timely compar-
isons. An equal number of surveys are conducted within each of the
four quadrants of the U.S. as defined by the U.S. Census Bureau
(West, Midwest, South and Northeast). The study employs a random-
digit dialing technique. Respondents are screened to be at least 18
years of age and they must have utilized their bank within the previ-

ous 30 days for at least one of the
following transaction types: branch
visit, ATM, Internet or call center.

Positive news
The positive news is that the study
shows nearly 65 percent of U.S.
consumers are advocates of their
bank. (In the study, advocates are
defined as customers who are in
the top box for both willingness to
recommend and intent to open ad-
ditional accounts [repurchase].)
Looking just at this group of cus-
tomers, it is easy to see their value:
a full 88 percent have told some-

one something positive about their bank.
But advocacy is just an end result. Getting there is the real challenge

for banks. To build advocates, retail banking institutions must have a
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clear picture of their customer base
and how that fits into the competitive
landscape.

Examining the specific areas of ad-
vocacy, service quality and service re-
covery may uncover an opportunity
for those banks willing to understand
how they compare to the competi-
tion. Armed with knowledge of the
particular needs of their customers,
they can develop initiatives around
those needs.

True advocates
Much of the MSR Group’s industry
research aims to differentiate true
“advocates” from self-reported “pro-
moters” (see Fred Reichheld’s book
The Ultimate Question for a more
complete description of promoters).
Based on data gathered from the
MSR Group’s 2007 APECS client
studies, the company found that
combining responses to the “willing-
ness to recommend” (the only factor
required to be a promoter) with
“willingness to open additional ac-
counts” enhanced the predictability
that a customer would be engaged
enough to actually begin the desired
word-of-mouth promotion cycle.

In the national study, a net advo-
cacy rating (NAR) is computed by
subtracting the percentage of at-risk
and critical customers from the ad-
vocates. (Critical customers are
those who are somewhat or very
unlikely to recommend and repur-
chase. At-risk customers fall into the
“may or may not” response category
or “somewhat unlikely,” while loyal
customers are those whose responses
are mixed between at least one “very
likely” or both “somewhat likely”
response categories.)

The NAR for 2006 and 2007 is
shown in Table 1. While the national
NAR has not changed significantly
since the beginning of the study,
looking at changes within customer
segments provides both good and bad
news: the percentage of loyal cus-
tomers has increased, while the per-
centage of both advocates and at-risk
customers has decreased. Monitoring
changes within their customer seg-
ments helps banks evaluate and iden-
tify strategies to improve their NAR. 

Talked about service quality
The relationship between advocacy
and service quality is clear: nearly two
out of three advocates who told
someone about their bank talked
about service quality. In general, U.S.
consumers consider interactions at the
branch and on the Internet to pro-
vide the highest quality of service,
while ATM and call-center interac-
tions are considered to provide lower
levels of service. However, between
fourth-quarter 2006 and second-
quarter 2007, service quality ratings
declined for all service delivery points
with the exception of call centers.

Branch quality ratings decreased
from an index of 87.2 to 86.6 in just
six months, while satisfaction with
ATMs fell from 82.9 to 80.4 in that
same time frame. (The satisfaction
index is the mean of summed rat-
ings of service attributes. The high-
est possible index score is 100; the
lowest is 0.) Nationally, diminished
levels of satisfaction with ATM serv-
ices have been driven by declines in
ratings for convenience of location,
safety and security and adequate
supplies of envelopes and pens.
More than half of all U.S. consumers
are using ATMs, with 53 percent of
respondents reporting having used
an ATM at least once within the
previous three months. 

Online service quality ratings de-
clined from an index of 87.3 in first-
quarter 2007 to 85.6 by the second
quarter. At the same time, the per-
centage of consumers reporting that
they had used a bank Internet site to
monitor account balances, transfer
funds and for other account activities
jumped from approximately 32 per-

cent to 37 percent.
Online ease-of-use ratings dropped

4.1 index points. With more con-
sumers migrating to online banking
services the result is a higher percent-
age of customers who lack online ex-
perience. As these consumers work
their way through the natural learn-
ing curve, future results may show a
turnaround in ease-of-use ratings.
However, having user-friendly sites
will become even more critical as
more new users test the online bank-
ing option.

Although rated the lowest of all
service delivery points, satisfaction
with call-center service has re-
mained fairly steady, running be-
tween 80.9 and 81.7.

Margaret Moog, senior vice presi-
dent and head of customer service
for HSBC Bank USA, Buffalo, N.Y.,
believes the national comparative
norms provided by the study benefit
customers and offer banks an oppor-
tunity to differentiate themselves
from their competitors. “National
norms provide benchmarks to gauge
how well HSBC is doing against its
competition. By comparing results,
we can identify areas of opportunity
and focus our efforts on understand-
ing differences which ultimately al-
low us to improve the customer ex-
perience,” she says. 

Clarify the need
While national information provides
an industry barometer, regional differ-
ences clarify the need for banks with
branches in multiple areas of the
country to have region-specific strate-
gies for everything from the way em-
ployees interact with customers to the

2006 2007
(n=1,021) (n=1,200)

Advocates 67.2% 64.8%

Loyal 18.1% 21.9%

At-Risk 10.0% 8.5%

Critical 4.7% 4.8%

Net Advocacy Rating (NAR) 52.5 51.6

Table 1: 2006, 2007 Advocacy Segments 
Based on Branch Office Evaluation

news:the
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marketing of specific services.
Customers in the Midwest and

South are most satisfied with branch
services, giving index ratings of 88.1
and 87.4 respectively. Customers in
the West are the least satisfied, hav-
ing an index rating of only 85.3.
Consumers in the Northeast fall
closest to the national average with
an index rating of 86.1.

Usage differs regionally as well. In
the Midwest, ATM usage jumped
from 46.9 percent in fourth-quarter
2006 to 55.3 percent by second-
quarter 2007. 

At Bank of the West, with head-
quarters in San Francisco and nearly
700 branches across the country, the
regional comparisons have been use-
ful. “We have a very diverse customer
base. Everything from large cities in
California to Midwestern hometowns
with a population of 1,000,” says Su-
san Strong, vice president of sales and
service at Bank of the West. “Seeing
how the ratings differ around the
country has been very useful in un-
derstanding our markets and in work-
ing with our branches across the
United States.”

A challenge
Promoting new services in a way
that is meaningful to customers is a
challenge for many banks. Bank of
the West’s Strong notes that, while it
can be difficult, her organization has
begun an initiative to do just that.
“We have our bankers asking ques-
tions of our customers to understand
their specific needs - both present
and future - and then offering prod-
ucts that will meet those needs. It is
interesting to see how our employees
are doing overall compared to our
competition,” she says.

Nationally, bank employees have
stepped up their cross-selling efforts
over the last six months. Twenty-
two percent of customers surveyed
in the second quarter of 2007 re-
port that branch employees recom-
mended additional products and
services during their branch visit,
compared with 14 percent in the
fourth quarter of 2006.

Since beginning its cross-sell ini-
tiative, Bank of the West has experi-

enced steady growth in the number
of customers reporting that an em-
ployee had recommended additional
products or services beyond the cus-
tomer’s original inquiry. If its in-
creases continue at their current rate,
Bank of the West’s cross-selling
scores will exceed the national aver-
age by third-quarter 2007.

Problems bound to occur
In spite of a bank’s best efforts to pro-
vide an excellent customer experi-
ence through expanded conveniences
and personalized service, problems are
still bound to occur.

How a bank responds to a cus-
tomer calling with a problem or is-
sue affects the customer experience
in two ways. First, advocates are less
likely to call with a problem or is-
sue, so identifying and then reduc-
ing the incidence of problems and
issues is one strategy. Second, the
level of satisfaction with the out-
come of the experience influences a
customer’s willingness to recom-
mend and repurchase.

Nationally, 14.5 percent of cus-
tomers experienced a problem with
their bank in the last 12 months.
Problems relating to fees and
charges on their account were most
often mentioned (20 percent of re-
spondents), 11 percent said staff or
statement error and 10 percent cited
bank policies and procedures.

In general, it appears that banks
are doing a good job of responding
to customer concerns: 69 percent of
those who experienced a problem
report that it was resolved. Banks in
the Northeast tend to have higher
rates of problem resolution, with 90
percent of customers reporting that
their problem had been resolved.

The way a bank resolves a problem
does impact the future relationship
between it and the customer (Table
2). Seventy-five percent of advocates
who called with a problem said they
were very satisfied with the way it
was resolved compared to 37.5 per-
cent of those in the at-risk segment
and none of the criticals. 

While customers who never expe-
rience a problem have the greatest
loyalty, banks can still make up for
some of the resultant loss of good-
will by seeking resolution that, to
the extent possible, is acceptable to
the customer and by providing a
stellar service experience.

Service ranks highest
In addition to providing insight to
how the U.S. consumer judges his or
her bank, this study also tested how
specific attributes figure into the ini-
tial selection of a bank. Based on the
overwhelming impact of service on
a positive banking relationship, it
comes as no surprise that among the
tested attributes, providing “loyal,
old-fashioned service” ranks highest
in importance to customers when
choosing a bank. What may be
somewhat surprising is that a bank
that “gives back to the community”
ranks second while one that is “con-
servative and has a strong financial
history” ranks third in importance.

Banks that make an organization-
wide commitment to providing great
service, have systems and processes in
place to follow up immediately on
customer concerns and that never
lose sight of the need to continually
cross-sell to the needs of their cus-
tomers will thrive in the competitive
retail banking environment.  |Q

Advocates Loyal At-Risk Critical

% Experiencing
a Problem  6.3% 24.5% 34.0% 46.4%

% “Very Satisfied” 
with Resolution 75.0% 44.4% 37.5% 0.0%

Table 2: Satisfaction with Problem Resolution 
by Customer Category
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This ar ticle aims to prove that employee engagement
- and employees’ abi l i t ies to al ign their att i tudes
and behavior s with guest expectations - i s  becom-

ing the exper ientia l  f ir s t  contact touchpoint that can dif-
ferentiate one hotel from another and increase profitabi l i ty.
The l ink between predictive guest value dr iver s and em-
ployee engagement can identi fy the f inancial  value of im-
plementing internal prog rams to change employee behav-
iors. We wil l  show how management can more strateg ical ly
sequence init iat ives that address exper ientia l  touchpoints
and quanti fy what f inancial  value wil l  be der ived from in-
creased levels of employee engagement in select touchpoint
activit ies .

As all researchers understand the difficulty in gaining access to actual
sales data in this (or virtually any other) category, in a rare instance, ac-
tual guest financial and behavioral data was made available for this sur-
vey by an international hospitality brand. As such, the article proves this
approach can be practically applied, can accommodate a large number
of variables and can provide the leisure industry with a way to consider
return-on-investment measures in corporate decision-making regarding
the most time- and cost-effective way to manage the guest experience.

This project utilized a three-step integrated marketing assess-
ment to identify:

• guest values and expectations as
they relate to specific marketing,
brand and experience issues in the
leisure industry;

• the relationship between em-
ployee engagement and behavior to
guest values and expectations; and

• the financial value that will re-
sult from changes in levels of em-
ployee engagement and actual be-
havior as they relate to managing
the leisure experience.

Identify value drivers
The methodological framework utilized 1) “emotional bonding” en-
gagement assessments to identify guest value drivers and the degree
of alignment that exists between what a guest wants and to what de-
gree employees are engaged with these desires, and 2) a financial
analysis that relates the identified value drivers with actual guest visi-
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tation and spending behavior.
The research was conducted in

three regions of the United States, in
six hotels (three business hotels and
three leisure hotels). Interviews were
conducted among guests, where
names were provided by the interna-
tional hospitality brand of guests who
had stayed in each hotel within the
past three months, and front-
desk/lobby personnel to identify and
quantify the:

• drivers of guest loyalty and value;
• percent-of-contribution that 28

hotel process items made to engage-
ment, loyalty and profitability;

• order of importance of the value
drivers of guest loyalty (which de-
scribe how the guest views the cate-
gory, compares offerings, and, ulti-
mately, becomes a loyal guest);

• expectations held for each of the
loyalty drivers; and

• the financial impact on income
flows from guests and prospects that
changes in employee engagement and
behavior will bring about.

The study also measured the de-
gree to which employee engagement
with the 28 process activities aligned
with items that drive guest loyalty,
but those findings go beyond the
scope of this article.

Telephone interviews were con-
ducted with 353 guests and 100

employees. Given the lack of mean-
ingful brand differentiation for vir-
tually every brand in every product
and service category, 70 percent
(maybe more in some categories) of
the decision to become engaged
with a brand, i.e., act positively to-
ward a brand, is emotionally-based.
That is why rational, direct Q&A-
derived assessments alone, i.e., “how
satisfied were you with your stay”
questions, lack the ability to identify
real engagement effects. Certainly,
to know you is not (necessarily) to
be engaged with you.

Based upon the reality of this
70:30/emotional-rational engage-

ment ratio, Brand Keys developed
engagement assessments that are a
combination of psychological in-
quiry, direct inquiry and higher-or-
der statistical analyses. This approach
is designed to allow marketers to pre-
dictively identify and measure emo-
tional and rational sources of brand
loyalty and engagement. 

The engagement algorithm identi-
fies the top four drivers of loyalty
and engagement. It also identifies
how category and consumer attrib-
utes, benefits, and values - in this case
28 front-desk/lobby process items -
come together to form the compo-
nent “parts” of those drivers. Addi-
tionally, the assessment output calcu-
lates the individual
percent-of-contribution each makes
to the driver, and therefore, loyalty
and engagement. 

These data allow for a two-stage
analysis:

1. The identification of the loyal-
ty drivers that “describe” what
guests want from the check-
in/lobby experience.

2. How the guest values related to
financial outcomes.

Same four drivers
Three critical findings emerged from
the data:

1. Regardless of whether the hotel
was primarily business or primarily
leisure, the same four drivers of hotel
value emerged among the sample of
guests interviewed, in the same order
of importance.

Figure 1

http://www.quirks.com
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2. The four loyalty drivers were
given their names based upon an ex-
amination of their attribute, benefit
and value components: fast and effi-
cient check-in; tries to satisfy cus-
tomers; options and amenities; strives
for precision.

3. From an employee standpoint,
there is a lack of consistent similarity
in the order of hotel value driver im-
portance from one venue to another,
or from one individual hotel to an-
other. But again, this issue is beyond

the scope of this article.
Category loyalty drivers for the

ideal hotel are shown in Figure 1.
The individual loyalty drivers, their

component attributes, benefits, and
values, and the percent-of-contribu-
tion each item makes to profitability
are shown in Figures 2a-d.

Once these factors had been
identified and quantified, a statisti-
cal analysis to connect the loyalty
drivers to guest visitation and
spending behavior was conducted.

The guest data that was provided
by the international hospitality
brand covered the three-year peri-
od from 2003 through 2005.

Four aspects of the guest behavior
were evaluated (total spending; total
number of visits; total nights spent;
and spending per visit), with the
overall findings as shown in Table 1.

The predictive model developed
for this project explains the different
levels of visitation and spending be-
havior as a function of the four loyal-
ty drivers. As such, the model meas-
ures the link between the
psychological (rational and predic-
tive) drivers and the four metrics of
guest behavior using a variety of sta-
tistical approaches, linear and nonlin-
ear, to adjust for what turned out to
be skewed spending levels among the
sample of guests interviewed.

Results of the predictive modeling
and financial analysis were as follows
(Table 2):

• Of the four loyalty drivers, only
one – “tries to satisfy customers” -
was a significant determinant of total
spending dollars, with a coefficient of
2.27. This means that a 10 percent
increase in a customer’s score on that
driver will yield a 22.7 percent high-
er level of spending.

• Of the four loyalty drivers, “tries
to satisfy customers” was also a signif-
icant determinant of total spending
per visit, with a coefficient of 2.03.
Here, a 1 percent increase would
yield a 20.3 percent increase in
spending per visit.

• As might have been expected, the
number of visits to the hotel and the
number of nights stayed at the hotel
were not affected by any of the four
loyalty drivers, as the need to travel
and the time spent on a business trip
or vacation are entirely outside of the
control or influence of the hotel ven-
ue or process itself.

Build loyalty
The methodologies employed in this
study confirm that employee engage-
ment and behavior is linked to guest
expectations and that potential “fu-
ture value” created by better manag-
ing the guest experience can be cal-
culated. By doing so, hospitality

2003-2005 Mean Std. Dev Min Max

Total Spend $869 $997 $62 $10,633

Total Visits 1.2 1.2 1 17

Total Nights 3.3 5.9 1 70

Spend Per Visit $724 $679 $62 $5,141

Figure 2a

Figure 2b

Table 1
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brands can identify the kinds of ex-
periential components required to
build loyalty and profitability.

This approach shows that employ-
ee engagement - and employees’
abilities to align their attitudes and
behaviors with guest expectations -
is the experiential first contact
touchpoint that can profitably differ-
entiate one hotel from another and
can finally link guest loyalty drivers

to employee engagement.
By identifying the financial value

of employing internal programs to
change employee behaviors, the
approach provides a practical way
to consider return-on-investment
measures in corporate planning sit-
uations, allowing management to
more strategically sequence initia-
tives that address experiential
touchpoints by quantifying what

2003-2005 Fast & Tries To Options & Strives For 
Efficient Satisfy Amenities Precision 

Top 20% 105.0 113.5 104.8 98.7

Bottom 80% 103.7 107.8 103.2 101.2

Top 33% 104.3 111.8 104.3 99.2

Middle 33% 104.7 107.7 103.6 102.0

Bottom 33% 102.9 107.8 102.6 100.8

Table 2: Comparison Across Spending 
Groups - Mean Scores

Figure 2c

Figure 2d
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Tom feels as though he is teetering on the edge of a very high cliff. A hypo-
thetical market researcher working for a manufacturer of kitchen appli-
ances, he has encountered a problem that plays out again and again among

marketing researchers and product managers around the country. To obtain a clear
picture of the current and potential customers for the firm’s market line, Tom worked
with an outside research vendor to conduct an in-depth market segmentation. The
portrait of each consumer segment that emerged was truly multifaceted, incorpo-
rating demographics, purchasing patterns, attitudes toward the product class, etc.

Now it is time to prioritize the segments and to select segments with
the best sales potential for targeted marketing programs. Belatedly, it
dawns on Tom that he may be in a bind.

He needs a set of straightforward indicators to identify the segments
with the most sales potential. He senses that without these indicators, the
product managers and other executives in the company who are his inter-
nal clients will become bogged down in the swamp of facts and figures
pertaining to each segment. He is concerned that this information over-
load will drive them to base target selection decisions on simplistic sub-
jective reasoning (“My gut instincts tell me…”). Tom fears that with all
the data they may lose track of the basic targeting question: Where is the
sales potential likely to be?

Tom knows that he can turn to academic researchers for quantitative
procedures to target segments. He feels certain that, as a group, these tech-
niques would incorporate a wide range of factors and would provide a

wealth of insights. Yet he finds many
of them to be too complex to under-
stand, too dependent upon statistical
packages he rarely uses or may not
even have available, and/or requiring
the investment of substantial time in
dredging up data on profit margins,
national sales figures and other types
of internal data. Further, he suspects
that he will not be able to communi-
cate these fairly complicated ideas to
his manager clients. 

Worst of all, he fears that with all
the complexity built into the selec-

tion procedure, his managers may still lose track of the fundamental ques-
tion of which segments have the best sales potential. The vendor Tom was
working with had offered to use its proprietary analytic technique, but
judging from the vendor’s statements, Tom feels that the technique is
something of a black box (“I can’t describe the step-by-step mathematical
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procedures, but it works. Trust me!”).
And Tom is not about to trust the
project to an analytic tool he doesn’t
thoroughly understand! 

To further complicate matters, he
anticipates that he will play a prime
role in meetings with product man-
agers focused upon turning the seg-
mentation study into marketing ac-
tion. In those meetings he will be
asked numerous what-if questions,
such as, “Would we be more successful
if we targeted Segments A and B
jointly and downplayed Segment C, or
if we went after Segments A and C
solely?” In these meetings he could
well be asked about scenarios that he
had not previously analyzed. He would
then have to make targeting assess-
ments on the fly and would have to
recalculate the indicators quickly and
confidently on the spot. 

Tom needs a set of targeting indi-
cators that: 1) uses only a few num-
bers; 2) can be readily calculated by
the working practitioner; 3) is easily
communicated to non-researchers;
4) is objective; 5) can validly flag the
segments with greater sales poten-

tial; and 6) involves little or no extra
cost for the firm. 

Keep it simple
He decides to follow the KISS rule
(Keep it simple, stupid!). He looks
around for a straightforward proce-
dure that he (not just the vendor)
can calculate and still get the job
done efficiently. 

Let’s consider a set of four related
indicators - size, hit rate, return and
coverage - that Tom might consider
using, either alone or in combination
with more exhaustive procedures

(such as the technique proffered by
Tom’s vendor). As a set, these indica-
tors meet all six criteria Tom is seek-
ing. In fact, the first two indicators
(size and hit rate) are now widely
used by practitioners, but the last
two (return and coverage) are actual-
ly more generally useful.

The survey instrument Tom and his
vendor used to develop the segmenta-
tion contained, among other things: a)
“definitional” variables to identify the
segments (e.g., a consumer’s purchasing
tendencies, appliance feature prefer-
ences); and b) “targeting” variables in-

Cases Highs Size Hit Rate Return Coverage

Convenience Firsts 190 57 19% 30% 5.7% 32%

Prestige-Conscious 130 52 13 40 5.2 29

Bargain Hunters 310 31 31 10 3.1 17

Quality-Insistent 150 15 15 10 1.5 8

Joy of Cooking 220 24 22 11 2.4 13

Total 1,000 179 100% -- 17.9% 100%

Table 1

Segment Data Indicators
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dicating the likely sales potential of an
individual respondent (e.g., number of
the company’s appliances purchased,
readiness to purchase the firm’s brand).
The survey was administered to a
cross-sectional sample of 1,000 respon-
dents screened for potential purchase
of home appliances. 

Grouping procedures yielded five
segments: Convenience Firsts, Pres-
tige-Conscious, Bargain Hunters,
Quality-Insistent and Joy of Cook-
ing. Each respondent’s scores on the

sales potential variables were inte-
grated into a single dichotomous
score (high-low). High potential re-
flected a level of sales potential ade-
quate to justify the firm’s attempting
to attract a given consumer to its
line (e.g., the consumer has pur-
chased more than one of the firm’s
products in the last year and also in-
tends to consider the firm’s product
line in the next appliance purchase).
A total of 179 of the 1,000 respon-
dents were judged to have high val-

ue. Table 1 shows the number of re-
spondents (“cases”) and the number
of persons with high sales potential
(“highs”) in each segment. These are
the data points from which the four
indicators are constructed. 

These indicators are used as a set to
select segments; each fills in a different
piece of the targeting puzzle. 

• Size is the proportion of the mar-
ket found in a segment, estimated by
the percent of the sample respondents
found in each group. Here, 190 respon-
dents (19 percent of the sample) fall
into the Convenience First segment.

Size is widely used by some man-
agers (“Let’s go after the largest seg-
ment!”). But this indicator has an ob-
vious Achilles’ heel. It can be
misleading when there are great differ-
ences among the segments in their
readiness to purchase a given firm’s
products. A segment may have a large
number of consumers, but they may
be the wrong consumers! In our ex-
ample, the Bargain Hunters segment
has by far the largest number of con-
sumers (310), but fairly few of them
(31) are ready to buy Tom’s products.
In fact, for this reason, the two prime
indicators, return and coverage, show
the Bargain Hunters to be middle-of-
the-pack in targetability.

• Hit rate is the estimated probabili-
ty of a segment member purchasing
the firm’s product. It is calculated as
the proportion of respondents assigned
to a segment that has high value. Here,
of the 190 Convenience Firsts, 57 or
30 percent have a high value score. 

Hit rate is also widely requested by
managers (“Where can I find con-
sumers most likely to buy my prod-
ucts?”). This indicator is especially
valuable when the cost of each sales
contact is fairly high, e.g., when sales
depend on direct contacts by sales
representatives. In such a case, the
number of non-productive sales con-
tacts must be kept to a minimum. On
the other hand, when making a fairly
large number of unproductive sales
contacts does not involve a major
cost penalty (e.g., when sales are gen-
erated through mass media ads), hit
rate is less informative. We can see in
our example that the Prestige-Con-
scious segment provides the highest
hit rate (40 percent). 
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On the down side, hit rate can be
misleading when applied to small
segments. A segment can have a high
hit rate, but still not command
enough high-value consumers to be
profitable. Here, for example, the
Prestige-Conscious segment has the
highest hit rate but does not have the
highest number of valued consumers. 

• Return is a relative index of the
sales potential which a segment is likely
to deliver to the firm. It is estimated as
a product of the segment’s size and hit
rate. For the Convenience Firsts, this
would be 30 percent of 19 percent, or
5.7 percent. It may also be calculated
quickly as the percentage of the sample
(here, 1,000 cases) that both falls into a
given segment and also has high value
(57 for Convenience Firsts). 

Return is perhaps the most valu-
able of the four indicators for general
use, as it incorporates the benefits of
both size and hit rate. Of the four, it
is the single best guide to how many
customers might be expected to be
delivered from each segment. Return
does not have either of the short-

comings noted for size and hit rate.
• Coverage is a segment’s share of

the total sales potential found in that
market. It is gauged by the propor-
tion of those with high value found
in each segment. For Convenience
Firsts, that would be 57 of the 179,
or 32 percent. It can be roughly
translated as how much of the ex-
pected sales in that market is com-
manded by a particular segment.

While it is mathematically the flip
side of return, coverage is an easy-to-
read index when targeting multiple
segments. It reflects how much busi-
ness may be “left on the table” after
one’s targeting choices. Here, our tar-
geting Convenience Firsts addresses
32 percent of the valued customers,
but leaves 68 percent of the likely
buyers unaddressed. If it were possi-
ble to simultaneously target both
Convenience Firsts and the Prestige-
Conscious, Tom’s firm would focus
upon fully 61 percent of the likely
customers, the backbone of the sales
found in that market.

Workable guide
While more elaborate approaches to
assessing targetability are available,
these four indicators provide a work-
able guide to target selection that can
spot where the sales potential can be
found, is quick to calculate, and is easy
to communicate. Further, given that
they do not require any additional
analyses or consultation costs, these
four truly shine for those “quickie”
segmentation projects with a limited
budget and a tight time frame.

Interestingly, this set of indicators
has salvaged a project on more than
one occasion in the first author’s 30+
years of experience. In those in-
stances, a technically more elaborate
targeting procedure was used but it
“blew up” due to missing data. The
four-indicator set fortunately provid-
ed a fall-back option.

Even when used in conjunction with
more elaborate targeting procedures, it
has consistently resonated with manag-
er clients. It gets the job done.  |Q
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Business managers use data to reduce the risk of making bad or
flawed decisions. As providers of data, information and recom-
mendations for action, survey researchers must ensure the va-

lidity and reliability the decision support they provide to managers,
particularly when managers use the information to make decisions
about how precious resources are expended. A common example of
such decision support comes from what researchers call “trackers,” or
programs of research aimed at periodic and sometimes continuous
measurement and reporting of consumers’ attitudes and behaviors.

Approximately 32 percent of the revenue from online research
conducted by U.S. marketing research firms in 2006 consists of
tracking studies1. While they vary in design and usage, all of this re-
search is intended to inform important managerial decisions span-
ning various elements of marketing and organizational actions. De-
spite the obvious impact of trackers on whether companies achieve
their business objectives, little published material exists on critical
success factors for tracking research. 

Differing objectives and marketplace characteristic should dictate
how tracking programs are designed, but some best practices should
be ubiquitous. As a provider of survey research and industry educa-
tion, and as a research company with experience with tracking re-
search, Burke offers the following set of critical success factors for
designing and implementing actionable tracking programs.

• Make decisions about measure-
ment frequency based on the na-
ture of the information being
measured and the speed with
which information users can use
findings to make decisions. In or-
der to connect advertising invest-
ments to brand and advertising
awareness, ad expenditures by week
and media outlet are juxtaposed

with weekly awareness levels in the marketplace. In this and similar
cases, frequent measurement and reporting best informs business de-
cisions for the firm. However, other situations call for less frequent
measurement. For example, monitoring relational customer loyalty
often requires less frequent measurement because managerial actions
take longer to implement. Subsequent changes in performance and
opportunities for customers to experience the change require more
time, so semi-annual or annual measurement might be most appro-
priate. In sum, selecting the right interval between measurements
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will help to optimize how research
dollars are allocated.

• Choose sample sizes that ensure
appropriate precision levels. High
levels of statistical precision mean
that the estimates provided to busi-
ness managers have enough statisti-
cal precision to detect changes over
time. Furthermore, in situations
where a few percentage points make
a big difference to high-stakes deci-
sions, tracking studies must include
high precision levels (e.g., +/-3 per-

centage points). An example of such
a situation would be the use of a
customer loyalty measure to deter-
mine whether managers receive
bonuses. However, other situations
require less precision because the
stakes are not as high, and managers
only need to understand general
patterns; some general brand aware-
ness and usage trackers might fall
into this category. Because precision
levels are partially driven by sample
size, and data collection tends to be

the costliest phase of survey re-
search, researchers should select
precision levels that are appropriate
in each particular business situation.

• Keep the survey focused on the
information business managers need
in order to make good decisions.
Invariably, researchers are pressured
to include in tracking surveys quite
elaborate and often redundant at-
tribute batteries, along with exhaus-
tive sets of questions only loosely
related to the core objectives of the
measurement program. Even when
they are launched with few or no
extraneous questions, “nice to
know” survey items tend to be
added, causing respondents to en-
dure lengthy, often meandering sur-
veys. Such surveys can lower re-
sponse rates and also produce data
generated by bored, frustrated re-
spondents who become mindless
midway through the survey. By
keeping the survey focused on the
main business objectives and related
decisions to be made, researchers
enhance the quality of the informa-
tion obtained and reported from
tracking programs.

• Use statistical significance test-
ing appropriately. Because technolo-
gy enabled it long ago, researchers
sometimes cannot resist the urge to
test every measure against itself dur-
ing the previously reported meas-
urement period. In reality, this mis-
step often produces reams of
significant differences, some reflect-
ing true change and some reflecting
an annoying byproduct of signifi-
cance testing: the occurrence of
spuriously significant differences
that reflect no true population dif-
ferences (in this case changes over
time). With a 90 percent confidence
level, 10 percent of significant dif-
ferences are not true differences in
the population. However, superior
significance testing practices do ex-
ist and should be followed for
trackers. First, perform omnibus
tests (e.g., ANOVA, MANOVA) to
determine whether overall change is
present - that is, change across a set
of measures such as brand image
ratings. Second, consider adjusting
confidence levels to account for
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family-wise error rates. The appro-
priate adjustments are dictated by
whether the significance tests were
planned or not and the degree of
overlap within the set of tests per-
formed. However, simply using,
for example, a 95 percent confi-
dence level rather than a 90 per-
cent confidence level would re-
duce the incidence of spurious
significant differences. Finally,
make significance testing hypothe-
sis-driven; do not simply “com-
pare everything to everything” to
see if some comparison will “pop.”
By definition, one will, but it
might not be a result that is mean-
ingful in the marketplace.

• Interpret findings in conjunc-
tion with relevant organizational
initiatives. Most organizations have
at a minimum six to eight internal
initiatives going on at any given
time. For example, a company
might invest in a six-month training
program designed to enhance the
use of a new CRM system. Another
initiative might focus on supple-

menting large-scale advertising
campaigns with tie-ins to local
community events. In addition, ma-
jor clients might be invited to com-
pany headquarters for the unveiling
of a new product line. While these
activities might seem unconnected
to results reported from tracking
programs, each of them could have
an impact on how the tracking in-
formation is interpreted. Therefore,
researchers and end users alike must
interpret tracking data within the
broader organizational context.

• Interpret findings within the
broader competitive and environ-
mental context. No organization
operates in a vacuum. Actions by
competitors and the emergence of
new competitors change how com-
panies should allocate resources.
For some industries, government
regulations create boundaries with-
in which organizations reach and
serve customers. Furthermore, eco-
nomic and sociopolitical trends
change how consumers are influ-
enced and, ultimately, the choices

that they make. Without knowledge
of the environmental context of
findings from tracking programs,
researchers and business managers
will likely misattribute shifts in
items like brand awareness, cus-
tomer loyalty and satisfaction with
transactions. While many reports
from tracking programs include lit-
tle or none of this broad environ-
mental information, such context is
necessary for proper interpretation
of data from trackers.

• Weigh the value of changes to
sample frame, survey item wording,
scaling, etc., against the loss of com-
parability to previous measurement
waves. For nearly every survey-
based tracking program, there comes
a time when information users de-
sire a change in the measurement
system. For some organizations, the
content and structure of the survey
instrument, for example, might be
in a state of nearly continual
change. Legitimate causes for the
requested changes often exist, such
as shifts in business strategy, changes
in the competitive landscape for the
business, and changes to improve
alignment between survey data and
other operational or financial data.
However, modifications are some-
times requested for more trivial rea-
sons such as a new information user
having preference for a seven-point
rather than a five-point scale to
measure the believability of an ad.
Simply put, most methodological
changes reduce comparability of
data across measurement periods.
This reduced comparability decreas-
es one’s ability to determine
whether change over time reflects
true change or whether change is
merely a product of the changes in
methods. While political considera-
tions drive some research design
changes, and while some method-
ological changes can be “adjusted
out” analytically in part through
parallel testing, the value of each
change must be weighed against the
loss of comparability in interpreting
data patterns over time.

• Fully understand how findings
from the tracker will be used within

http://www.quirks.com


www.quirks.com October 2007 | Quirk’s Marketing Research Review   |  75

the organization. Tracking programs
that truly shape a company’s strate-
gy and tactics start with the end in
mind. That is, how information will
be distributed and used must be es-
tablished early and used to make re-
search design decisions, specifically
those related to sampling, survey
construction and data analysis and
reporting. Early qualitative research
allows researchers to hear what
business managers need from track-
ing programs in order to improve
the quality of their marketing and
operational decisions. In addition,
actually shadowing one or more in-
formation users can allow re-
searchers to understand how track-
ing research results can be used to
improve how companies operate.
Thus, while the methods differ
across situations, researchers must
understand how decision makers
and decision influencers use track-
ing information to achieve their
business objectives.

• Hold periodic program re-
views. To the extent that daily

management of tracking programs
involves many discrete activities
and many individual changes to the
design, it sometimes becomes diffi-
cult to envision the broader pur-
pose of the research. In addition,
different client contacts and infor-
mation users have different ways of
operating, and shifts in personnel
often require rearranging priorities
and changing communication ap-
proaches. Accordingly, stakeholders
should hold periodic program re-
views wherein researchers, decision
influencers and decision makers
jointly evaluate various elements of
the tracking program. Topics for re-
view can include core design com-
ponents, as well as the “softer” as-
pects of implementing large-scale
survey research. These softer aspects
can include how results are posi-
tioned, how and when project
team members communicate and
the overall health of the profession-
al relationships among project team
members. Holding a program re-
view annually can be a worthwhile

investment to ensure the success of
survey-based tracking programs.

Not that simple
At first glance, a tracking program
might seem to be one of the easier
forms of survey research: design an
approach and keep repeating it.
However, anyone who has imple-
mented tracking programs knows it
is not that simple. An abundance of
operational details, paired with
many forces that mandate changes
in the measurement approach from
period to period continually chal-
lenge the team of researchers run-
ning a tracker. The best practices
described here can assist such re-
searchers in maintaining the validity
and usability of these all-important
tracking programs.  |Q
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Using collective learning from present and previous
corporate-based research exper iences, with past sup-
plier-side employment, this article offers practical sug-

gestions for the internal research team aspir ing to strengthen
its customer relationships and increase its overall organiza-
tional value.

Unlike their supplier-side counterparts who prospect and recruit
clients, by default of their own arrangement, in-house research teams
are duty-bound to supporting an established, predefined customer base:
their colleagues in other functional areas of the same organization.

This institutional marriage enables distinct advantages. Along with
bringing to the corporation accessible, cost-effective research expert-
ise, the team likewise possesses an intense intimacy with the enter-
prise’s industry, strategy, business model and inside processes. 

And that deep-seated closeness to the client business is something
rarely achieved by outside research suppliers.

Similar client challenges
Corporate-based research practitioners and their supplier-side equiv-
alents face similar enduring client challenges. 

Much like research suppliers, in-house research teams manage cus-
tomers charged with conducting satisfaction programs, usability tests

and product development research
because operating procedures, an
executive or accreditation body
dictates “it must be done.” Fre-
quently this forced or compulsory
exercise produces detached clients,
with little concern for sound study
design and execution “so long as
something gets done.” 

Moreover, internal teams also en-
counter end-users who don’t un-
derstand research or appreciate its
limitations. Consider customers
who accept low sample-size results

or findings from a handful of focus groups as absolutes for the basis
of decision-making and long-term strategizing. Or the manager who
believes that happenstance telephone calls with a few clients is a vi-
able “research program.” And how can we overlook the customer
who unfailingly interprets unfavorable findings as “simply bad re-
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search”?
Research inherently requires

some degree of methodological ap-
proach, structure and discipline, as
the value of any data is only as
good as the process used to obtain
it. For those customers on the front
line of fast-moving, dynamically
changing marketplaces this may ap-
pear rigid, time-consuming and
perhaps just too much of an obsta-
cle “to have to deal with.”

Further complicating the situa-

tion, and sometimes correctly, re-
searchers can be perceived as being
too focused on research and not
concerned with or aware of larger
business perspectives.

It is perfectly acceptable for
clients, internal and external, to not
be researchers themselves, because
it’s the researcher’s job to be the re-
search authority, while the end-user
ought to remain the expert of their
line of work, be it human re-
sources, product management, mar-

keting, sales or training.
Yet, the situation as a whole pres-

ents a promising opportunity for
in-house researchers to demon-
strate, in significant, not “too re-
search-ey terms,” the value the
team brings to the table to attain
strengthened client partnerships and
greater organizational success.

Following are some pragmatic
items for in-house research teams
to take into account in building
shared internal partnerships.

The research team must be-
have as a true team. Take an ob-
jective inventory of the research
team’s performance behaviors and
correct deficiencies early. It is unre-
alistic to expect clients to partner if
the research team itself is disorgan-
ized, unfocused and unable to con-
sistently model the competencies
that support collaboration, open
and constant communication and a
culture of customer service. Re-
member, a team is not just a collec-
tion of individuals but rather a
group of people purposefully as-
sembled and synergized to accom-
plish specific goals.

Assume the role of a con-
sultant. The research team should
make every effort to be a preemi-
nent, trusted business advisor for
its clients. Toward that end, it is
important to ask many questions
and show appreciation for the cus-
tomer’s strategic goals and situa-
tion, including internal political
considerations. It is critical that
appropriate research team members
be included in client meetings, dis-
cussions and e-mail exchanges -
and vice versa. Equally, the re-
search team has an obligation to
proactively educate and inform its
clients on the topic at hand, just as
an outside consultant would. A
successful partnership requires
two-way communication, empathy
and mutual respect.

Formulate and share project
plans. Project plans that are writ-
ten and contain critical elements -
for example, program objectives,
key milestones, the roles and obli-
gations of each party along the way

http://www.quirks.com




80 |  Quirk’s Marketing Research Review | October 2007 www.quirks.com

- are very important to managing
expectations and maintaining ac-
countability. You may even request
that the client sign plans with the
team as a service agreement. Keep
in mind, success requires that realis-
tic goals and objectives are estab-
lished and agreed upon - ideally be-
fore a project commences.

Share a common language.
Jargon should be kept to a mini-
mum, however undoubtedly the re-
search team will use terms - n-size,
mean score, top two-box, index, sig-

nificance testing, correlation coeffi-
cient, conjoint analysis, to name a
few - and clients too will use lan-
guage or acronyms unfamiliar to the
research team. That’s okay. In con-
versations and exchanges, have
clients repeat back what they heard
and similarly take steps to under-
stand their language and repeat back
to them what you heard and under-
stood. 

Involve clients in the research
process. Including clients can help
them understand firsthand the re-

search process and perhaps develop
a long-term appreciation. Have cus-
tomers initially document project
objectives, desired outcomes and
envisioned deliverables. Additionally,
allow them to share their perspec-
tives on the marketplace, industry
trends and the issue under discov-
ery, as they may have much to con-
tribute. Be sure to keep clients up-
dated of program progress and
developments. Bear in mind that
against today’s business realities it is
crucial that the research team be

Editor’s note: Michael Carlon is
vice president of strategic insights at
research firm OTX New York. He can
be reached at 203-561-8843 or at
mcarlon@otxresearch.com. He wrote
this article while he was a brand
building insights manager at Unilever
US, Greenwich, Conn.

T
he prevalence of 360-degree
marketing, or marketing ac-
tivation as we called it at

Unilever, is a direct result of media
fragmentation. Brands have to use
“surround-sound” tactics to reach an
ever-elusive consumer base. As mar-
keting activation has become more
and more popular among brands,
consumers are constantly being bom-
barded by messages in more and
more places. As a result, marketers
using surround-sound tactics are re-
quired to apply breakthrough think-
ing - sometimes resulting in the cre-
ation of new media vehicles and
avant-garde messaging.

Eatbigfish is a consulting firm that
helps marketers navigate these waters
successfully. Through its books Eating
the Big Fish and The Pirate Inside, as
well as through its consulting prac-
tice, this firm teaches marketers the
keys to thinking like a challenger as
well as how to encourage this thinking
throughout their organizations.

In a nutshell, the philosophy is all
about maintaining your brilliant ba-
sics (understanding your target, know-
ing the core equities of your brand,

etc.) while at the same time docu-
menting the conventions of your cate-
gory and breaking them. For example,
Apple decided to break the PC color
barrier when it launched the iMac. Jet
Blue decided to sell food on its flights
as a choice to consumers - and the
list goes on. Eat Big Fish helps small-
er brands play David to the industry
Goliaths - and the challenger mindset
helps to provide the slingshots. (Note,
the challenger mindset is also useful
to those larger brands who may be
the Goliaths of their industry by help-
ing them to think like a David.)

Not limited to marketers 
This line of thinking is not limited to
marketers; researchers can apply a
challenger mindset to their roles
within organizations. We will always
be asked to maintain our brilliant
basics (understanding HH panel
data, product/category forecasting,
tracking consumer trends, maintain-
ing technical skills, etc.). However,
there are many conventions and
beliefs that we as researchers must
be willing to break in order to main-
tain relevance with our marketers as
well as grow as a discipline.

Written from a marketer’s perspec-
tive, these include:

• “Marketing research costs too
much money, and I don’t really see a
return on this investment. I would
rather take this money and place it in
a different area.”

• “Fielding a study takes too much

time. I can’t wait four weeks to have
this information - I needed it yester-
day.”

• “My consumer and marketing in-
sights group only serves to evaluate
or kill my ideas.”

While seemingly separate, these
three viewpoints are all related. And
while marketers would like to think
they are a result of some flaw in the
research process, they are actually
the result of the way many marketers
choose to work with their re-
searchers. How many times has an in-
ternal client come to you with the fol-
lowing type of request?

“We have briefed the agency to
come back with some ideas as to how
we can best launch Product X. We
have been working hard over the past
two months, and this is what we came
up with. We are going to partner with
so-and-so to generate buzz through
PR. We are doing advertorials in
Magazines X, Y and Z. We are going
to drive consumer interest through a
promotion and Web tie-in. We are go-
ing to have product placement on Re-
ality Show X and we are working with
Wal-Mart on some great retailtain-
ment programs to get products to fly
off the shelf. What we don’t have are
any consumer insights to back up why
we believe this is a great plan. The
agency made some stuff up, but it is
not that strong. We have a meeting to
sell this into the V.P. of marketing
next week and have to include some
consumer data or else the program

Moving from validation to inspiration
Researchers can change in-house perceptions by changing their deliverables

By Michael Carlon
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open to reasonable project change
requests that may arise.

Be flexible, but don’t com-
promise integrity or be an or-
der taker. In-house practitioners,
just as their supplier sector peers,
have an obligation to be good stew-
ards of the research vocation and
that includes performing within in-
dustry-accepted standards and prac-
tices. Clients likewise have responsi-
bilities to their own industry and
internal reporting structures. While
the research team must carefully up-

hold reasonable and defensible stan-
dards, it is possible to tailor study
designs and approaches to accom-
modate the realities of contempo-
rary commerce without compro-
mising research program integrity.
When appropriate, and as tactfully
as possible, be prepared to challenge
a client’s assumptions and hold the
line on project approach, objectives,
methodology and timelines. Be sure
to listen to them, and don’t with-
draw when they say “No!” Just as
they’ll question and challenge sug-

gestions and recommendations, the
research team must be prepared to
do the same. Don’t forget that this
is a partnership.

Always be mindful of “the
fine line.” While the research team
has an obligation to adhere to in-
dustry-accepted practices, the team
is also on the organization’s payroll,
and hence has a responsibility to
promote its employing brand. At
times balancing the two roles can be
difficult, but it is certainly possible
to maintain research standards while

will get delayed. We cannot afford
any delays as creative for the maga-
zines is due in three weeks and we will
miss the boat with the reality show
because of its production schedule.”

Situations like this are doomed to
failure. Costs would be astronomical
as the field time will be rushed. Not
to mention, regardless of method, it
is very hard to plan, field and ana-
lyze results in the span of one week.
Finally, it sets up the research as
something that will be completely
evaluative and not at all strategic.
What will happen if consumers hate
the idea? A lot of hard work will
have gone down the drain and the
brand will be set back in its plans. In
short, no one can end up looking
good in this situation.

To turn the above-mentioned beliefs
that marketers hold about marketing
research on their heads and to pre-
vent situations like the one outlined
above, the onus is on research man-
agers everywhere to move away from
providing a service that validates
ideas to providing a service that helps
to inspire ideas. This requires a step
change in how we as researchers work
with our internal clients. The following
collaborative process will aid in this
change and serve to add efficiencies
to the research process and reduce
the overall investment required in
marketing research initiatives.

Consumer immersion program 
Prior to planning initiatives and
agency briefings, the market research
manager leads key stakeholders (mar-
keting managers and their agency
partners) in a consumer immersion
program over the course of three
weeks. Week one is designed to uncov-
er all past work that has already been
done on the target as well as outl ine

key learning gaps. Week two is
designed to fill in learning gaps most-
ly on a qualitative level. During week
two, all stakeholders should have
hands-on interaction with consumers,
which may include ethnographic inter-
views, focus groups, shop-alongs, etc.
Note: These activities should be sprin-
kled with creative/projective exercises
for consumers to complete in order to
uncover thoughts/feelings that are
largely subconscious. 

During week three, the team meets
to share and group observations from
the experiences, craft insights and se-
lect which insights are most fertile for
including in an agency brief.

As a result of the program, in-
sights will help to drive the planning
process. Agencies then will have the
inspiration they require for crafting
ideas around consumer-relevant
marketing programs. Additionally,
the marketers who must then evalu-
ate these programs can do so
through the lens of the consumer.
Finally, the process can help to un-
cover those category conventions
that are ripe for change.

While the process will lead to a
number of program ideas rooted in
insight, many marketers will still
want an objective way to choose be-
tween the outcomes as they may be
unsure about which is the most ap-
propriate direction and/or manage-
ment may want some quantitative ev-
idence supporting a decision. Since
the market teams are still early on in
the planning process, there should be
more than enough time to field a
quantitative study to aid in decision-
making. This process will be efficient
as the ideas to test will already be
available and the sell-in of the re-
search will not require as much time
(with such a clear understanding of

the objectives, a questionnaire will
help write itself). In short, up-front
investment in insights will eliminate
a time crunch on the back end and
reduce costs. Finally, as ideas rooted
in insights have a higher chance of
succeeding than ideas not necessarily
rooted in insights, you reduce the
risk of having to go back to the
drawing board after testing.

The one caveat I have for testing
ideas is that it is nearly impossible to
evaluate and validate the non-con-
ventional ideas that result from
adopting a challenger mindset. Often-
times, the ideas/positionings that
stem from a challenger mindset are
so new and different to consumers
that they do not know how to react
to them. This being the case, the role
of the researcher is to inform mar-
keters about the brilliant basics for
their category and brand as well as
to outline the category conventions
ripe for change. Insight work can be
done to help stimulate ideas on how
the conventions can be changed and
even help to draw a line in the sand
that consumers would not want you
to cross while also validat-
ing/evaluating non-conventional ideas
which should not be attempted.

Change the conventions
As marketers are beginning to change
the conventions of the categories in
which they play, marketing
researchers must also change the con-
ventions of how we work with mar-
keters. By becoming known as a
department providing consumer and
marketing inspiration in addition to
consumer and marketing insights,
researchers will increase their value
to their organizations as well as bring
excitement and a sense of adventure
to the work we do. |Q
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serving the needs of your brand.
Demonstrate value. Certainly

the team will utilize external re-
search partners for data collection
and access to syndicated databases.
Rather than simply delivering those
supplier-created deliverables inter-
nally as-is, the research team must
translate the collected information
into the organization’s own lan-
guage and provide insightful impli-
cations for the business that an out-
side collaborator can’t provide. 

Don’t become too insular.
When commissioning external re-
search organizations to execute re-
search programs, either full turnkey
or select phases, take advantage of
the opportunity to choose experi-
enced outside research suppliers
who can provide objective and nov-
el insights as well as introduce the
team to emerging technologies,
such as wireless handheld devices,
eye-tracking, audio and video di-
aries, electroencephalogram map-
ping and functional magnetic reso-
nance imaging or other applications

being adopted by the research in-
dustry. Partnering with a respected
and progressive research organiza-
tion can help elevate the value that
the in-house team brings to its in-
ternal clients.

Communicate for your audi-
ence. The team must be able to
explain pertinent research data in
succinct terms for non-researchers
to grasp quickly and correctly.
Whenever possible, use pictures,
graphics, audio clips and video
footage in place of cumbersome
and exhaustive text. This is espe-
cially important when the re-
search team is supporting execu-
tives and sales channels. Often
company management and its
purchasers are not researchers
themselves. Put yourself in your
audience’s shoes and communicate
in terms that are meaningful to
their business objectives.

Significant investments 
Achieving this shared success with
internal clients requires that the or-

ganization make significant invest-
ments in the research team and that
the team be resourceful in position-
ing itself.

Invest in the team’s human
capital. From the most junior
member to the senior analyst and
manager, the organization must
earmark the assets needed to at-
tract and retain a skilled and com-
petent team. If the research team
has an incomplete lineup of talent,
it will be unsuccessful. Additional-
ly, if the research team has a lead-
ership void, the team is all but
guaranteed to fail. A triumphant
in-house research team must have
the right leadership in place and
this includes management with the
wherewithal to:

• successfully recruit and keep
qualified and talented research prac-
titioners;

• continuously make technical
and interpersonal training and de-
velopment investments in them;

• maintain constructive relation-
ships with the team’s individual
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members, clients, prospective clients
and senior leadership;

• constantly communicate rele-
vant information to both the team
and the institution at large;

• be a strong champion of the
team and promote its services and
the significance it adds to the enter-
prise;

• effectively represent the team to
secure the resources required for the
team to successfully execute re-
search programs; and

• recognize limitations and steer
the research team away from initia-
tives and exercises which have the
potential for complete failure.

Invest in the team’s techno-
logical resources. Now more than
ever, advancing technological de-
vices and applications are common-
place in sales channels, executive
suites and product development
labs. If the research team is to be
successful supporting their con-
stituencies and helping advance
their business objectives, then they
likewise need to be empowered
with the latest in analytical, data
management and communication
tools such as laptops, cell phones
and PDAs. This investment keeps
the research team on a level playing
field with its customers - reinforc-
ing the equal partnership tone - and
also helps with the recruitment and
retention of skilled and high-per-
forming team members who may
also work from remote locations. All
company expenditures are a reflec-
tion of its values and if the research
team is to be a true partner, a com-
petitive differentiator and influenc-
ing stakeholder, then the enterprise

should fill the team’s hardware and
software needs.

Brand the research team. To
help develop that true team spirit,
create a unique image and trade-
mark. By nature of the discipline it-
self, researchers have a tendency to
be uncomfortable promoting them-
selves. Establishing a distinctive
team identity for members to rally
behind may help foster cohesiveness
and increase overall team awareness
and identification amongst other
parts of the organization, especially
when co-workers continuously see
the team’s logo on reports, presenta-
tions and materials.

Educate the organization on
the research team’s capabilities.
This may be accomplished in many
ways:

• Create concise, easy-to-under-
stand branded marketing collateral
that illustrates the research team’s
product and service offerings which
can be distributed in hard copy and
electronically.

• Develop a branded “research
room” on the company’s intranet
site to post the team’s product and
service offerings, documents defin-
ing commonly used research terms,
marketing collateral that sales chan-
nels may use with its clients and
prospects, select research program
findings and of course a team mem-
ber directory.

• If possible, also include team
member photos and biographies on
that site - incorporating educational
credentials, industry association
memberships and individual team
member certifications - and make a
team member responsible for keep-

ing this material up to date.
• Formally and informally adver-

tise the team’s availability and skills
at events such as divisional and
company meetings. This may be in-
corporated in the presentation of
pertinent research findings.

• Host “lunch and learns,” Webi-
nars and one-offs to remind col-
leagues of the services and value the
team brings to the organization. 

• Sponsor a regular newsletter or
e-newsletter or participate in other
organizational newsletters and com-
munication vehicles to again remind
colleagues of what the research
team can do for them.

Be careful to not overload inter-
nal customers; information overkill
can be an enemy of the goal. But
do take advantage of the captive
audience to remind them the in-
house research team is available,
willing to participate and can aid
the advancement of their short-
and long-term goals. 

Partner with senior leaders. If
organizational circumstances facili-
tate such a partnership, the research
team should take advantage of re-
spected and visible senior execu-
tives willing to advocate the re-
search team and all it has to offer
enterprise stakeholders. This sup-
port can go a long way in reaffirm-
ing the credibility and legitimacy
of the team company-wide. On the
other hand, be cautious. In some
organizations, boardroom politics
could put the team in an awkward
position should a senior leader
have ulterior motives or lack the
knowledge with which to appro-
priately promote the research team.

Develop and uphold a macro
perspective. While maintaining
the research aptitude of the team is
paramount for success, of equal
importance is having an under-
standing of where the business is
going. Team leadership must take
the time to educate research team
members on the organization’s
strategy and contemporary initia-
tives and demonstrate how re-
search can contribute to the ac-
complishment of those objectives.
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This education effort may include
sessions with senior management
and divisional leaders presenting
their strategic visions and goals.
When team members approach
their individual number-crunching
exercises and consultative engage-
ments with a universal or broad-
ened outlook, they are better posi-
tioned to create more powerful
and useful research-based solutions
for customers, thereby increasing
the team’s overall significance.

Accept change! Perhaps be-
cause of the discipline required to
conduct sound research, researchers
generally resist change. But in
modern business, change is in-
evitable. Unexpected marketplace
and organizational developments
will no doubt require that project
plans, questionnaires, sample de-
sign, timelines and even complete
program scopes have to be amend-
ed post-conception. Don’t forget
that Darwin suggested that those
who adapt to change, as opposed to
the strong and intelligent, are more

likely to survive. And if the re-
search team is to carry on and
thrive, members must embrace
change and apply their trained dili-
gence and competence to develop-
ing those revised approaches.

Unique culture
Every organization and workplace
has its own unique culture and
norms. Against that backdrop, an
internal research team’s success is
largely dependent on devising ap-
proaches that will capitalize on
those customs and acceptable
processes. Unfortunately there is
no one-size-fits-all set of tactics.
This is an area where strong re-
search leadership is necessary to
define, chart and guide the re-
search team’s strategy.

Moreover some degree of patience
and flexibility may be required, es-
pecially in organizations with key
individuals who have a genuine mis-
understanding of the role and func-
tions of the research team.

At the same time, don’t promise

what cannot be truly delivered. Po-
sitioning the research team as a
powerful institutional shareholder
may result in disaster if the team
can’t deliver on its pledges. 

And don’t compromise integrity.
The research team will always be
caught between upholding accept-
ed industry practices and the need
to advance the employing brand,
especially in competitive spaces.
Since there are no guarantees with
research results, it is incumbent on
the research team - and particular-
ly its leadership - to develop re-
sponsible, creative strategies to
bridge the two obligations.

Powerful team
When all the right parts are in

place - properly-aligned personali-
ties, attitudes, skill sets and analyti-
cal tools - it is possible to develop a
powerful and successful in-house re-
search team, one that works well
with internal customers to build a
collaborative environment, accented
with mutual respect and lines of ac-
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Perhaps, says the report, excluding
the cell-only respondents also yields
lower estimates of technological so-
phistication. For example, the overall
estimate for the proportion of 18-25-
year-olds using social networking
sites is 57 percent when the cell-only
sample is blended with the landline
sample, while the estimate based only
on the landline sample is 50 percent.

Including a cell-only sample with a
traditional landline-based poll is feasi-
ble, but cell-only surveys are consid-
erably more difficult and expensive to
conduct than landline surveys. 

Federal law prohibits the use of
automated dialing devices when
calling cell phones, so each number
in the cell phone sample must be
dialed manually. 

It also is common practice to pro-
vide respondents with a small mone-
tary incentive to offset the cost of the
airtime used during the interview. 

The screening necessary to reach
cell-only respondents among all of
those reached on a cell phone greatly
increases the effort needed to com-
plete a given number of interviews. 

Pew estimates that interviewing a
cell-only respondent costs approxi-
mately four to five times as much as
a landline respondent.

Pollsters recognize that some type
of accommodation for the cell-only
population will have to be made
eventually. For more information visit
http://pewresearch.org.

Our cookie deletion skills are
crumbling
Results from a study on cookie dele-
tion suggest that great misperceptions
about cookies continue to drive on-
line behavior, although a smaller pro-
portion of individuals are adept at
cookie deletion. The research, by
Stamford, Conn., firm InsightExpress,
replicated a study conducted in the
spring of 2005.

The results indicate that individu-
als who choose to delete cookies
for one or more reasons possibly
misunderstand the roles and func-
tions served by cookie technology.

The most common reasons for
deleting cookies in 2007 closely
match those seen in 2005, with
freeing memory at the top of the
list, followed by protecting privacy,
increasing computer speed and re-
moving spyware. Of these top four
reasons, only privacy would be con-
sidered a cookie-related issue, al-
though it is one that continues to
be debated within the industry.

Surprisingly, despite a greater
willingness on the part of 2007 re-
spondents to participate in the sur-
vey’s test of their cookie deletion
skills, a significantly higher propor-
tion of respondents failed to delete
their cookies in 2007 than in 2005.
In 2005, 59 percent of respondents
believed they deleted their cookies,
with 35 percent truly successful. In
2007, 63 percent believed they
deleted their cookies, but only 28
percent actually did so. 

Although cookie awareness has in-
creased, there has been little move-
ment in their perceived importance.
Knowledge of cookies is even more
common in 2007 than it was just two
years ago. Today, approximately 85
percent of respondents claim they
know what cookies are, up from 77
percent in 2005. Yet today, as in 2005,
only one-third of consumers consider
cookies important when using the
Internet; over 15 percent are not sure
how they would characterize the im-
portance of cookies.

Overall, the research underscores a
need for education on the topic of
cookies and cookie deletion. Con-
sumers may not understand the func-
tion of cookies as a measurement
tool, or connect cookies with some
of the features that add convenience
and power to common Web capabili-
ties. “The reason some consumers
don’t understand the positive benefits
of cookies is because the benefits are
passive in nature, and trumped by
reasonable privacy concerns,” says
Tom Willerer, IP media director at
media agency Starcom USA. “A pos-
sible solution to proper cookie dele-
tion management is to allow con-
sumers more knowledge and control
over their information, and by digital

companies being more transparent
regarding the information being col-
lected and its intended use.”

“This study should serve as a
wake-up call to both agencies and
advertisers,” says Rick Corteville, ex-
ecutive director, media at Organic
Inc., a San Francisco marketing
agency. “As knowledge of cookies
continues to increase, marketers need
to showcase why having their cookie
on a potential/existing customer’s
machine is important or needed. Per-
sonalization features, community-
building and tailored creative messag-
ing are just some of the elements
which need to be utilized at a higher
rate moving forward. As users who
delete their cookies tend to delete all
their cookies rather than individual
ones, it is crucial to show the benefit
of cookies on user experience.”

InsightExpress fielded a behavioral
survey and a perception survey to
online respondents in both 2005 and
2007. The sample sizes for the behav-
ioral survey were: 2005 n=780; 2007
n=1,642. The sample sizes for the
perception survey were: 2005 n=300;
2007 n=1,009. Both 2005 surveys
were fielded in April of 2005, while
both 2007 were surveys fielded be-
tween mid-March and early May of
2007. The 2007 data were weighted
to match the gender and age distri-
bution of the 2005 data to rule
these demographic variables out as
potential competing explanations for
changes from year to year. The 2005
survey data have a margin of error
of +/-3.5 percent and +/-5.7 per-
cent, respectively, assuming a 95 per-
cent confidence interval. The 2007
survey data have a margin of error
of +/-2.4 and +/-3.1, respectively,
assuming a 95 percent confidence
interval. For more information visit
www.insightexpress.com.

Women more affected by
rising gas prices
Rising gas costs remain a controver-
sial issue all across the United States
and the impact is felt by many
adults. Eight in 10 U.S. adults say
they have made changes to their
lifestyles due to rising gas costs, with

Survey Monitor 
continued from page 10
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nearly six in 10 minimizing non-
critical travel, 40 percent adjusting
their spending habits and 32 percent
putting a hold on leisure road-trip
travel. 

Females are more likely to have
made changes to their lifestyle due
to the rising cost of gas (84 percent
vs. 75 percent for men) and are more
likely to have minimized non-critical
travel (61 percent vs. 56 percent) and
adjusted their spending habits (44
percent vs. 37 percent). Older adults
(those ages 45 to 54 and 55 and
over) are more likely to have mini-
mized non-critical travel (65 percent
and 64 percent respectively vs. 50
percent of those 18 to 34). Younger
respondents (ages 18 to 34) are
more likely to have driven further
to find cheaper gas (15 percent vs. 9
percent for 55 and over) and partic-
ipated in a car pool (13 percent vs.
5 percent for 55 and over). 

These are just some of the results
of an online survey of 2,057 U.S.
adults ages 18 and over conducted
by Harris Interactive, Rochester,
N.Y., between June 19 and 21, 2007
for the Wall Street Journal Online.

The vast majority of adults (94
percent) believe it is important to
reduce the energy consumption
from automobile use. Nearly eight
out of 10 consider it important to
encourage the development and use
of alternative fuels and almost
three-quarters believe it is impor-
tant to increase the fuel efficiency
standards on all vehicles. Women are
more likely to consider it important
to reduce consumption from auto-
mobile use (96 percent vs. 91 per-
cent for men), develop communities
that are more conducive to walk-
ing/biking (45 percent vs. 31 per-
cent), encourage car pooling (47
percent vs. 37 percent) or the de-
velopment/use of alternative fuels
(82 percent vs. 75 percent) and in-
crease fuel efficiency standards (76
percent vs. 69 percent).

Respondents ages 35 to 44 are
most likely to consider it important
to develop and use alternative fuels
(83 percent), while those 18 to 34
are least likely (73 percent) to say
this or even to consider it impor-

tant to increase fuel efficiency stan-
dards on vehicles (69 percent). This
could be due to a fear that the cost
of automobiles will rise as the costs
of conserving energy are passed on.

Among those who intend to pur-
chase or lease a new vehicle, 49 per-
cent would consider a hybrid vehi-
cle. Respondents ages 18 to 34 who
also intend to purchase/lease are sig-
nificantly more likely (31 percent)
to consider a gasoline-fueled vehicle
than older respondents 45 to 54 and
55 and over (24 percent and 25 per-
cent, respectively). Respondents in
the lowest income group, less than
$35,000, and in the highest income
group, more than $75,000, all of
whom are planning to pur-
chase/lease, are less likely to consid-
er a gas-fueled vehicle (21 percent
and 25 percent respectively) com-
pared to respondents who earn
$35,000-$49,900 (34 percent).

Female respondents are more like-
ly to believe the government has a
responsibility to engage in energy
conservation. In particular, over nine
in 10 females believe the govern-
ment should encourage greater fuel
efficiency (compared to 84 percent
of males) and 83 percent of females
believe the government should man-
date higher fuel standards (compared
to 75 percent of males).

Harris Interactive conducted on-
line research within the United
States between June 19 to 21, 2007
among 2,057 adults (aged 18 and
over). Figures for age, sex,
race/ethnicity, education, region and
household income were weighted
where necessary to bring them into
line with their actual proportions in
the population. Propensity score
weighting was also used to adjust for
respondents’ propensity to be online.
For more information visit
www.harrisinteractive.com.

Game advertising will top $2
billion by 2012
Game advertising spending in the
U.S. will grow from $370 million in
2006 to more than $2 billion in
2012, according to Electronic Gam-
ing in the Digital Home: Game Ad-

vertising, a new report from Dallas
research firm Parks Associates. Over
that time, game advertising will
achieve a compound annual growth
rate of 33 percent, much higher than
that of other major advertising me-
dia, including TV, radio, print and
the Internet. 

“Advertising in electronic games
had an average monthly household
expenditure of less than 50 cents in
2006, while broadcast TV was at $37,
meaning advertisers are not using the
gaming medium to its full potential,”
says Yuanzhe (Michael) Cai, director
of broadband and gaming, Parks As-
sociates. “If executed correctly, game
advertising can provide a win-win
solution for advertisers, developers
and publishers, console manufactur-
ers, game portals and gamers.”

In-game advertising will experi-
ence the highest growth rate among
the various categories of game adver-
tising methods forecasted, increasing
from $55 million in 2006 to more
than $800 million in 2012. Specifical-
ly, dynamic in-game advertising
(DIGA) in PC, console, mobile and
casual games will grow from 27 per-
cent of the in-game advertising mar-
ket in 2006 to 84 percent in 2012.

“DIGA offers several unique ad-
vantages, such as timeliness, scalabili-
ty, measurability and flexibility,” says
Cai. “But the industry will also have
to address several looming challenges,
including lack of economy, lack of
industry standards and media frag-
mentation.” For more information
visit www.parksassociates.com.

Top sites engage viewers,
encourage return visits
A new Web site benchmarking offer-
ing, the Accenture Web Evaluator,
has identified five business-to-con-
sumer (B2C) Web sites as delivering
the best brand experience to con-
sumers. The five top sites out of
more than 260 evaluated by Accen-
ture Marketing Sciences are
nike.com, ford.com, google.com, adi-
das.com and microsoft.com. 

The top sites were successful at
engaging consumers using a variety
of techniques, such as providing de-
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tailed, high-quality information in
interesting formats; building relation-
ships through interactive exchanges;
and encouraging return visits by cur-
rent and potential customers through
the use of promotions, premium
services, clubs and other online in-
novations. At the same time, Accen-
ture found that many B2C sites fall
far short of reaching their full poten-
tial to build consumer relationships
while supporting branding efforts
and product sales.

“By benchmarking the key com-
ponents among the world’s most in-
fluential business Web sites, we were
able to identify the characteristics
that encouraged or discouraged a
positive brand experience,” says Jef-
frey Merrihue, CEO of New York-
based Accenture Marketing Sciences.
“Our findings indicate that compa-
nies can get a greater return from
their marketing and brand invest-
ments by improving the functionality
and impact of their Web sites by
adding important information and
relevant services, creating engaging
features to build relationships and
improving the retail and e-com-
merce linkages.”

The Accenture Web Evaluator
scores a site on nine factors: search
and navigation; information; service;
engagement; relationship-building;
branding; e-commerce; globalization;
and number of visitors. 

The Nike site scored particularly
high in the areas of engagement, rela-
tionship-building and branding, as it
delivered instant impact with tight
integration with its offline marketing
activity and other elements to engage
the targeted customers and make it
relevant to their daily lives. For in-
stance, Accenture noted that Nike, by
using its site to market Nike+ and
NikeID, incorporated innovative
mechanisms that enable consumers to
measure and manage their running
regime and even design their own
sports shoe.

Google.com was rated as particu-
larly strong in the area of relationship
building, as the simplicity of the site’s
design enables a consumer to set up
his or her Google account and return
to a home page that is tailored to de-

liver the information that he or she
wants to access on a regular basis.
Repeat Google users can readily reg-
ister to gain access to a variety of
services ranging from maps and video
to blogs, images and news.

Ford’s U.S. site received high marks
because of its depth of product infor-
mation, which the Accenture Web
Evaluator rated as detailed, helpful
and well-presented. For instance,
people who use the Ford site can en-
ter its virtual showroom, where they
can access detailed product informa-
tion that is interactive and easy to use
and can also locate dealers, search
dealer inventory and learn about fi-
nancing options.

Microsoft.com provides online
services that create customer “sticki-
ness” and deliver value to the cus-
tomer. The site encourages visitors to
return to download software, access
user guides and tutorials and obtain
other product information.

Accenture Web Evaluator gave the
Adidas site high marks for branding,
noting that from the moment a user
arrives at the Adidas landing page, the
site delivers a high-impact positive
brand experience with a “wow” fac-
tor. That impression is sustained
throughout the site, as its design,
function and layout support the com-
pany’s “Impossible is Nothing” mes-
saging with animation, images of star
athletes and other design elements
that support the slogan and the brand
while providing visitors with infor-
mation about the company and its
products. For more information visit
www.accenture.com.

Most see mobile ads as not
relevant
Four in five consumers who watch
mobile video say they are willing to
view mobile advertising if the reward
is free content. But less than 30 per-
cent feel that mobile ads are relevant
to them. These are among the find-
ings from How People Use Mobile
Video 2007, a new report from Men-
lo Park, Calif.-based Knowledge
Networks/SRI.

Expanding upon its predecessor
in 2006, How People Use Mobile

Video 2007 details mobile video us-
age and interest among those with
video iPods, video-capable cell
phones and laptop computers, mak-
ing distinctions between those who
actually use mobile video functions
and those who do not. The report
also offers trends for 2006 versus
2007; for example, use of iPods and
cell phones to view video has dou-
bled in the past year.

“Advertisers wisely have entered
the mobile video space in a big way;
but so far many seem to have missed
the chance to leverage the unique
qualities of mobile video, such as in-
timacy and immediacy,” says David
Tice, vice president and managing
director of Knowledge Net-
works/SRI. “While mobile can in-
deed be part of larger campaigns, we
need to recognize its differences, as
well as the ways that different target
groups use the medium.”

The report shows that mobile
video users see little or no difference
between mobile video advertising
and ads on regular television, in
terms of either personal relevance or
contextual integration with the con-
tent. And, not surprisingly, most of
these consumers say that mobile
video ads are no more influential for
them than those on traditional TV.

The new report also indicates
that the proportion of users paying
for mobile video dropped notably
in the past year among both video
iPod users (from 81 percent to 61
percent) and among video cell
phone users (from 64 percent to
50 percent).

The average viewing session is
quite different for video cell phones
(46 percent of users report an aver-
age session of 5 minutes or less)
compared with video iPods or lap-
tops (53 percent of these users re-
port an average session of 30 min-
utes or more).

Viewing of movies has risen dra-
matically among those who use the
video functions on iPods (from 1
percent to 54 percent) and laptops
(2 percent to 34 percent). For more
information visit
www.knowledgenetworks.com.
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evolved from its product design and
development specialist division.
MVP is based on a simulation en-
gine, which allows marketers to
experiment with marketing dy-
namics (awareness, distribution,
promotion) and product character-
istics (concept, features, packaging,
price). The technology lets brand
and product managers explore a
variety of business scenarios and
see their immediate impact in real
time. For more information visit
www.synovate.com/marketquest.

Study looks at value to home
builders of adding electronic
amenities
Dallas research firm Parks Associates
and Washington, D.C.-based publish-
er Hanley Wood’s Digital Home mag-
azine are releasing the 2007 edition
of their ongoing Builder Insights
study, an annual primary research
study of U.S. home builders. Builder
Insights 2007 calculates the market-
ing, sales and financial benefits of
offering electronic amenities in
homes. This research assesses and
quantifies the higher profits and
shorter sales cycles that builders re-
port as a result of including elec-
tronic products in new homes. It
also identifies the recommended
sales process for reaching builders.

Builder Insights 2007 is a multi-
client project in which sponsors
participate in the design of the
questionnaires and interview
guides to address topics of special
interest to them. Topline results of
this study will be presented at
Hanley Wood’s Digital Home
Summit on November 26-28 in
Las Vegas. For more information
visit www.parksassociates.com.

ESRI updates ArcGIS Survey
Analyst, releases ArcView
workbook
Redlands, Calif.-based ESRI’s new
ArcGIS Survey Analyst 9.2 has capa-
bilities to enable users to record and
maintain survey data and continuous

parcel layers as elements that are part
of an integrated dataset and data
model, called the cadastral fabric.
ArcGIS Survey Analyst enables sur-
veyors and geographic information
system (GIS) professionals to create
and maintain survey and cadastral
data in ArcGIS. With this application
surveyors can centrally locate,
process and manage their data, en-
abling them to work more efficient-
ly. GIS professionals use ArcGIS
Survey Analyst to manage and en-
hance the accuracy of their data us-
ing existing survey methodologies.
With the latest release, record data
can be held in a continuous database
supporting a GIS system for com-
plete spatial data management and
analysis. These and other new fea-
tures and capabilities for ArcGIS
Survey Analyst 9.2 are released as
part of the ArcGIS 9.2 Service Pack
3, which can be downloaded at
www.esri.com.

A new workbook published by
ESRI Press teaches basic to complex
aspects of using GIS technology,
providing lessons in everything from
creating maps to using models for
advanced analysis. The second edi-
tion of GIS Tutorial: Workbook for 
ArcView 9 provides updated exercises
for ArcView 9.2 and is designed to
help both beginners and experi-
enced users become better versed in
GIS software functionality. Funda-
mentals such as adding layers to a
map, zooming and panning, measur-
ing distances and labeling map fea-
tures are presented. The book also
offers more advanced lessons in cre-
ating pin maps, building a personal
geodatabase, geocoding data and
conducting spatial analysis. It is
available at online retailers or at
www.esri.com/esripress.

Lightspeed gets U.K. sports
panel rolling
London-based Lightspeed Research
has launched its Great Britain
Sports Panel, an online specialty
panel which pre-identifies con-
sumers on their participation in 70
different sporting activities, from
basketball and boxing to tennis and

triathlons, as well as those they
watch. Also included are: media
chosen for following sports includ-
ing TV, radio, newspaper, Internet, as
well as live; British football (soccer),
rugby league and rugby union team
supported (international and do-
mestic); if the respondent is a sports
volunteer, referee or coach; interest
in the summer and winter
Olympics; and brands of sportswear,
footwear and equipment used. For
more information visit
www.lightspeedresearch.com.

New information product
from Euromonitor
London-based information firm Eu-
romonitor International now offers
Passport, its new industry informa-
tion system designed to support
multinational organizations with
strategic decision-making. Passport
brings together all of Euromonitor
International’s intelligence on indus-
tries, countries and consumers in
one system. The full Passport system
contains 115 million internationally
comparable industry, country and
consumer statistics, future-focused
analysis from a global, regional,
country and company perspective,
daily comment from Euromonitor’s
analysts and RealTime News, Eu-
romonitor’s online industry news
monitoring service. For more infor-
mation visit www.euromonitor.com.

Itracks builds on online focus
group platform
Saskatoon-based Itracks announced
an update to its Online Focus
Group platform. The latest version
contains changes designed to
streamline the upload and display of
media, probing questions and the
moderator’s guide. A new service,
called Media View, allows modera-
tors to display and control images,
Web sites and audio and video files
to respondents as they conduct
one-on-one interviews over the
phone. The firm also added break-
out rooms, which allow moderators
to conduct friendship or stranger-
pair conversations or small-group
exercises and then bring the break-

Product and Service Update
continued from page 14
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out groups back to the main dis-
cussion. Moderators can decide
who to group together in advance
or on the fly. They can group par-
ticipants by demographic or put
people of like mind or oppositional
opinion together. For more infor-
mation visit www.itracks.com.

Two new services from
Synovate Healthcare
London-based Synovate Healthcare
has launched the Synovate Health-
care Psychoses Therapy Monitor,
which will cover the treatment of
patients diagnosed with schizophre-
nia and bipolar 1 and 2, incorporat-
ing doctor demographics, attitudinal
data and patient records. Initial
waves of the Psychoses Therapy
Monitor will cover the U.K.,
France, Germany, Italy and Spain
(with expansion into the U.S. soon
to follow) and results will be avail-
able twice a year.

Separately, the firm also intro-
duced the Synovate Healthcare Di-
abetes Therapy Monitor in China.
It is a syndicated study combining
patient medical records with doc-
tor and patient perceptions, pro-
viding data on the diabetes market.
It currently offers clients access to
some 4,000 patient records and
200 diabetes specialists in the
country. It will be extended to
other Asian markets over the next
year. For more information visit
www.synovate.com.

System estimates concepts’
in-market potential
New York research firm Ipsos is now
offering InnoScreen, a global con-
cept screening system that provides
an estimate of in-market potential.
InnoScreen tests concepts in any
category in any country and pro-
vides a validated market potential
estimate along with guidance on
how to improve concepts.

InnoScreen can be applied to any
sector and utilizes a modeling
framework specific to that sector.
For consumer packaged goods,
InnoScreen runs on the Ipsos No-
vaction modeling engine. For the

services, durables and technology
sectors, InnoScreen uses Ipsos Van-
tis, which has a normative database
of more than 8,000 services,
durables and technology concepts.
For more information visit
www.ipsos-na.com.

Harris adds Advanced
Strategy Lab in Europe;
Web-based research platform
Harris Interactive, Rochester, N.Y.,
has launched the Advanced Strategy
Lab (ASL) in Europe. ASL is a quali-
tative research technology that pro-
vides simultaneous, anonymous in-
put from up to 24 participants, from
any location. Developed by Wirth-
linWorldwide (now Harris Interac-
tive), ASL has been in place in the
United States for more than a
decade. Using dedicated facilities,
mobile and Web-based labs, ASL fa-
cilitates brainstorming, idea genera-
tion and solution development
through networked computers in a
moderated group setting.

Separately, Harris Interactive has
introduced GlobalSynch, a Web-
based synchronized research plat-
form. It is designed for quick turn-
around projects where fast access to
results is important; situations that
require access to integrated, enter-
prise-level business intelligence; and
studies using multiple sample
sources, including customer data. For
more information visit
www.harrisinteractive.com.

New eye-tracking tools,
service from Tobii
The new T/X Series of Tobii Eye
Trackers and the Tobii Studio soft-
ware from Sweden-based Tobii
Technology provide a system to col-
lect and analyze gaze data. Tobii Stu-
dio offers a new toolbox of visual-
izations, statistics, reporting and
other tools. Features like demo-
graphic filtering/questionnaires, log-
ging and remote viewing have been
added to create a complete platform
for marketing research. Tobii Studio
is suited for evaluating all visual me-
dia such as print advertising, TV
commercials, direct marketing, out-

of-home, Web sites, software, e-mail
campaigns, online advertising, com-
puter games and interactive TV, as
well as physical elements such as
shopping shelves, packaging, store
planning etc.

New hardware characteristics such
as a much larger head movement al-
lowance, higher speed and automat-
ic optimization of bright and dark
pupil tracking make it easier for
marketing researchers to add eye
tracking to their services and per-
form tests efficiently and accurately.

In addition to the new products
Tobii has introduced a new business
model. Tobii ForSight is a subscrip-
tion and pay-per-use offer allowing
clients to get a full eye tracking lab
in-house without an upfront invest-
ment and with the right to change
configuration or to cancel at any
time. The subscription also gives ac-
cess to new training services, Webi-
nars, user meetings, test designs,
methodology and more. For more
information visit www.tobii.com.

Briefly
The National Food Laboratory Inc.,
Dublin, Calif., has launched the In-
novation Group, a 30-member in-
house organization devoted to assist-
ing companies in creating,
developing and commercializing
new food and beverage products.
The Innovation Group brings to-
gether individuals with experience
in new product strategy, ideation,
market intelligence, consumer design
and execution strategies to help
clients translate culinary concepts
into commercial products. For more
information visit www.thenfl.com.

Online social networking site
Facebook now offers Facebook
Polls, a function which allows users
to ask detailed questions, target
them to specific user segments and
receive real-time responses from
Facebook’s 31 million users based
on gender, age, school, location or
profile keyword. For more informa-
tion visit www.facebook.com/polls.php.

A joint venture of market research
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firms Latin Pulse and AcuPOLL Re-
search has created a new U.S. His-
panic consumer testing service of-
fering the ability to conduct
quantitative research among less-ac-
culturated Hispanic consumers on-
line. For more information visit
www.acupoll.com.

ComScore Inc., Reston, Va., has
debuted comScore Segment
Metrix, a new tool that works
with a variety of consumer seg-
mentation schemes to give mar-
keters the ability to track, analyze
and report Internet activity by
consumer groups. The product in-
tegrates behaviorally-defined seg-
ments, geo-demographic segments,
and proprietary, client-defined seg-
ments with the comScore online
panel. For more information visit
www.comscore.com.

Denver research firm iModerate
is now offering its Opti-
mum!nsight product, which offers
clients real-time qualitative con-
sumer feedback within 36 hours
on stimuli during the development
phase of new ads, products and
concepts. Utilizing iModerate’s
proprietary methodology and IM-
based chat platform, the firm’s
moderators conduct one-on-one
interviews to garner commentary
from consumers. For more infor-
mation visit www.imoderate.com.

Nielsen//NetRatings, New York,
has added both “Total Minutes” and
“Total Sessions” metrics to
NetView, its syndicated Internet
audience measurement service.
While NetView has always reported
average time per person and aver-
age number of sessions, the new
metrics deliver increased perspec-
tive on total engagement across
sites.

Separately, Nielsen//NetRatings
has debuted VideoCensus, a syndi-
cated online video measurement
service that combines panel and
census research methodologies and
provide an end-to-end accounting
of audience size, demographic com-

position, engagement and competi-
tive activity. For more information
visit www.nielsen-netratings.com.

NSON Opinion Research, Salt
Lake City, has formed a new divi-
sion to provide research services to
companies and their agencies in de-
veloping products and services for
consumers in their 50s and 60s.
Leslie Harris will head the new di-
vision. For more information visit
www.nsoninfo.com.

Dulles, Va.-based research services
firm Vovici is now offering the
Market Research Edition of its
EFM (Enterprise Feedback Man-
agement) Community product to-
day. EFM Community MR pro-
vides an integrated solution
including questionnaire authoring,
client collaboration, pan-
el/respondent management, flexible
deployment and real-time results
reporting and analysis. At press
time, the EFM Community Market
Research Edition was slated to be
available in fall 2007. For more in-
formation visit www.vovici.com.

U.K. research consultancy Nun-
wood has added in-store video ob-
servation to its shopper insight
services. For more information visit
www.nunwood.com.

The London office of researcher
OTX announced the expansion of
its movie tracking service to cover
Russia and China. This service pro-
vides customers in these regions
with weekly reports on consumer
awareness of and interest in feature
film releases. For more information
visit www.otxresearch.com.

Issues & Answers Network Inc.,
Virginia Beach, Va., will expand its
telephone polling facility in Con-
nersville, Ind. This call center was
opened in June with 60 telephone
interviewing stations and has been
increased to 106 stations. For more
information visit www.issans.com.

Sydney-based research process
outsourcing firm Pulse Group has
created a new qualitative division
and is now offering viewing facili-
ties for focus groups. The launch is
part of a strategic alliance between
Pulse Group and Itracks. For more
information visit www.pulse-
group.com.

London-based Research Now has
launched a proprietary online
Brazilian panel, Opiniões de Valor,
at www.opinioesdevalor.com.br. In
addition, the firm now offers a pro-
prietary research–only online panel
in New Zealand.

Power Systems Research, St. Paul,
has completed the second-quarter
update of published data and quali-
tative profiles of industry leaders
monitored in CV Link, the com-
mercial vehicle forecast. In addi-
tion, combustion engines produc-
tion volumes have been updated in
EnginLink and engine-driven
equipment production volumes
have been updated in OE Link. All
are databases available to subscribers
and based on historical, current and
forecast production volumes within
the powertrain industry. For more
information visit
www.powersys.com.

Prezza Technologies, Cambridge,
Wash., is now offering an on-de-
mand, or software-free, version of a
mobile survey system that connects
with Checkbox Online servers
hosted by Prezza Technologies.
Checkbox Mobile devices are de-
signed to complement an organiza-
tion’s Internet browser-based feed-
back collection system by offering a
way to collect feedback in the field
with handheld devices or tablet
PCs. For more information visit
www.prezzatech.com.

WAC Survey, Great Neck, N.Y.,
now offers a range of services in
the word-of-mouth arena, focusing
on blog tracking/analysis and buzz
metrics. For more information visit
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Ciao in 1999 and, following its ac-
quisition by Greenfield Online Inc.
in April 2005, had served as the
company’s executive vice president
of corporate development, and an
observer on the Greenfield Online
board of directors. Piening, who
joined Ciao in 2000, had served as
senior vice president, European and
Asian sales and operations. They will
be succeeded by Nicolas Metzke,
who has been appointed managing
director of Ciao. Metzke has been
with Ciao since 2000 and will head
Greenfield Online’s European sub-
sidiary Ciao GmbH through the sep-
aration process and the Internet sur-
vey solution business going forward.

Harris Interactive, Rochester,
N.Y., has acquired MarketShare, a
private Asian research firm with co-
located headquarters in Hong Kong
and Singapore, and Decima Re-
search, a private Canadian research
firm based in Ottawa.

SV Investment Partners, a pri-
vate equity firm, has acquired Stam-
ford, Conn.-based FocusVision
Worldwide Inc. in partnership with
the company’s management team.
Terms of the transaction were not
disclosed. In conjunction with the
transaction, SV Operating Partners
William “Jay” Wilson and Douglas B.
Fox have joined FocusVision’s board
of directors and will serve as strategic
advisors to the business.

Germany-based GfK Group has
acquired the business of Greece-
based Edge Market Research and
Consultancy, which now belongs
to a Greek subsidiary, GfK Market
Analysis. Separately the firm an-
nounced the acquisition of Stratum
Healthcare, which has offices in
Zagreb, Croatia and Belgrade, Serbia.

The Nielsen Company, New
York, reached an agreement to ac-
quire San Francisco-based Telephia
Inc., a provider of syndicated con-
sumer research to the telecom and

mobile media markets. Terms of the
transaction, which is subject to regu-
latory approval and expected to close
in the third quarter, were not dis-
closed. Telephia and Nielsen are both
privately-held companies.

Separately, in news reported after
the July/August issue went to press,
the Nielsen Company (formerly
VNU) and NetRatings Inc. com-
pleted the previously announced
merger of NetRatings with a whol-
ly-owned subsidiary of the Nielsen
Company. The merger was approved
by the stockholders of NetRatings at
a special meeting held in June. As a
result of the merger, NetRatings be-
came a privately-held company,
wholly owned by the Nielsen Com-
pany and its subsidiaries. Shares of
NetRatings’ common stock, which
prior to the merger traded on the
Nasdaq Global Market under the
symbol NTRT, were delisted from
trading on June 22.

Cambridge, Mass., research firm
Abt Associates has acquired the
strategy and research firm Schul-
man, Ronca & Bucuvalas Inc.
(SRBI). Headquartered in New York
City, SRBI will operate as a wholly-
owned subsidiary of Abt Associates
led by current President and CEO
Mark A. Schulman.

Paris-based Ipsos has acquired
Australian research firm Eureka.

Dulles, Va., research firm Vovici
has acquired assets from Seattle
survey software provider Raosoft
Inc. Under the terms of the agree-
ment, Vovici will assume responsi-
bility for providing support for
Raosoft’s existing EZSurvey and
EZReport clients for the duration
of their maintenance contracts.
Raosoft will retain all business ac-
tivities, including customer sup-
port, for its InterForm product.

Omaha, Neb., information firm
infoUSA and New York research
firm Guideline Inc. have entered
into a definitive merger agreement
to provide for the acquisition of
Guideline by infoUSA. The total

transaction value, including the as-
sumption of debt, will be approxi-
mately $41.6 million. Founded in
1969 as FIND/SVP, Inc., Guideline
reported $46 million in revenue in
2006.

Under the terms of transaction, in-
foUSA will pay $1.35 per share of
Guideline common stock, in cash,
and an amount equal to the liquida-
tion preference and accrued divi-
dends for outstanding shares of
Guideline preferred stock. The ac-
quisition will be effected by a tender
offer for all outstanding Guideline
shares, followed by a second-step
merger. InfoUSA will finance the
transaction with cash on hand and
borrowings under its credit facility.
InfoUSA expects the acquisition of
Guideline to be accretive to earnings
in fiscal 2007. The transaction, ex-
pected to close in the third quarter
of 2007, is subject to customary clos-
ing conditions.

Guideline will remain headquar-
tered in New York and will operate
independently as part of infoUSA.
Marc Litvinoff, who has been with
Guideline since 2004, will become
the company’s CEO.

Decipher Inc., a Fresno, Calif.,
research firm, has acquired Fore-
front Consulting Group, a com-
pany specializing in programming
and hosting, data management and
custom development services for
market researchers. Forefront Con-
sulting Group has changed its name
to Decipher Inc. The Forefront
team will continue to reside in the
firm’s Hollywood, Calif., office.
Forefront founders Kristin Luck
and Ji Yeong Kim will join the De-
cipher senior management team as
president, and senior vice presi-
dent, data management, respective-
ly. The combined companies will
total 52 full-time U.S.-based em-
ployees with targeted 2007 revenue
in excess of $10 million.

Market Strategies Inc. (MSI), a
Livonia, Mich., research firm, has
merged with Doxus, a Portland,
Ore., research firm. Additionally, MSI
formally announced its name change

Research Industry News
continued from page 16
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to Market Strategies International.
Doxus will become the technology
industry group within MSI.

Toledo, Ohio research firm Tren-
dex North America has purchased
the following syndicated studies from
Synovate Canada: the Canadian
Beauty Care Study, Footwear Market
Index - Canada, and Canadian Per-
sonal Accessories Study.

Alliances/strategic
partnerships
Rochester, N.Y.-based Harris In-
teractive has expanded its affiliate
network, adding Kenya-based Info-
trak Research and Consulting to
its roster.

Germany-based GfK Group and
BGK GmbH have set up a joint
venture. The new company, in which
GfK has a 70 percent stake, will op-
erate internationally under the name
of GfK m2 and concentrate on the
entertainment electronics industry.
The company is headquartered in
Hergiswil, Switzerland.

Chicago sports marketing and me-
dia services agency rEvolution has
formed a strategic alliance with
Menlo Park, Calif., research firm
Knowledge Networks through
which the two will deliver sponsor-
ship research and consulting. 

Lightspeed Research, Basking
Ridge, N.J., has formed a joint ven-
ture company with China-based re-
search agency Millward Brown-
ACSR. The new company will be
known as Lightspeed MB-ACSR.
The venture will combine Light-
speed Research’s research panel net-
works with Millward Brown-
ACSR’s data collection services.
Through this venture, Lightspeed
MB-ACSR will provide online data
collection solutions to Kantar com-
panies including Millward Brown,
Research International China and
Oracle Added Value, as well as to
other non-Kantar clients.

Denmark-based online research

firm Zapera.com A/S and
Bashkirova and Partners, a
Moscow-based research company,
have formed a pan-Nordic-Russian
partnership agreement. Under the
terms of the agreement, the two
companies will grant each other ac-
cess to their respective online con-
sumer panels and CATI facilities, al-
lowing both companies to serve
their corporate clients across North-
ern European and Russian borders.

Denmark-based iMotions –
Emotion Technology A/S agreed
to a long-term partnership with
Swedish firm Tobii Technology to
bundle iMotions’ Emotion Tool soft-
ware with Tobii’s eye trackers. 

Association/organization
news
The Advertising Research Foun-
dation has formed the Online Re-
search Quality Council. Its mission
will be to develop a set of standards
for research buyers and sellers to fol-
low. The new council will enlist sup-
port from the global market research
industry and will be led by a steering
committee of research executives:
Robert Tomei, executive vice presi-
dent and global director of Access
Panels, TNS; Efrain Ribeiro, chief
operating officer, Ipsos Interactive
Services; Steve Coffey, chief research
officer, the NPD Group; Josh
Chasin, chief research officer, com-
Score; Jonathan Jephcott, executive
vice president, ViewsNet, Synovate;
and Renee Smith, vice president,
panel quality, Harris Interactive. The
council will be managed by a rotat-
ing chairperson selected from the
steering committee members for a
six-month period. The initial chair-
person will be Tomei.

The Marketing Research Asso-
ciation (MRA) has launched a re-
design of its Web site, www.mra-
net.org, to provide users with
improved access to information on
MRA’s activities, membership bene-
fits, business development opportu-
nities, education and training, and
research’s legal and regulatory issues.

Separately, the MRA announced
its Exchange Evaluation Program
(EEP), an online rating system used
by research companies and client
companies to rate business transac-
tions and how well a product or
service works for business needs.
EEP is a peer-to-peer review system,
allowing companies and organiza-
tions to post reviews for any business
entity that they have conducted
business with. Reviews are based on
ratings of quality, communication
and other factors that are of key im-
portance in selecting a dependable
service or product.

Users will address issues between
buyers and sellers of research in an
online setting, and offer a forum for
rating companies. Rating factors in-
clude: payment history; compliance
with payment terms; ease of contact
and communication; clarity and de-
tail of communications and instruc-
tions; accuracy of job order specifi-
cations; and overall professional
conduct. For more information visit
www.mra-net.org.

Harris Interactive, Rochester,
N.Y., has joined the British Polling
Council (BPC), an association of
polling organizations that publish re-
search results. Modeled after the Na-
tional Council on Public Polls in the
U.S., the BPC promotes standards of
disclosure that ensure that the con-
sumers of published surveys can ade-
quately interpret the results as well as
judge their reliability and validity.

The Council of American Sur-
vey Research Organizations
(CASRO) announced that its mem-
bership has overwhelmingly ap-
proved a revision to the Internet
Research section of the organiza-
tion’s mandatory and enforceable
Code of Standards and Ethics for
Survey Research.

The revision of the Code addresses
the practice of online surveys, specif-
ically the e-mail solicitation of sur-
vey respondents, use of “active
agent” technology to capture behav-
ioral data, and proper communica-
tion/disclosure with members of on-
line survey panels.

http://www.mra-net.org
http://www.mra-net.org
http://www.mra-net.org
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“We are proud to establish the
world’s highest personal privacy stan-
dards for the research industry’s
fastest-growing data collection
methodology,” said CASRO Presi-
dent Diane Bowers in a press release.
“The fact that passage of this revi-
sion was nearly unanimous definitely
speaks to the care in drafting the re-
vision, as well as to the commitment
of our member companies to con-
duct their businesses beyond re-
proach.”

By joining CASRO, member
companies pledge annually to adhere
to the organization’s set of industry
standards. To view the complete
Code visit www.casro.org/
codeofstandards.cfm.

A new organization called the As-
sociation for Downloadable Me-
dia has been created to provide ad-
vertising and audience measurement
standards for the podcasting industry.
It was established by a group of 15
companies, including Apple and
Nielsen Online.

Its mission statement is to provide
“leadership in and organization of
advertising and audience measure-
ment standards” as well as “research,
education and advocacy to all those
involved in portable media across the
Internet, iPods, MP3 players, mobile
devices, P2P and other upcoming
platforms.” For more information
visit www.downloadablemedia.org.

Awards/rankings
Chicago accounting firm Grant
Thornton LLP’s Survey of Up-
stream U.S. Energy Companies won
the Marketing Achievement Award
(MAA) in the “survey/research” cat-
egory presented at the 18th annual
conference of the Association for Ac-
counting Marketing (AAM). The
AAM-MAAs are presented in recog-
nition of outstanding achievements
in the areas of accounting marketing,
professional services and communi-
cations, with accounting firms from
across the United States and Canada
competing. 

Market Connections Inc., Fair-

fax, Va., has received the 2007 Helios
Apollo Award in the Emerging
Company category. The Helios Apol-
lo Awards, sponsored by Helios HR
in partnership with the Washington,
D.C. metropolitan chapter of the So-
ciety of Human Resource Manage-
ment, honors four organizations that
promote a continuous learning envi-
ronment as part of their culture.

Corvallis, Ore., research firm
InsightsNow Inc. was named as
the second-ranked business on the
Portland Business Journal’s Fastest-
Growing Private Companies list.
InsightsNow reported an overall
growth rate of 548 percent from
2004 to 2006.

New accounts/projects
Survey Sampling International,
Fairfield, Conn., has selected soft-
ware from Netherlands-based Nebu
as a component of its global Internet
panel management and interviewing
platform. Nebu products include its
panel management system Dub
Knowledge and its survey system
Dub InterViewer.

ESPN Radio has entered into a
multi-year agreement for New York-
based Arbitron’s Portable People
Meter radio ratings services for its
five owned-and-operated radio sta-
tions. Separately, Crawford Broad-
casting Company has entered into
a multi-year agreement for the Arbi-
tron Portable People Meter audience
measurement service when the PPM
system is deployed in Chicago, start-
ing in January 2008.

Wal-Mart has endorsed Knowl-
edge Networks, Menlo Park, Calif.,
as the online panel research company
to conduct custom studies using the
retailer’s proprietary Segmentation
Lens.

Oslo-based research software firm
Confirmit announced that Toronto-
based Research House has licensed
the Confirmit MR platform for its
online market research services.

Tesco PLC and its Tesco USA di-
vision will use Trade Dimensions, a
marketing intelligence service from
the Nielsen Company, Schaum-
burg, Ill., in the U.K.-based grocer’s
impending U.S. launch. As Tesco
USA rolls out its new 10,000-
square-foot Fresh & Easy Neighbor-
hood Markets in Las Vegas, Los An-
geles, Phoenix and San Diego, Trade
Dimensions will provide information
to help the retailer analyze the via-
bility of each potential site using data
from the TDLinx Channel Database.

New companies/new
divisions/ relocations/
expansions
Kuala Lumpur-based research process
outsourcing firm Pulse Group has
opened an office in New York City
and tapped John Saez to head it.

Research firm Kadence has
opened new offices in Jakarta and
Kuala Lumpur. Both new offices
launch with a team of five market
research professionals and will deliver
quantitative and qualitative services.
Singapore will remain Kadence’s
Asian regional head office.

India-based research process out-
sourcing firm Dexterity has opened
an additional facility in Chennai, In-
dia to host another 250 employees.

Reston, Va.-based comScore has
established comScore Japan KK as its
first customer service office in the
Asia-Pacific region and named Maru
Sato managing director of the new
office.

Mature Marketing & Research
L.L.C. has opened offices in Tea-
neck, N.J.

BIGresearch, Columbus, Ohio,
has opened a New York office and
named Holly Williams as vice presi-
dent of sales to manage it.

Greenfield Online Inc., Wilton,
Conn., has established a Greenfield-
Ciao office in Shanghai.

http://www.casro.org/
http://www.downloadablemedia.org
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Company earnings reports
The Nielsen Company, New
York, announced its financial results
for the first quarter 2007. Reported
revenues for the first quarter suc-
cessor period (January 1, 2007 to
March 31, 2007) were $1,072 mil-
lion, an increase of 5 percent in
constant currency over the reported
revenues for the first-quarter prede-
cessor period (January 1, 2006 to
March 31, 2006) of $1,003 million.
Reported operating income for the
first quarter successor period 2007
of $56 million compared to pro
forma operating income of $62
million in the first quarter 2006.
The first quarter 2007 results were
negatively impacted by $19 million
in restructuring costs and $8 mil-
lion of costs associated with re-
cruiting and other acquisition-relat-
ed compensation. Covenant
earnings before interest, taxes, de-
preciation and amortization and
other adjustments permitted under
the firm’s senior credit facility
(covenant EBITDA) was $1,121
million for the 12-month period
ended March 31, 2007.

U.K. research consultancy Nun-
wood announced 58 percent growth
in the first half of 2007 compared to
same period last year.

Greenfield Online Inc.,
Wilton, Conn., announced finan-
cial results for its second quarter
ended June 30, 2007. Total net rev-
enue was $30.8 million for the sec-
ond quarter of 2007 as compared
with $24.5 million for the same
period in the prior year for an in-
crease of $6.3 million or 26.1 per-
cent, of which approximately $0.9
million or 3.9 percent was due to
favorable currency effects.

For the Internet survey solutions
segments, total third-party net rev-
enue was $23.3 million for the sec-
ond quarter of 2007, as compared
with $20.2 million for the same pe-
riod in the prior year for an increase
of 15.4 percent.

For the comparison shopping seg-
ment, total third-party net revenue

was $7.5 million for the second
quarter of 2007, as compared with
$4.2 million for the same period in
the prior year for an increase of 77.1
percent.

Total gross profit was $22.6 mil-
lion or 73.2 percent of revenues for
the second quarter of 2007, as com-
pared with $18.9 million or 77.3
percent of revenues for the same pe-
riod in the prior year.

Operating income was $4.4 mil-
lion for the second quarter of
2007 or 14.3 percent of revenue,
as compared to operating income
of $3.7 million or 15.1 percent of
revenues for the same period in
the prior year.

Net income for the second
quarter of 2007 was $3.1 million
as compared with net income of
$2.3 million for the same period
in the prior year.

Net cash flow provided by operat-
ing activities was $7.6 million for the
second quarter of 2007 as compared
to $5.1 million for the same period
in the prior year.

National Research Corpora-
tion, Lincoln, Neb., announced
results for the second quarter end-
ed June 30, 2007. Revenue for the
quarter was $11.9 million, com-
pared to $10.7 million for the
same period in 2006. Net income
for the quarter was $1.6 million, or
$0.24 per basic and $0.23 per di-
luted earnings per share, compared
with net income of $1.3 million,
or $0.19 per basic and diluted
share, in the prior year period.

Revenue for the first half of
2007 increased 20 percent to
$24.1 million, compared to $20.1
million for the same period in
2006. Net income for the first six
months of 2007 increased 28 per-
cent to $3.2 million resulting in
$0.47 per basic and $0.46 per di-
luted earnings per share, up 27
percent and 24 percent respective-
ly, over the same period in 2006.

During the second quarter of
2007, infoUSA, Omaha, Neb., de-
livered record revenues of $160.1
million, which includes $50.1 mil-

lion for Opinion Research. Exclud-
ing Opinion Research, revenue was
$110 million for the second quarter
of 2007, compared to $100.3 million
for the same period in 2006, an in-
crease of 10 percent.

InfoUSA’s second-quarter operat-
ing income was $16 million, which
includes $2.6 million for Opinion
Research. Excluding Opinion Re-
search, operating income was $13.4
million, compared to $7.5 million
in the second quarter of 2006. The
company also recorded expenses of
$1.5 million related to the transi-
tion of infoUSA National Ac-
counts to Omaha.

InfoUSA’s earnings per share for
the second quarter of 2007 were
$0.11 versus $0.06 in the second
quarter of 2006. EBITDA for the
second quarter was $24.9 million,
which includes $5 million for
Opinion Research. Excluding
Opinion Research, EBITDA was
$19.9 million, compared to $15.6
million in the second quarter of
2006. During the second quarter
the company recorded $0.4 million
in non-operating expenses primarily
related to losses on sales and impair-
ments of investments.

Segment revenue in the second
quarter for the marketing research
group was $50.1 million. The
marketing research group is com-
posed of Opinion Research and
Macro International, acquired
December 4, 2006. 

SPSS Inc., Chicago, reported re-
sults for the quarter and six months
ended June 30, 2007. The company
reported second-quarter revenues of
$68.9 million, an increase of 9 per-
cent from $63.5 million in the sec-
ond quarter of 2006. New license
revenues were $32.4 million, up 10
percent from $29.3 million in the
same quarter last year. Operating in-
come increased to $10.2 million, or
15 percent of revenues, from $6 mil-
lion, or 9 percent of revenues, in the
2006 second quarter.

Diluted earnings per share in the
2007 second quarter were $0.36,
compared to $0.12 for the same
quarter last year. Charges for stock-
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based compensation were $2.6 mil-
lion and $2.2 million in the second
quarter of 2007 and 2006, respec-
tively.

The company continued to iden-
tify cost-saving initiatives and drive
productivity improvements in the
2007 second quarter, including the
expected closure of three facilities,
all of which should be completed
by year end. Operating results in the
quarter included reorganization and
related pre-tax charges of $0.7 mil-
lion or approximately $0.02 EPS.
Additional charges related to these
initiatives will be recorded in the
2007 third and fourth quarters.

Revenues for the six months
ended June 30, 2007 totaled $139.1
million, an increase of 11 percent
from $125.7 million for the same
period in 2006. New license rev-
enues were $67.3 million, up 14
percent from $59.2 million in the
same period last year. Operating
income increased to $22.3 million,
or 16 percent of revenues, from
$13 million, or 10 percent of rev-
enues, in the 2006 six-month peri-
od. EPS was $0.75, compared to
$0.35 in the same period a year
ago. Charges for stock-based com-
pensation were $4.5 million and
$3.1 million in the first six months
of 2007 and 2006, respectively. The
effective income tax rate in the
2007 six-month period was 37 per-
cent, compared to 38 percent in
the same period last year.

Cash at June 30, 2007 was
$278.4 million. Cash from opera-
tions increased to $34.7 million
in the six months ended June 30,
2007 from $14.6 million in the
same period in 2006.

For the second quarter of 2007,
Arbitron Inc., New York, reported
revenue of $79 million, an increase
of 6.6 percent over revenue of
$74.2 million during the second
quarter of 2006.

Costs and expenses for the second
quarter increased by 17.1 percent,
from $67.3 million in 2006 to $78.8
million in 2007, due in part to
planned expenditures for the rollout
of the Portable People Meter ratings

service in Philadelphia, New York,
Nassau-Suffolk, Middlesex-Somer-
set-Union, Los Angeles, Riverside
and Chicago.

Earnings before interest and in-
come tax expense (EBIT) for the
quarter were $5.4 million, a de-
crease of 55 percent compared with
EBIT of $11.9 million for the sec-
ond quarter of 2006.

Net income for the quarter was
$3.8 million, compared with $7.4
million for the second quarter of
2006. Net income per share for the
second quarter of 2007 was $0.13
per share (diluted), compared with
$0.24 per share (diluted) during the
comparable period last year.

For the six months ended June
30, 2007, revenue was $170.8 mil-
lion, an increase of 7.3 percent over
revenue of $159.3 million for the
same period in 2006.

EBIT decreased 26.6 percent
from $41 million in the first six
months of 2006 to $30.1 million in
2007. Net income for the period in
2007 decreased 24.5 percent to
$19.3 million compared with $25.5
million in 2006. Earnings per share
(diluted) for the six months in 2007
were $0.64, compared with $0.83
per share (diluted) last year.

IMS Health, Norwalk, Conn.,
announced second-quarter 2007
revenue of $537.5 million, up 11
percent or 8 percent on a constant-
dollar basis, compared with revenue
of $486.2 million for the second
quarter of 2006.

Operating income in the second
quarter of 2007 was $118.1 million,
up 11 percent or 13 percent con-
stant dollar, compared with $106.3
million in the year-earlier period.
Excluding a merger cost of $6 mil-
lion in the 2006 second quarter, on
a non-GAAP basis, operating in-
come growth would have been 5
percent or 7 percent constant dollar.

Second-quarter 2007 diluted
earnings per share on a GAAP basis
were $0.36, compared with $0.30 in
the prior-year quarter, an increase
of 20 percent. Earnings per share for
the second quarter of 2006 included
foreign exchange hedge gains and

losses, a tax provision related to a
reorganization and income and ex-
penses related to the terminated
merger with the Nielsen Company
(formerly VNU). When adjusted for
these items and the phasing of tax
benefits and provisions, on a non-
GAAP basis, earnings per share for
this year’s second quarter would
have grown $0.05 year over year to
$0.39, a 15 percent increase.

For the first half of 2007, rev-
enues were $1,047.8 million, up 12
percent or 9 percent constant-dol-
lar, compared with revenue of
$932.4 million for the first half of
2006. First-half 2007 operating in-
come was $229.2 million, a 13 per-
cent increase or 14 percent constant
dollar, compared with $203.1 mil-
lion in the year-earlier period.

For the first six months of 2007,
diluted earnings per share on a
GAAP basis was $0.79, compared
with $0.86 in the prior-year peri-
od. Earnings per share for the first
half of 2007 and 2006 included net
tax benefits and foreign exchange
hedge gains and losses, while the
second quarter of 2006 also includ-
ed merger-related income and ex-
penses. When adjusted for these
items, on a non-GAAP basis, earn-
ings per share for the 2007 first
half would have grown $0.09 year
over year to $0.74.

Net income on a GAAP basis was
$159 million, compared with $180.8
million in the first half of 2006. Net
income for the first six months of
2007 and 2006 included net tax
benefits and foreign exchange hedge
gains and losses, net of taxes, while
the second quarter of 2006 also in-
cluded merger-related income and
expenses. Adjusted for these items,
on a non-GAAP basis, net income
for this year’s first half would have
grown $13.2 million.

Oslo-based Confirmit reported
that revenue increased in the second
quarter of 2007 by 34 percent to
$6.1 million. Pre-tax profit for the
second quarter amounted to
$558,000, an increase of 65 percent
compared to the corresponding
quarter of 2006.
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Andy Gallacher has been named
head of insight consulting at the
London office of research firm
Skopos.

Paris-based research firm Ipsos has
named Lisiane Droal executive
vice president, global human re-
sources and added Tom Markert
as global CEO of Ipsos Loyalty.

InsightExpress, Stamford, Conn., has
named Barbara Shapiro director,
media sector, and Ray McIntyre
senior account executive, consumer
packaged goods sector. Nancy Dil-
lon and Janett Haas have been
named senior account executive and
Alicia Allijan and Leslie New-
burn have been named account ex-
ecutive. In the firm’s online media
measurement group, Darcy Briggs,
Junny Cho and Melissa Sherman
have been promoted to senior proj-
ect manager and Jamie Chang and
Kelly Thomas have been named
project managers.

Atlanta research firm CMI has
named Mike Gray senior vice
president of sales. 

Cincinnati research firm Burke Inc.
has named Jeff Miller chief oper-
ating officer. 

Issues & Answers Network Inc., a Vir-
ginia Beach, Va., research firm an-
nounced a number of promotions:
Carla Lindemann to chief oper-
ating officer; Peter W. Scheide-

mantel to chief financial officer;
Maida Y. Tipping to senior vice
president, human resources; Jen-
nifer Wiesen to account execu-
tive; and Susan Peterson to account
executive.

ICR, a Media, Pa., research compa-
ny, has named Allen Khorami
president and CEO. In conjunc-
tion, the firm announced the re-
tirement of Gil Barrish.

Bellomy Research Inc., Winston-
Salem, N.C., has named Sekxanh
Chanthaboury marketing sciences

analyst. Karin A. Ferenz has
joined the company as vice presi-
dent, customer loyalty manage-
ment. Blythe Gridley has been
named research associate and

Stacey Panchyshyn has been
added as research manager.

Diagnostics Plus, a State College,
Pa., research firm, has named Kim
Erickson as an analyst specializing
in the education sector.

Jacob A. Klerman has joined
Cambridge, Mass.-based researcher
Abt Associates as a principal associ-
ate in the social and economic pol-
icy division. The firm also named

Constantin Abarbieritei division
vice president for international
economic growth.

Saskatoon-based research firm
Itracks has named Tom Champion
corporate account executive in the
U.S. Southeast region and promot-
ed Lindsay Decker to corporate
account executive in the American
Midwest.

Global Market Insite Inc., Seattle, has
named Michael A. Brochu CEO.

Roger Green and Associates Inc., a
New Hope, Pa., research firm, has
named Andrew R. Ginsberg ex-
ecutive vice president and promot-
ed Bruce Duncan to the newly
created role of chief research offi-
cer.

Focus Pointe Global, Philadelphia,
has named John Sadler and
Michelle Ko vice president client
services. Separately, the firm’s
Jamie Katzenstein has been
elected a director on the board of
the Philadelphia Chapter of the
Marketing Research Association.

Syracuse, N.Y., research firm
KS&R has named Yvette Wik-
strom director of business devel-
opment. She is based in Denver.

Ahmad Al-Assad has joined
Dubai-based Maktoob Research as
regional research manager.

Harris Interactive, Rochester, N.Y.,
has named Jeff Stewart senior
vice president, head of global ac-
count development. He is based in
New York City.

Tampa, Fla., research firm Schwartz
Consulting Partners has named
Christopher Edge manager -
business development and field
services and added Kenneth
Strickland as quantitative analyst. 

Lightspeed Research, Basking Ridge,
N.J., has named Seth Ruoss exec-

Names of Note 
continued from page 12
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utive vice president, marketing and
business strategy.

The Marketing Research Association
presented Mimi Nichols of San
Francisco-based Nichols Research
Inc. with its Honorary Lifetime
Membership Award for 2007.

Paolo Miscia has been named CEO
of London-based KMR Software, a
division of research firm KMR.

Farmington Hills, Mich., research
firm MORPACE International Inc.
has named Tom Hartley vice
president. He is based in the firm’s
New York office.

In the Montreal office of Angus
Reid Strategies, Angela Spathis has
been named vice president. 

Gongos Research, Auburn Hills,
Mich., announced several new
hires. In its consumer products di-
vision, Kerstin Siemes has been
named project director and Jen-
nifer Logan has been named proj-
ect coordinator. In retail/services,
Kelly Jasper has been named proj-
ect director, Nicole Kusha has
been named senior project coordi-
nator, and Julie Baghdoian has
been named project coordinator. In
automotive/powersports, Mitch
Uyeda and Amanda Goodrich
have been named project coordina-
tor. In addition, Matt Castle and
Kristopher Torry have joined the
firm as programmer/analysts.

Simmons Research, New York, has
named Steve Walsh senior vice
president, director of sales; Sarah

Thomson director of West Coast
advertiser sales; and Drew Simp-
son vice president and director of
Experian local market services.

Power Systems Research, St. Paul, has

named Dan Pinault director of
client services.

Cable network Fuse has named
Ritchie Yu vice president, research. 

Charlotte, N.C., focus group fa-
cility 20/20-Charlotte has named
Rachel Weiss-Fuentes project
manager.

Kuala Lumpur–based Pulse Group
has named Alvin Chia director of
client development and named An-
drew Yeoh and Chan Choy Ping
associate director. The firm opened
a New York office and tapped John
Saez to head it. Other appoint-
ments include: Melanie Mak as
client development executive; Nitin
Gulati as CATI manager; Farhath
Unnisa as project manager; and
Jessica Seth as panel manager.
The Council for Marketing and Opin-
ion Research, Washington, D.C., has
named Donna Neal co-chair of its

board of directors. 

Research firm Observation Baltimore
has promoted Allisa Rhodes to
client services manager. 

Jack Noonan, president and chief
executive officer of SPSS Inc.,
Chicago, won the Ernst & Young
Entrepreneur Of The Year 2007
award for the Lake Michigan area.

Scott Arnold has joined San
Francisco research firm MarketTools
as COO.

WAC Survey, Great Neck, N.Y., has
promoted Zach Grossman to vice
president, director of research. In
addition, Arlene Langer has
joined WAC Survey as vice presi-
dent, director of WAC Survey’s
W.O.M./data mining division.

Chicago-based Research International
announced a number of appoint-
ments: Karen Stahl has joined as
vice president; Catherine Cole-
man has been named senior ac-
count executive; Derrick Elsea
has been named senior manager;
Christine Kiriazes has been
named research manager; Oliver
Wen has been named data analyst;
David Krull has been named sen-
ior vice president. The firm also
announced several promotions:
Marla Commons and Jean
Fasching to senior vice president;
Heather Dallam to vice presi-
dent; Kathy Lubner, Olya
Gakovic and Bruce Jondahl to
senior account executive; Kathy

Miscia Hartley

Pinault

!Did you know?
Quirk’s offers every qualified

firm a free directory listing - so
you’re sure to locate the compa-
ny that meets the needs of your

project.



100 |  Quirk’s Marketing Research Review | October 2007 www.quirks.com

Brewers to account executive;
Matt Hanlon and Manish Lulla
to research executive; Michelle
Montalvo, Roy Persson, Jenny
Matsui and Becky Parke to sen-
ior research manager; Nyssa
Packard to research manager; Ele-
na Izakson to senior marketing
director; and Brandi Blades and
Oliver Pangborn to senior mar-
keting manager.

At SPSS Inc., Chicago, Alex Kor-
mushoff has been named senior
vice president of worldwide field
operations.

Norwalk, Conn., research firm IMS
Health has named Kevin Knightly
senior vice president, business line
management, a new position. Pre-
viously, he was president, Europe,
Middle East and Africa (EMEA) for
IMS. Succeeding him as president,
EMEA is Adel Al-Saleh.
Disney Channel Asia-Pacific has

named Daniel Shum to head up
consumer strategy and research as
vice president.

Newport News, Va., property firm
the Mumford Company has named
Greg Fortemps sales analyst in its
Chicago office. Market research
will be among his responsibilities.

Tinny Marie Seabolt has been
named marketing and research di-
rector for Muskogee Development,
Muskogee, Okla.

Raimund Wildner, managing
director of GfK-Nürnberg e.V. and
head of central method and
product development for the GfK
Group, has been named Market
Research Personality of the year
for 2007 by the Berufsverband
Deutscher Markt- und Sozial-
forscher e.V., an association of
German market and sociological
researchers. Separately, GfK an-

nounced that the appointment of
Christian Weller von Ahlefeld
as CFO and management board
member with responsibility for
human resources of German re-
search firm GfK AG has been ex-
tended by a further five years.

Reston, Va.-based comScore has
named Josh Chasin chief research
officer. Separately, the firm has
named Marvin J. Pollack senior
vice president of marketing com-
munications.

New York-based Arbitron has
named Claudine Knisley director
of syndicated standards and analy-
sis and tapped Joel Zaremby to
be senior account manager for
Project Apollo.

BIGresearch, Columbus, Ohio, has
named Holly Williams vice presi-
dent of sales. She will manage the
firm’s new New York office.

http://www.quirks.com
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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

AboutFace
3292 Thompson Bridge Rd., Suite 329
Gainesville, GA 30506
Ph. 678-989-2290
paige.hall@aboutfacecorp.com
www.aboutfacecorp.com
Paige Hall, President & CEO

Acorn Marketing and Research Consultants
Unit 906-909, 9/F Island Place Tower
510 King’s Road
North Point, Hong Kong 
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.
2255 Glades Rd., Suite 324A
Boca Raton, FL 33431
Ph. 877-225-7950
sales@amplituderesearch.net
www.amplituderesearch.com
Stephen S. Birnkrant, CEO

Anderson Analytics, LLC
154 Cold Spring Rd., Suite 80
Stamford, CT 06905
Ph. 888-891-3115 or 203-912-7175
inquiries@andersonanalytics.com
www.andersonanalytics.com
Tom Anderson, Managing Partner

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, associa-
tion/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; sampling; high-quality questionnaire con-
struction; data collection; complete data processing;
and usable, actionable reporting of results.
(See advertisement on opposite page)

Answers & Insights Market Research, Inc.
1314 Meridian St., Suite 101
Indianapolis, IN 46202
Ph. 317-815-9901 ext. 112
jshelton@answersandinsights.com
www.answersandinsights.com

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. 908-464-0085
tcgleason@apogeeanalytics.com
www.apogeeanalytics.com
Terry Gleason, Principal

Apperson Digital Technology Services
13910 Cerritos Corporate Dr.
Cerritos, CA 90703
Ph. 800-877-2341
mtimmons@appersonprint.com
www.appersondts.com
Mechelle Timmons, DTS Director

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

ARCS® IVR Systems
565 Virginia Dr.
Fort Washington, PA 19034-2706
Ph. 800-336-7674 or 215-653-7100
tantoniewicz@m-s-g.com
www.arcsivr.com

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

Attitude Measurement Corporation
325 Sentry Parkway, Building 5 West
Suite 100
Blue Bell, PA 19422
Ph. 610-238-9200
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

B2B Voice-of-Customer
54 W. Gaslight Place, Suite 324
The Woodlands, TX 77382
Ph. 832-704-1850
info@b2bvoc.com
www.b2bvoc.com
Michael Branham, Managing Director

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

Bare International
505, C Wing, 5th Floor, Eastern Court
Tejpai Rd., Vile Parle, East
Mumbai 400057
India
Ph. 91-98-1960-1517
bsagar@baiservices.com
www.bareinternational.com
Bhairavi Sagar, Managing Director

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.mdmarketingsource.com
Barbara Bridge, President

Bellomy Research, Inc.
175 Sunnynoll Court
Winston-Salem, NC 27106
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

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, CEO

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
Ashref Hashim, President

BMA
C/O TDG
50 Nashua Rd., Suite 200A
Londonderry, NH 03053
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
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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

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 con-
sulting competencies across practice areas to offer a
broad range of decision support services for market-
ing, operations, quality and human resources. We
acquire, integrate, analyze and apply knowledge
across the entire business enterprise. Services
include custom marketing research, customer loyalty
and relationship programs, employee engagement
and retention programs, linkage and integration
services, online research and reporting, qualitative
research, international research and training pro-
grams in marketing research.
(See advertisement on p. 51)

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
Robbin Jaklin, President

C&R Research is a full-service market research
company specializing in qualitative and quantitative
research within the B2B and B2C segments. Widely
recognized for its expertise in a broad range of
research methods, C&R offers clients customized
solutions and targeted, actionable results. Its various
divisions - KidzEyes®, TeensEyes®, LatinoEyes®,
BoomerEyes® and ShopperEyes™ - provide expert
insight into specific demographics; and its online
youth and Hispanic panels, coupled with Omnibus
services, offer compelling and timely client data.
(See advertisement on p. 77)

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

Carter Associates KK/ Ameritest Japan KK
Nagashima Bldg. 4F- 2-24-3 Higashi
Shibuya-ku, Tokyo 150-0011
Japan
Ph. 81-3-5778-1601
dominiccarter@carterassociates.net
www.carterassociates.net
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CFI Group
Claes Fornell International
625 Avis Drive
Ann Arbor, MI 48108
Ph. 734-930-9090
contactcfi@cfigroup.com
www.cfigroup.com
Larry Kerber, Director of Marketing

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

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

Chamberlain Research Consultants, Inc.
660 John Nolen Dr.
Madison, WI 53713
Ph. 608-246-3010
quirks@chamberlainresearch.com
www.chamberlainresearch.com

CJ Olson Market Research, Inc.
901 N. 3rd St., Suite 218
Minneapolis, MN 55401-1141
Ph. 612-378-5040 or 800-788-0085
tramaker@cjolson.com
www.cjolson.com
Tianna Ramaker, EVP

CMC Associates
176 Roxbury Rd.
Stamford, CT 06902
Ph. 203-968-9419
cmcresearchassoc@aol.com
www.cmcresearchassociates.com
Colleen M. McGrath

CMS Research
3230 Central Park W., Suite 114
Toledo, OH 43617
Ph. 419-843-8570
bnye@cmsresearch.com
www.cmsresearch.com
Barb Nye, Vice President

CMS Research specializes in IVR and Internet data
collection. Over 10 years in the IVR business work-
ing with full-service market research suppliers and
end users. CMS provides both inbound and outbound
capabilities for toll-free (U.S. and international)
surveys as well as outbound messaging, reminders,
pre-alerts and screenings. Provide fast, convenient,
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. 34)

Cogent Research, LLC
125 Cambridge Park Dr.
Cambridge, MA 02140
Ph. 617-441-9944
info@cogentresearch.com
www.cogentresearch.com

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
Randy Hill, Dir. of Research Services

Flexible online reporting provides actionable analysis
and recommendations. In-house Internet or IVR
(voice or live) customer experience measurement
and product evaluation programs develop conclusive,
predictive insight into customers’ thoughts to help
you keep them for life. Perfect for multi-unit retail-
ers, restaurateurs, and other service industries.
Contact us and see why we’re the gold standard!
(See advertisement on p. 61)

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
Puerto Rico
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
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

Copernicus Marketing Consulting and Research
95 Sawyer Rd., Suite 130
Waltham, MA 02453
Ph. 781-392-2500
ami.bowen@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
Kyle Hershberger, Vice President

Cross-Tab Marketing Services
468, Kormangala, 6th Block
80 Feet Road, Opp. Kormangala Bus Depot
Bangalore 560-095
India
Ph. 91-80-41785800 or 91-80-41785814
sales@cross-tab.com
www.cross-tab.com
Ashwin Mittal, Director

Customer Foresight Group, Limited
111 Pacific Ave., Suite 1513
Toronto, ON M6P 2P2
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 (CSP)
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

D3 Systems, Inc.
8000 Towers Crescent Dr., Suite 1350
Vienna, VA 22182
Ph. 703-255-0884
david.jodice@d3systems.com
www.d3systems.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 Development Worldwide
120 Fifth Ave.
New York, NY 10011
Ph. 212-633-1100
info@datadw.net
www.datadw.com
Kim Knepper, Managing Partner

Data Development Worldwide (DDW) is one of the
largest marketing research firms devoted exclusively
to conducting custom research across the global mar-
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ketplace. We offer full-service international research
capabilities to category leaders seeking insights
through brand equity research, optimization modeling,
concept testing, customer satisfaction, usage profiling
and advertising tracking. DDW’s commitment to
excellence provides companies a higher-quality, more
experience-based output for an invaluable contribu-
tion to marketing efforts worldwide.
(See advertisement on p. 19)

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

DataPrompt International
360 N. Michigan Ave., Suite 1610
Chicago, IL 60601
Ph. 312-423-4100 or 800-468-0419
info@datapromptintl.com
www.datapromptintl.com

DATATEX, Inc.
2618-A Battleground Ave., Suite 315
Greensboro, NC 27408
Ph. 336-272-9629 or 800-654-1431
jack@datatexsurveysolutions.com
www.datatexsurveysolutions.com

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

Davis Research, LLC
23801 Calabasas Rd., Suite 1036
Calabasas, CA 91302
Ph. 818-591-2408
bill@davisresearch.com
www.davisresearch.com

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 custom
marketing research firm. We have expertise in cus-
tomer and employee satisfaction research. We are
uniquely qualified to develop, 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 employee perception research.
(See advertisement on p. 53)

Diagnostics Plus, Inc.
1333 S. Allen St.
State College, PA 16801
Ph. 814-238-7936 or 814-234-2344
jfong@diagnosticsplus.com
www.diagnosticsplus.com

The Dieringer Research Group, Inc.
200 Bishops Way
Brookfield, WI 53005
Ph. 414-449-4545
sales@thedrg.com
www.thedrg.com/quirks
Bob Fichtner, V.P. Dir. Bus. Dev.

The Dieringer Research Group (DRG) helps compa-
nies, big and small, secure the lifeblood of their
business - valuable customers. With 30+ years of
experience, we design satisfaction and loyalty
research to meet our clients’ goals and use
LoyaltyOppSM to move your data beyond frequencies
and trending. Drawing on multi-industry expertise,
The DRG consults with our clients on where their
research dollars are likely to generate the greatest
return on investment. Visit
www.thedrg.com/quirks/cs for the full story.
(See advertisement on this page)

Digital Research, Inc.
201 Lafayette Center
Kennebunk, ME 04043-1853
Ph. 207-985-7660
jane.mount@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

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

DSS Research
4150 International Plaza, Suite 900
Fort Worth, TX 76109
Ph. 800-989-5150 or 817-665-7000
jdavidson@dssresearch.com
www.dssresearch.com
Jordan Davidson, Marketing Coordinator
Branch Offices:

2111 Wilson Blvd., Suite 700
Arlington, VA 22201
Ph. 703-351-5040
jdavidson@dssresearch.com
www.dssresearch.com

130 Grant Ave., Suite 204
Santa Fe, NM 87501
Ph. 505-660-6396
jdavidson@dssresearch.com
www.dssresearch.com

The industries we serve include: health insurance,
medical products and device companies, pharmaceu-
tical manufacturers and hospitals. Our research
services include: product design, market segmenta-
tion, satisfaction and loyalty tracking, consumerism
and transparency, advertising tracking, online focus
groups, or just about any market insight you need.
(See advertisement on p. 35)

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, President

Eidex Group, LLC
1400 Buford Highway, Suite K-6
Sugar Hill, GA 30315
Ph. 770-614-6334
info@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
research@fw-mi.com
www.fw-mi.com
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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

Geo Strategy Partners
1010 Huntcliff, Suite 1350
Atlanta, GA 30350
Ph. 770-642-4959
inquiries@geostrategypartners.com
www.geostrategypartners.com

Global Research Initiatives
4370 La Jolla Village Dr.
San Diego, CA 92122
Ph. 785-554-4498
gri@griresearch.com
www.griresearch.com

Global Research Initiatives
P.O. Box 4445
Topeka, KS 66604-0445
Ph. 785-554-4498
gri@griresearch.com
www.griresearch.com

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
60 Corporate Woods
Rochester, NY 14623
Ph. 877-919-4765 or 585-214-7412
info@harrisinteractive.com
www.harrisinteractive.com

HealthStream Research
7710 Montpelier Rd.
Laurel, MD 20723
Ph. 301-575-9300
researchinfo@healthstream.com
www.healthstreamresearch.com
Christine Gilbert

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.
228 HamiltonAve., 3rd Floor
Palo Alto, CA 94301
Ph. 650-298-8555
info@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 cus-
tomer 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 this page)

ICMA International
2633 McKinney Ave., Suite 130-196
Dallas, TX 75204
Ph. 817-201-5999
lampi@icma-usa.com
www.icma-usa.com
Heidi Lampi

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

Ideate Strategies
12170 N.E. 24th St., #211
Bellevue, WA 98005
Ph. 425-301-0795
mona@ideatestrategies.com
www.ideatestrategies.com
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They knew the unique challenges developing in their markets. They knew 

their competitors’ strengths and weaknesses. They knew the relative 

power of their brand and which competitive advantages to promote. They 

knew how “share of mind” can quickly change with unexpected events. 

They knew how to use this intelligence to aggressively grow their share of 

the marketplace. As a result, brand recognition is up, sales are climbing, 

and the competition is scrambling.

How did they know?

In a world with so many unknowns, access to vital information is the 

key to success. With Informa Research Services, you can know the 

answers. From individual and group interviews to multi-year tracking 

studies, we deliver actionable information through the complete 

range of contemporary market research tools. Our approach to client 

requirements is distinctive: a commitment to service and accuracy.

800.637.6878
info@informars.com
www.informars.com

Competitive
Intelligence

Market
Research

Mystery
Shopping

We tell you what you need to know.

mailto:info@informars.com
http://www.informars.com


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. 
375 Corporate Dr. S., Suite 100
Seattle, WA 98188
Ph. 800-637-6878
inquiries@informars.com
www.informars.com
Paul Lubin, SVP
Branch offices:

420 Lexington Ave., #615
New York, NY 10170
Ph. 800-637-6878 or 212-889-5941
inquiries@informars.com
www.informars.com
Paul Lubin, SVP

26565 Agoura Rd., Suite 300
Calabasas, CA 91302
Ph. 800-637-6878
inquiries@informars.com
www.informars.com
Paul Lubin, SVP

Informa Research Services is a full-service market
research firm providing action-oriented information
and knowledge to the financial, consumer goods,
high-tech, telecommunications, and business-to-
business markets. We have more than 25 years of
experience conducting mystery shopping to provide

a superior and consistent customer experience, cus-
tomer satisfaction, customer loyalty, and product
acceptance as well as brand awareness/equity, new
product testing, focus groups, and in-store
research. We maintain a panel of 90,000+
informed consumers available for mystery shop-
ping, in-store research, consumer research, and
shopper insights. Our offices are located in Seattle,
New York, Los Angeles, and Atlanta.
(See advertisement on p. 107)

Infosurv, Inc.
3340 Peachtree Rd., N.E., Suite 1450
Atlanta, GA 30326
Ph. 888-262-3186 Ext. 6862 or 404-846-6862
rick.dunham@infosurv.com
www.infosurv.com
Rick Dunham, Senior Research Consultant

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

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

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 process-
ing services. Large, robust inbound and outbound
IVR (thousands of surveys per day). 650 tele-
phones strategically located in Los Angeles,
Calgary, Halifax, India and Argentina offering
consumer, B2B, and 24-hour international calling.
Web Survent, WebCATI, Sound Survent,
Quantum, Ascribe. Capabilities in 67 languages.
Opinion One software. Specialists in Asian and
Hispanic populations.
(See advertisement on this page)
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Irwin
9250 Baymeadows Rd., Suite 350
Jacksonville, FL 32256
Ph. 904-731-1811
kblackburn@irwin-jx.com
www.irwin-jx.com
Kathryn Blackburn, President

Irwin, an Impulse Top Rated Facility, celebrates 32-
plus years of quality focus groups and taste-testing
services for the marketing research industry.
Featuring all client amenities, videoconferencing,
modern, spacious focus group suites and on-site
kitchen. 10 minutes away is our fully equipped 2,500
sq.ft CLT comfortably seating 25 with Internet
access for taste, product and simulated store tests.
Irwin…we are experienced professionals. Please call
904-731-1811 or visit www:Irwin-jx.com.
(See advertisement on p. 37)

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

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

Issues and Answers Network Inc. is an independent
global marketing research firm providing scalable
research services - everything from survey and
sampling design, in-house data collection and proj-
ect management to data analysis and interpreta-

tion. Our international network of reliable alliance
partners extends our research capabilities to
Africa, Asia, Central America, South America,
Europe, Eastern Europe, the Pacific Rim, the
Middle East and Scandinavia.
(See advertisement on p. 109)

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

Jackson Associates, Inc.
GroupNet Atlanta
1140 Hammond Dr., Bldg. H
Atlanta, GA 30328
Ph. 770-394-8700
mpope@jacksonassociates.com
www.jacksonassociates.com

JRA: Design and Analytical Services
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, Managing Director

Kadence Asia Pacific
#11-01 Royal Brothers Building
Raffles Place, 22 Malacca St
Singapore 84960
Singapore
Ph. 65-6513-4200
plee@kadence.com
www.kadence.com
Piers Lee, Managing Director

Kadence Business Research
One Clark’s Hill, 3rd Floor
Framingham, MA 01702
Ph. 508-620-1222
ojenkins@kadence.com
www.kadence.com
Owen Jenkins, CEO

Kadence Malaysia
B-6-4, Northpoint
Mid Valley City, No. 1, Medan Syed Putra
Utara, Kuala Lumpur 59200
Malaysia
Ph. 6-03-2168-4408
rfoo@kadence.com
www.kadence.com
Ronald Foo, Project Director

Kadence Research India Pvt.
The Times of India Building
23A Shivaji Marg, Main Najafgarth Rd.
New Delhi 110015
India
Ph. 91-11-4556-8400
amakkar@kadence.com
www.kadence.com
Aman Makkar, Managing Director

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
jmleger@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@leibowitzmarketing.com
www.leibowitzmarketing.com
Wendy Leibowitz, President

Leone Marketing Research, Inc.
4250 Alafaya Trl., Suite 212-410
Oviedo, FL 32765
Ph. 407-977-0948
ftrimboli@leonemarketingresearch.com
www.leonemarketingresearch.com
Felicia Leone Trimboli, President
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Lightspeed Research
180 Mt. Airy Rd., Suite 100
Basking Ridge, NJ 07920
Ph. 908-630-0542
info@lightspeedresearch.com
www.lightspeedresearch.com
Francesco Colbertaldo, Sr. VP, Business Development

The Loyalty Research Center
931 E. 86th St., Suite 120
Indianapolis, IN 46240
Ph. 317-465-1990
apaison@loyaltyresearch.com
www.loyaltyresearch.com
Allen 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 companies reach their business objectives of
attracting new customers, retaining profitable cus-
tomers, and enhancing present business. LRC offers
consulting services to deploy and integrate the most
impactful initiatives to reach these objectives.
(See advertisement on p. 110)

LRW (Lieberman Research Worldwide)
1900 Avenue of the Stars
Los Angeles, CA 90067
Ph. 310-553-0550
info@lrwonline.com
www.lrwonline.com
Dave Sackman, President

Luth Research
1365 Fourth Ave.
San Diego, CA 92101
Ph. 619-234-5884
jepstein@luthresearch.com
www.luthresearch.com

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 cus-
tomer loyalty programs to improve operations,
strengthen value positions, drive loyalty, and increase
market share. Since meaningful improvement stems
from understanding the drivers of loyalty and prefer-
ence, we utilize MarketLink - the next evolution in
customer research - to elicit needs, measure per-
formance, evaluate perceived value, identify improve-
ment priorities, and link improvement efforts to cus-
tomer loyalty and market share.
(See advertisement on p. 111)

Maktoob Research
P.O. Box 500074
Dubai Internet City
Dubai 
United Arab Emirates
Ph. 971-4-360-2796 (Dubai) or 310-601-8573
(U.S.)
info@maktoob-research.com
www.maktoob-research.com

MARDEC, Inc. Medical Marketing Research
2430 Rim Drive
Broomfield, CO 80020
Ph. 303-444-1525
vickeys@mardec.com
www.mardec.com

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 customers, 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, experi-
ence and loyalty. Maritz Research specializes in the
automotive, telecom, financial, hospitality, pharma,
retail and technology sectors.
(See advertisement on p. 29)

Market Analytics International, Inc.
350 W. Passaic St., 4th Fl.
Rochelle Park, NJ 07662
Ph. 201-556-1188
info@marketanalytics.com
www.marketanalytics.com

Market Connections, Inc.
13135 Lee Jackson Memorial Hwy., Suite 380
Fairfax, VA 22033
Ph. 703-378-2025
info@marketconnectionsinc.com
www.marketconnectionsinc.com
Lisa Dezzutti, President

Market Probe, Inc.
2655 N. Mayfair Rd.
Milwaukee, WI 53226
Ph. 414-778-6000
TR@marketprobe.com
www.marketprobe.com
TR Rau, President & CEO

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 reports provide your company with compre-
hensive actionable information for top-level manage-
ment or front-line staff. We provide high-impact analy-
sis and accurate, electronic reporting. Market Probe
has locations around the globe. The corporate office is
located in Milwaukee, Wisconsin, with additional
offices throughout the US and in Toronto, London,
Brussels, Bangalore and Mumbai (India), China,
Singapore and Dubai (United Arab Emirates).
(See advertisement on this page)

Market Probe International, Inc.
122 East 42nd St., 41st Floor
New York, NY 10168
Ph. 212-725-7676
alan@marketprobeint.com
www.marketprobeint.com
Alan Appelbaum, President

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
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Build Your Foundation
Satisfaction is necessary for loyalty
but does not ensure it. Secure your
client relationships and build a
strong customer foundation.

414.778.6000
www.marketprobe.com
info@marketprobe.com

Offices in 10 countries to
serve your global needs,
headquartered in the US.
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Market Strategies International
20255 Victor Pkwy., Suite 400
Livonia, MI 48152
Ph. 734-542-7600
tami_jacobs@marketstrategies.com
www.marketstrategies.com
Tamara L. Jacobs

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

Ann Michaels and Associates Ltd.
3108 S. Rte. 59, Suite 124/255
Naperville, IL 60564
Ph. 630-922-7804
kdoering@ishopforyou.com
www.ishopforyou.com
Kathy Doering, President

Millward Brown, Inc.
535 E. Diehl Rd.
Naperville, IL 60563-7723
Ph. 630-505-0066
info@us.millwardbrown.com
www.millwardbrown.com

Morpace Inc.
Market Research and Consulting
31700 Middlebelt Rd., Suite 200
Farmington Hills, MI 48334
Ph. 248-737-5300 or 800-878-7223
information@morpace.com
www.morpace.com
Jack McDonald, President

Morpace Inc. specializes in the design and imple-
mentation of customer and employee satisfaction
programs for a broad range of clients. We believe
that measuring satisfaction is important, but
improving satisfaction and the health of your busi-
ness is our real goal. Morpace research experts help
our client partners develop robust, actionable pro-
grams to effect measurable improvements in cus-
tomer and employee satisfaction.
(See advertisement on this page)

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
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The MSR Group
1121 N. 102nd Court, Suite 100
Westroads Office Park
Omaha, NE 68114-1947
Ph. 402-392-0755
logara@themsrgroup.com
www.themsrgroup.com
Dick Worick, President

The MSR Group is a full service market research
company offering complete consumer and business-
to-business research services. Services include: cus-
tomer advocacy and loyalty measurement (the
award winning APECS™ performance monitor),
100 station CATI call center, web surveys, execu-
tive/medical interviews, pre-recruits and mystery
shops.  Rated one of the world’s top focus group
facilities.  Offering the industry’s only Moderator
Concierge Service.  Independent research services,
no outsourcing or affiliation with advertising or PR
agencies.  Perception Analyzers available.
www.theMSRgroup.com
(See advertisement on this page)

National Analysts Worldwide
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

National Survey Research Center
5350 Transportation Blvd., Suite 19
Cleveland, OH 44125
Ph. 800-837-7894 or 216-518-2805
nsrc@nsrc.com
www.nsrc.com

NewGrowth Consulting, Inc.
11747 N.E. 1st St., Suite 102
Bellevue, WA 98005
Ph. 425-283-5601
sorange@newgrowthconsulting.com
www.newgrowthconsulting.com
Scott Orange, President

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.
31-00 47th Ave.
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 08540-6636
Ph. 800-444-4672 or 609-452-5400
orcinfo@opinionresearch.com
www.opinionresearch.com
Jeff Resnick, President; Opinion Research US

Opinion Search Inc.
160 Elgin Street, Suite 1800
Ottawa, ON K2P 2P7
Canada
Ph. 800-363-4229 or 613-230-9109
info@opinionsearch.com
www.opinionsearch.com
Janette Niwa, VP Client Services

With 300 CATI stations across three Canadian
call centers, professional, college-educated inter-
viewers and on-site quality control, we offer supe-
rior data collection services. With extensive con-
sumer and business customer satisfaction experi-
ence, try the Opinion Search difference: respon-
sive service, reliable results.
(See advertisement on p. 9)
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Opinionmeter International
14727 Catalina St.
San Leandro, CA 94577
Ph. 510-352-4943 or 888-OPMETER
sales@opinionmeter.com
www.opinionmeter.com
Morgan Strickland, President

Opinions Unlimited
GroupNet Houston
Three Riverway, Suite 250
Houston, TX 77056
Ph. 713-888-0202 or 800-604-4247
ask@opinions-unlimited.com
www.opinions-unlimited.com
Andrew S. Martin, Ph.D., Vice President

Optimal Edge
4468 Merlin Way
Soquel, CA 95073
Ph. 831-475-8255
lizlevy@optimaledge.com
www.optimaledge.com
Elizabeth Levy, Founder & Principal

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

Perception Analytics, Inc.
14835 E. Shea Blvd., Suite 103 #498
Fountain Hills, AZ 85268-5939
Ph. 800-927-0498
info@perceptionanalytics.com
www.perceptionanalytics.com
Mark E. Wilensky, President

Perception Analytics specializes in quantitative mar-
ket research and analysis. Our leadership team has
more than 15 years of experience in survey design,
data collection and statistical analysis. We have
notable expertise in the following areas: customer
satisfaction and loyalty tracking studies; customer-
facing employee performance measurement pro-
grams; key account win/loss analysis. Sophisticated,
power-packed market research doesn’t have to be
expensive. Efficient technologies and low overhead
allow us to offer economical pricing to our clients.
(See advertisement on this page)

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
Andreas Noe

PhoneBase Research, Inc.
3932-A JFK Parkway
Fort Collins, CO 80525
Ph. 970-226-4333
info@pbr-net.com
www.pbresearch.com
Becca Polka, Account Executive

Established in 1994; high-quality, cost-effective
phone and Web-based interviewing; three call cen-
ters; 200 CATI stations, flexible scheduling; fast
turnaround; thoroughly trained and experienced
interviewer staff; 8-to-1 supervising ratio; remote
monitoring; daily reporting; callback validation;
sampling capabilities; predictive dialing and custom
scheduling software.
(See advertisement on p. 3.6)

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 85306-9801
Ph. 602-997-9711
jmuller@precisionresearchinc.com
www.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
kstone@PMResearch.com
www.PMResearch.com
Karen Stone, Marketing Director

PT Kadence Indonesia
Menara Kuningan, 15th Fl., Suite 15B
Jl. H.R. Rasuna Said Blok X7, Kav 5
Jakarta Selatan 12940
Indonesia
Ph. 62-21-3001-5990
vthomas@kadence.com
www.kadence.com
Vivek Thomas, Managing Director

PTV DataSource
133 W. San Antonio St.
San Marcos, TX 78666
Ph. 512-805-6000 ext. 6017
kcastleberry@datasource.us
www.datasource.us

PWI Research
5100 Poplar Ave., Suite 3125
Memphis, TN 38137
Ph. 901-682-2444
ebeech@pwiresearch.com
www.pwiresearch.com
Ellie Beech, President

QSA Integrated Research Solutions
4920 John Ticer Dr.
Alexandria, VA 22304
Ph. 703-567-7655
bquarles@qsaresearch.com
www.qsaresearch.com
Rebecca Quarles, Ph.D., President
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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 measuring
customer satisfaction. Our survey methods and tools
permit not only the assessment of customer satisfac-
tion with you and your competitors, but also detailed
customer value analysis (CVA). Our CVA models
give a complete 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 p. 116)

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
Ted Reed, 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 USA
222 Merchandise Mart Plaza, Suite 275
Chicago, IL 60654-1003
Ph. 312-787-4060
marketingusa@research-int.com
www.research-int.com
Brandi Blades, Sr. Marketing Manager
Branch Offices:

8800 N. 22nd Ave.
Phoenix, AZ 85021
Ph. 312-787-4060
marketingusa@research-int.com
www.research-int.com
Brandi Blades, Sr. Marketing Manager

1010 Washington Blvd., 6th Floor
Stamford, CT 06901
Ph. 312-787-4060
marketingusa@research-int.com
www.research-int.com
Brandi Blades, Sr. Marketing Manager

8040 Old Cedar Ave. S.
Minneapolis, MN 55425
Ph. 312-787-4060
marketingusa@research-int.com
www.research-int.com
Brandi Blades, Sr. Marketing Manager

Research International is the world leader in custom
market research services. We work as partners to
help clients gain a better understanding of con-
sumers and customers, solve problems, and develop
knowledge to create successful brands and business-
es. Experts in research into all aspects of market
strategy, innovation and branding, from consumer
and market analysis to idea generation, concept
development and concept testing, brand equity,
brand positioning, and customer satisfaction. We lis-
ten to more people in more places than any other
agency and we are also the only agency to offer a
complete innovation journey from insight and
ideation to testing and monitoring.
(See advertisement on p. 39)

The Research Spectrum
2243 Market St.
San Francisco, CA 94114
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
info@re-search.com
www.ResolutionResearch.com
Nina Nichols, President

RestaurantInsights.com
111 Stonemark Lane, Suite 109
Columbia, SC 29210
Ph. 803-798-6373
fred@restaurantinsights.com
www.restaurantinsights.com
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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
3200 Greenfield Rd., Suite 280
Dearborn, MI 48120
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

P. Robert and Partners (PRP) is an independent,
full-service international agency with broad experi-
ence in the design and implementation of multi-
country research. PRP main clients are global com-
panies, who are primarily interested in international
research. PRP has specialized in multi-country sur-
veys for 30 years, and can carry out research practi-
cally anywhere in the world. What we offer : Senior,
international researchers, over 350 centralized CATI
interviewers covering 35 languages, Web interview-
ing, presence in about 60 airports worldwide.
(See advertisement on back cover)

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
Market Research and Brand Strategy
1351 Washington Blvd.
Stamford, CT 06902
Ph. 203-324-2420
drothstein@rtiresearch.com
www.rtiresearch.com
David Rothstein

S I S International Research, Inc.
Global Headquarters
11 E. 22nd St., 2nd Floor
New York, NY 10010
Ph. 212-505-6805
research@sisinternational.com
www.sisinternational.com
Ruth Stanat, President

Savitz Research Solutions, Inc.
13747 Montfort Dr., Suite 300
Dallas, TX 75240
Ph. 972-386-4050
jsavitz@savitzresearch.com
www.savitzresearch.com
Jeffry Savitz, President

Schulman, Ronca & Bucuvalas, Inc.
275 Seventh Ave., Suite 2700
New York, NY 10001
Ph. 212-779-7700
d.clement@srbi.com
www.srbi.com
Duane Clement, President

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

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
info@servicemanagement.com
www.servicemanagement.com
Jack Mackey, Vice President

Service Research Corporation
5539 S. 27th St., Suite 105
Lincoln, NE 68512
Ph. 402-434-5000
info@serviceresearch.com
www.serviceresearch.com
Jody Vondra, Director of New Business Dev.

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

Shoppers’ Critique International
1969 Corporate Square
Longwood, FL 32750
Ph. 800-633-6194
sales@shopperscritique.com
www.shopperscritique.com
Mike McCaffrey, National Sales Director

SCI has the right tools to address your specific sales
and service evaluation needs. Whether you need to eval-
uate associates’ sales and customer service skills, or
collect customer satisfaction feedback, SCI can help.
Shoppers’ Critique offers our exclusive ShopMAX
process - designed to make any mystery shop program
more effective and easier to administer. Our low-cost
and turnkey Web-based survey process can save you
time, resources, and budget. These are just two of the
ways SCI can systematically drive improvement in your
business and help you get Results!
(See advertisement on this page)
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Six 9s Associates, Inc.
34522 N. Scottsdale Rd., Suite 169
Scottsdale, AZ 85266
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

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

Survey Sampling International (SSI) provides the
most comprehensive Internet and telephone sam-
pling solutions in 40 countries. SSI supports cus-
tomer satisfaction research by providing a variety of
customer file services specifically designed and
priced for researchers including data appending and
processing. Partners with over 1,800 research agen-
cies (45 of the top 50 U.S. research firms), SSI is
the most trusted sampling source in the industry
because sampling is our only focus since 1977.
(See advertisement on p. 71)

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

SurveyUSA®

1133 Broadway, Suite 706
New York, NY 10010
Ph. 800-786-8000
jleve@surveyusa.com
www.surveyusa.com

Target Research Group Inc.
515 Airport Executive Park
Nanuet, NY 10954
Ph. 845-426-1200
steve@targetresearchgroup.com
www.targetresearchgroup.com

TARP
2425 Wilson Blvd., Suite 400
Arlington, VA 22201
Ph. 703-524-1456
info@tarp.com
www.tarp.com
Dennis Gonier, CEO

TeleSage, Inc.
The Lofts
157 E. Franklin St., Suite 1
Chapel Hill, NC 27514
Ph. 866-942-8849
info@telesage.com
www.telesage.com
Howard Surette, Sales & Marketing

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
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www.trendsource.com
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information gathering and evaluation firms.
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www.walkerinfo.com

WB&A Market Research
2191 Defense Hwy., Suite 401
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Ph. 602-707-0050 or 800-999-1200
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German Dillon, Sr. Account Manager
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1601 Northwest Expressway, Suite 300
Oklahoma City, OK 73118
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www.w-r-s.com
Chris Wilson, CEO
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high-level position to oversee all proactive company
communications with customers. Southwest’s Fred
Taylor coordinates the information sent to the airline’s
employees during major flight disruptions but is also
responsible for sending out letters and flight vouchers
to customers who had to endure storms, air traffic
backups or other problems – even those outside of
Southwest’s control.

But it’s not enough to merely respond quickly. As
anyone who has submitted a complaint online can at-
test, receiving a boilerplate e-mail back from the
company acknowledging receipt of your comment and
a promise to get back to you certainly does little to
smooth ruffled feathers. And in fact, this practice can
backfire if a satisfactory resolution is never offered, as
not only has the company admitted it received the
complaint but then it clearly demonstrates that it
doesn’t care enough to follow through.

Responses like Southwest’s – targeted, specific and
bearing something of value or meaning for the cus-
tomer – should now be the standard. 

Employee loyalty 
As disparate as the BusinessWeek list is – it includes au-
tomaker Porsche and outdoor gear retailer Cabela’s –
the firms on it pair their focus on customer service
with a commitment to employee loyalty. Efforts to
please workers range from encouraging employees to
borrow and review store merchandise (as Cabela’s
does) to awarding millions in scholarship money (a
practice of grocer Wegmans). 

Most also insist that executives log or have logged
some time working in the trenches or at least have
regular contact with those who do. As the article
states, “While treating employees right and staying
close to the front lines may sound like simplistic plati-
tudes, they’re also the hard truth about the hard work
of getting service right.”

National punch line
Even so-called service champs can take it on the

chin. BusinessWeek had JetBlue Airways ranked No.
4 on its list until the airline’s handling of the Feb-
ruary debacle at New York’s JFK airport turned it
into a national punch line. For a firm that crowed
about its customer-fr iendliness, its blunders set it
up for an even bigger fall. (What’s that line about
living by the sword?)

Still, as a sidebar chronicles, the airline launched a
wide-ranging damage-control effort (including a mea
culpa appearance by then-CEO David Neeleman on
the Late Show With David Letterman) which one day
may serve as a guidepost for other firms that find
themselves in similar straits.

Some other interesting tidbits from the article:
• After JW Marriott Hotels switched from paper

comment cards to online surveys, responses went up
50 percent.

• Each month, senior execs at Cabela’s assemble to
listen to customer calls while watching the same
screens used by service reps.

• Service reps at insurance firm USAA earned 2006
bonuses of 16.5 percent. Last year the firm added a
tool in its call centers to track sales rep suggestions for
customer-friendly ideas.

• By 2008, legendary retailer Nordstrom is sched-
uled to launch a system that enables employees to
view a single database of company inventory to help
customers track down an item they are searching for.

• At Southwest Airlines, an employee idea led to the
practice of gate agents placing color-coded magnetic
cards on gate doors to let other employees know
when they need help.

Always be improved
As the firms profiled in the article make clear, satisfy-
ing customers and responding to their needs is a
process that never stops and can always be improved.
Indeed, even Nordstrom initially declined to speak
with BusinessWeek, saying it didn’t consider itself an
expert in customer service. That very attitude is prob-
ably why it, along with others on the BW list, will
continue to set the standard to which competitors as-
pire and customers flock.  |Q

Trade Talk
continued from page 122
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By Joseph Rydholm
Quirk’s editor

Learn from the 
service champs

trade talk

Is i t  pos s ib le  to  be  proac-
tive about  be ing  reac t ive?
Tha t  sounds  somehow

oxymoronic  but  a f t e r  re-
read ing  a  BusinessWeek article on
firms that excel at satisfying their
customers, I think it might be a
key to fostering customer loyalty.

For the article “Customer Serv-
ice Champs” from its March 5 is-
sue, BusinessWeek created a list of
firms regarded as serving their cus-
tomers well, drawing on brands in
the database of sister firm J.D.
Power & Associates (both are
owned by the McGraw-Hill Com-
panies). The magazine also polled
3,000 of its readers to generate a
similar list. In addition, J.D. Power
surveyed customers about brands
that were cited by readers but not
already in its database.

The result is an insightful and in-
structive special report on (and
ranking of) 25 companies that are
seen as providing top-flight cus-
tomer service. 

The article proves the impor-
tance of making good customer
service a priority - part of the cor-
porate DNA - and devoting sub-
stantial time and resources to de-
veloping processes to identify, track
and react to service snafus. (In our
own pages this month, the p. 32 ar-
ticle on energy company Ameren
shows the impact that an organiza-
tion-wide effort can have on cus-
tomer satisfaction. It’s also an in-
structive how-to for companies
that want to launch a large-scale
satisfaction research program.)

Speed is critical
In this business of satisfying cus-
tomers, speed of response is criti-
cal. When service problems crop
up, consumers now have myriad
ways to make their dissatisfaction
quickly known to a company,
thanks to e-mail, Web sites and cell
phones. And companies have a
wealth of options available to re-
spond just as fast.

In the old days, a disgruntled
customer might have taken the
time to write a letter of complaint
and then mailed it in, hoping (like-
ly in vain) to hear back from some-
one at the offending company
within the next few months. In
many cases, any remaining reservoir
of goodwill within that customer
likely dried up.

Now, as the article makes clear,
with the technologies available, it’s
almost inexcusable for a large com-
pany to not provide coordinated,
comprehensive responses to cus-
tomer service issues. (Our case his-
tory on Budget Rent A Car this
month is a good example of the
power of a quick response to cus-
tomer service problems.) 

Most of the firms on the BW list
have invested in systems to track
and react quickly to customer
complaints. Southwest Airlines, for
example, six years ago created a

continued on page 121
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