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in case you missed it...

news and notes on marketing and research

More men hear Avon calling
As reported by the Associated Press, New York-based beauty company Avon Products
Inc. is attracting a growing number of male salespeople and offering more products
for men as a part of a move to broaden its appeal. Sales to men and an increasing
number of products for them have helped Avon’s bottom line, with sales growing from
about $6.2 billion in 2002 to $8.7 billion in 2006.

U.S. sales of men’s skin care products totaled $68.9 million in 2006, up
from $45.8 million in 2000. In comparison, women’s skin care sold about $2.1

billion in 2006 and $1.7 billion
in 2000, according to Port
Washington, N.Y., research com-
pany NPD Group Inc.

Avon salesman Bobby McKin-
ney credited the boom in men’s

business to the Baby Boomers who worry about wrinkles and are experimenting
with anti-aging products, which are among the company’s top-sellers. Yankees
star Derek Jeter’s cologne, Driven, is Avon’s best-selling men’s fragrance of all
time and second-best-selling fragrance overall.

Avon recently produced its first men’s catalog, which features a skin care
line, boxer shorts and power tools. New recruiting brochures picture both
men and women.

Less than 13,000 of Avon’s 650,000 representatives in the U.S. are
male, though that figure is approximate because applicants are not re-
quired to state their gender. Competitor Mary Kay Inc. says 5,738 of its
700,000 sales reps are men.

“Makeup of Avon Sellers Has Changed,” Associated Press, October 9, 2007

Is stationery hip?
It’s 2008 and instantaneous, digital communica-
tion is the norm. Cellular phones, text messaging,
personal data assistants, digital cameras, e-mail
and a whole host of new media are making paper-
based greetings and communications obsolete. Yet
while the whole world is going digital, the most
technically-advanced adult consumers are making
buying and using luxury paper something that is
hip and cool. 

In a new study of the $37.4 billion stationery
goods market, Stevens, Pa., research firm Unity
Marketing found a strong generational shift in
the market for paper goods from older to
younger consumers. A survey among 1,200 re-
cent stationery shoppers found that consumers
aged 25 to 34 years were the biggest-spending
age segment on all things stationery.

“The generational shift in the market for sta-
tionery is bringing dramatic changes in the mar-
ketplace,” said Pam Danziger, president of Unity
Marketing. “Suddenly specialty retailers like
Crane & Co. Paper Makers, Papyrus, Kate’s Pa-
perie and Paperchase are destination shops for
young people to pursue their paper passion.”

One segment in the stationery market that has-
n’t enjoyed a new youth movement is traditional
greeting cards. “While stationery products have
got youth appeal, greeting cards remain stuck
with an aging consumer market. Middle-aged con-
sumers [45 years and older] are the mainstay of
greeting card marketers, which will mean real dis-
ruption in the future for those companies that are
not attuned to the needs and desires of younger
consumers,“ Danziger said.

For example, greeting card marketers could
make their products hip if they offered more spe-
cial-feature greeting cards that appeal to young
consumers, 44 years and younger. These special-
feature cards include those made from recycled
paper or ecologically-friendly inks, music chips,
die-cuts/fold-outs and handmade/handlaid paper.

“Clearly the opportunity for greeting card pro-
ducers is to leverage the passion that many young
people express for specialty paper into new greet-
ing card concepts that embrace a new, younger
vibe,” Danziger said. “All one needs to do is watch
college- and high school-aged youths today in
their digitally-empowered lifestyles to realize that
greeting cards designed for their grandmothers
don’t have a place in these young people’s future.
The traditional greeting card paradigm isn’t rele-
vant to their lives anymore and greeting card mar-
keters are well advised to look at the future with
no blinders on.” 

Girls love to blog
According to the report “Teens and Social Media,” based on a national
phone survey of 935 youth ages 12 to 17 conducted by the Washington,
D.C.-based Pew Internet & American Life Project, content creation by
teenagers continues to grow, with 64 percent of online teenagers ages 12
to 17 engaging in at least one type of content creation, up from 57 per-
cent of online teens in 2004.

Girls continue to dominate most elements of content creation. Some 35
percent of all teen girls blog, compared with 20 percent of online boys,
and 54 percent of wired girls post photos online compared with 40 per-
cent of online boys. 

The report also highlights a new segment of “multichannel” teens who
represent about 28 percent of the entire teen population and are more
likely to be older girls. These teens are super-communicators who commu-
nicate at a level equal to or greater than other teens and have a host of
technology options for dealing with family and friends.

When asked about the communication they have every day with their
friends, the multichannel teens say 70 percent talk with friends on a cell
phone, 60 percent send text messages, 54 percent instant-message, 47 per-
cent send messages over social network sites, 46 percent talk to friends on
a landline phone, 35 percent spend time with friends in person and 22 per-
cent send e-mail to friends (e-mail is selected only as a last resort to stay
in touch with friends).

The margin of error for the survey is 4 percentage points. For more in-
formation visit www.pewinternet.org.
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There is growing awareness of the
nation’s February 2009 transition to
digital television (DTV) by TV
broadcasters, yet the group of Ameri-
cans with the lowest level of aware-
ness about the transition includes
those that are most deeply affected –
households that receive television
programming exclusively over the air.

These are among the results from

the CTAM Pulse, a nationwide sur-
vey of more than 1,000 U.S. con-
sumers conducted by the Cable &
Telecommunications Association for
Marketing (CTAM), an Alexandria,
Va., association of cable industry
marketing executives. CTAM is a
member of the DTV Transition
Coalition, a group created to educate
consumers about the digital transi-
tion.

After February 17, 2009, the na-
tion’s broadcast television stations
will begin broadcasting exclusively in
digital. This means that any consumer
receiving broadcast TV over the air
on an older analog TV set must take
some action for that TV to continue
receiving programs from the local TV
stations. Those options include ob-
taining a new digital-to-analog con-
verter, subscribing to cable TV or
other multichannel video service or
replacing the analog TV set with a
new one equipped with a digital TV

tuner.
Findings from the CTAM survey

include the following: 
Forty-eight percent of U.S. house-

holds are aware of the digital TV
transition, compared to just 29 per-
cent from a survey taken in July
2005. Groups most familiar with the
transition are subscribers to broad-
band services (45 percent), digital ca-

ble service (40
percent) and basic
cable service (39
percent).

Seventeen per-
cent of survey re-
spondents – repre-
senting more than
19 million homes
– don’t have any
televisions con-
nected to a video
service provider.
At 31 percent,
households that
don’t have any tel-

evisions connected to a video service
provider were least familiar with the
transition.

The survey also indicates how
much work remains in educating
American consumers about the tran-
sition. Forty-seven percent of re-
spondents said they do not know
when the digital transition will oc-
cur, and 26 percent believe it will
take place sometime other than the
designated year 2009.

Other key findings:
Of those who are aware of the

DTV transition, 38 percent said
they’d learned about it from TV; 26
percent had read of it in the newspa-
per; and 20 percent had heard about
it from friends or family.

Fifty percent of households that
watch TV exclusively over the air
said they don’t know where to turn
for information about the transition. 

The majority of households that
currently receive cable, satellite or

any other TV service have all their
TV sets connected to some type of
TV service and therefore are unlikely
to need digital-to-analog converters
to keep their analog TV sets working.
However, 25 percent of these “con-
nected” households – or 23.3 million
homes – said they also have at least
one or more “unconnected” sets in
their homes. 

Two-fifths (40 percent) of house-
holds with an unconnected television
set said they use those sets to watch
broadcast TV programs only; 22 per-
cent use them to watch DVDs; and
16 percent use them for video
games. For more information visit
www.ctam.com.

Easy return process crucial
for direct shoppers
As reported by Catalog Success, a sur-
vey conducted during the 2007 holi-
day season found that 90 percent of
direct shoppers cited a convenient re-
turns policy as very important, im-
portant or somewhat important in
deciding to shop with a new or un-
known online or catalog retailer. The
Harris Interactive poll surveyed 1,017
American adult shoppers during the
Black Friday/Thanksgiving weekend
(November 23-25).

“Customers are concerned that if
it doesn’t fit right or if for whatever
reason it’s not exactly what they
thought it was going to be, they need
to be able to feel comfortable that
they can make a return,” says Ken
Johnson, vice president of sales and
marketing at Newgistics, an Austin,
Texas, returns management provider.
“They don’t want to have to fight
with the retailer to get their money
back.”
Survey findings that reinforce the
importance of a convenient, easy and
efficient return policy for multichan-
nel merchants include:
• 69 percent said they’re not likely to

survey monitor
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Sir Bernard Audley, founder of
U.K.-based AGB Research, died on
January 4 at the age of 83.

Scott Migli has joined Wilson Re-
search Strategies, Washington, D.C., as
vice president.

Research firm Morpace Inc., Farming-
ton Hills, Mich., has appointed Lee

Swiatkowski as client services direc-
tor, Dale Wilson as research director

and promoted Tricia Rodgers to
vice president.

Survey Sampling International, Fairfield,
Conn., has appointed Volker An-
dresen as marketing manager Eu-
rope. 

Research and development firm Al-
phaDetail, San Mateo, Calif., has
added Beth Thompson as director
of the firm’s qualitative research de-
partment.

Gilmore Research Group’s Focus Divi-
sion, Portland, Ore., has added Don-
na Glosser to manage the division
and oversee qualitative operations

and facilities in Seattle and Portland.

Nick Polk has joined Edison, N.J.,
research firm Schlesinger Associates as
facility director at the firm’s new
Houston focus group facility.

Valient Healthcare, Rochester, N.Y., has
named Allison Tait manager, health
care sector business development.

Vancouver research firm Vision Criti-
cal has named Ida Goodreau, presi-
dent and CEO of  Vancouver Coastal
Health, to its board of directors.

Lightspeed Research, Basking Ridge,
N.J., has added John Short as direc-
tor of panel operations.

Atlanta research firm CMI an-
nounced that Roger Bacik has re-
tired as senior vice president of mar-
keting in charge of the company’s
new client development.

ICT Group-Research Services, Philadel-
phia, has added Marcus Turner as
director of business development.

Bobby Richard has been named
senior project manager at Research
Results Inc., Fitchburg, Mass.

Mansour Fahimi has joined Market-
ing Systems Group, Fort Washington,
Pa., as vice president, statistical re-
search services. He is based out of
Rockville, Md.

Synovate Healthcare, London, has

added Greg Chu as head of U.S.
custom research.

Larry Fleischman has joined GCR
Custom Research, Portland, Ore., as di-
rector of business development, based
in Austin, Texas.

iModerate, Denver, has hired Robert
Liguori as director of strategic ac-
counts.

Germany-based GfK Group has ap-
pointed Debra A. Pruent as the
management board member respon-
sible for custom research activities in
North America.

Denver advertising firm Thomas Taber
& Drazen has named Paul Lein-
berger senior vice president, strate-
gic planning.

Observant LLC, Boston, has named
John Hartman vice president and
Jennifer Potter director.

Sue Kroll has been named president,
worldwide marketing, at Warner Bros.
Pictures, Burbank, Calif.

Synovate has named Hans Raemdon-
ck as global head of decision systems.

Diane Kosobud has been named
incoming co-chair of the board of
directors for the Council for Marketing
and Opinion Research (CMOR),
Washington, D.C. CMOR also an-
nounced the election of Jane Moore
as incoming co-chair of its govern-
ment affairs committee.

Andrea Alfonsi has been named
president of New York-based research
company Medefield America.

Quirk’s Marketing Research Review has
hired Alice Davies as directory
manager and Emily Cook as con-
tent editor.

names of note
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New NVivo QDA software
offers audio and visual
capabilities
Australia-based research software devel-
oper QSR International’s latest soft-
ware NVivo 8 is designed to allow
qualitative researchers to work with
videos, interview recordings, docu-
ments, photos, media clips, music and
podcasts with greater ease.

NVivo 8 has integrated existing tools
with new materials and features. The
software still has the same Windows
XP interface as NVivo 7 but has capa-
bilities to allow researchers to import,
sort and analyze audio files, videos and
pictures; analyze material straight from
audio and video files and create tran-
scripts within the software in real time;
view or listen to video and audio clips
via an inbuilt media player; merge sep-
arate projects and still identify which
coding was completed by which per-
son, as well as view the annotations
and links completed by each team
member; create and export 3-D charts;
share files and findings with clients or
colleagues who don’t have NVivo us-
ing HTML; query coding completed
by individuals or teams and run coding
comparisons to show the percentage of
coding that is the same or different
across users; see colored bars called
“coding stripes” which reflect factors
such as gender, age or income; and
watch new animated tutorial movies
and access the help and support re-
sources online. For more information
visit www.qsrinternational.com.

New versions of Clementine
12.0 and Text Mining for
Clementine 12.0
Chicago software firm SPSS Inc. has
released updated versions of its data
and text mining programs, Clementine
12.0 and Text Mining for Clementine
12.0. Clementine 12.0 is designed to
deliver increased analyst productivity,
information insight and visualization. It
also includes improved graph interac-

tivity and custom tabular reports driven
by a visual design interface so that or-
ganizations can better distribute and
communicate results. 

Clementine 12.0 is designed to im-
prove return on analytical investment
through single-step automated model-
ing, which identifies analytic models
and combines multiple predictions for
the most accurate results. This provides
insight and prediction from their data
to solve business problems including
customer churn, campaign effective-
ness, customer value, marketing cost,
fraud and risk analysis.

Text Mining for Clementine 12.0 is
designed to help organizations extract
key concepts, sentiments and relation-
ships in different languages from textual
or “unstructured” data, such as e-mail,
blogs, RSS feeds and surveys. Users can
extract additional insight from these
channels to draw conclusions and take
action.

Clementine 12.0 is integrated with
SPSS Predictive Enterprise Services,
Dimensions (SPSS survey software) and
is more open than previous versions for
integration with other software appli-
cations, such as IBM DB2 Warehouse
9.5 and BusinessObjects XI platform.
For more information visit
www.spss.com.

Lidlow offers toolset for online
qualitative researchers
Saskatoon, Saskatchewan, data collec-
tion services provider Lidlow World-
wide Inc. has released its online qualita-
tive platform Delve!. Delve! brings
tools market researchers currently use
in traditional discussion groups to on-
line qualitative research in an effort to
improve the effectiveness of market re-
searchers’ online discussion groups.

Additions to the software include
Delve!Notes and Delve!Flags that allow
moderators to add notes and flags to
responses in real time instead of post-
research; descriptive titles for each sec-
tion of the application to reduce new-
user confusion; simple-question

summaries so users can easily see
which question they are answering; and
WYSIWYG text editing to make text
entry more similar to common word
processor applications. For more infor-
mation visit www.lidlow.com.

Knowledge Networks debuts
media measurement tool
Menlo Park, Calif., consumer informa-
tion firm Knowledge Networks (KN)
has launched MultiMedia Mentor:
Brand Bridge, a system that links media
planning and brand-building objectives.
It incorporates Return on Marketing
Objective (ROMO) data from Market-
ing Evolution under a cross-licensing
agreement.

The product combines KN’s ap-
proach to measuring consumer use of
key media with Marketing Evolution’s
ROMO data, which quantifies media’s
effects on the consumer. It is designed
to enable users to incorporate market-
ing goals into evaluations for TV, Inter-
net and magazines. 

MultiMedia Mentor offers single-
source measurement of time spent with
eight media and combines it with soft-
ware to allow users to create strategic
media plans that deliver messages effi-
ciently against a budget or a target au-
dience. For more information visit
www.knowledgenetworks.com.

Latest release of ArcGIS
Explorer now available
Redlands, Calif., geographic
information systems firm ESRI has
released ArcGIS Explorer 440, an
updated version of the firm’s free map-
sharing software. The new version
includes more ways to customize maps,
methods of communicating
information about features on custom
maps and faster navigation to target
areas around the globe.

Additional features are designed to
increase performance connecting to

continued on page 78
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News notes
Nielsen Media Research, New
York, has announced plans for the
September 2008 launch of an en-
hanced weighting procedure for its
TV ratings estimates, including re-
vising algorithms used to weight
national ratings. It will also be con-
solidating national ratings systems
into a single “calculation platform”
during the next two years to modi-
fy its products and data streams
more rapidly and make it easier to
integrate audience data from the In-
ternet, mobile phones and digital
set-top devices.

Separately, following a series of
problems with its TV coding sys-
tem, Nielsen Media Research has
written to U.S. TV stations asking
them to help ensure there are no
future glitches. Nielsen has also sent
them a “Guide to Encoder Best
Practices,” which outlines coding
procedures. Nielsen uses an A/P
(active/passive) coding system,
which identifies which stations and
networks are being watched by
reading the unique identification
codes inserted into the television
signal at the distribution source.
Nielsen stressed the need for “coop-
eration and active coding” by sta-
tions to ensure the A/P system
works accurately.

Kansas-based Manhattan
Broadcasting has filed a complaint
with the FCC claiming anti-com-
petitive practice by Arbitron Inc.,
New York, and Arbitron client Mor-
ris Communications, an Augusta,
Ga.-based media firm. Manhattan’s
FCC claim maintains that Arbitron
and Morris are creating a new Arbi-
tron Metro market in Kansas by
combining the two separate statisti-
cal areas of Salina and Manhattan,
which the firm says are 67 miles
apart and have “no commonality.”
According to the complaint, this
new Metro was created to artificial-

ly enhance Morris’ market share to
the detriment of all other radio sta-
tions within the proposed area.

Cincinnati-based research compa-
ny Burke Inc. announced the
completion of its employee stock
ownership plan (ESOP) restructur-

ing. The company has repurchased
all remaining stock owned outside
the ESOP, which was the final step
to complete the transition to a 100-
percent ESOP-owned status. As a
100-percent ESOP-owned company,

continued on page 80

Calendar of Events March-June

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. For a more

complete list of upcoming events visit www.quirks.com/events.
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research industry news

The Advertising Research Foundation will
hold its annual RE:THINK! convention
and expo on March 31-April 2 at the New
York Marriott Marquis. For more infor-
mation visit www.thearf.org.

IIR will hold its Service Innovation De-
sign and Development conference on
March 31-April 3 at the Westin in San
Diego. For more information visit
www.iirusa.com.

ESOMAR will hold its Asia-Pacific con-
ference on April 7-9 in Singapore. For
more information visit www.esomar.org.

IIR will hold its Fuse conference for de-
sign, culture and branding on April 13-16
at Pier 60 in New York. For more infor-
mation visit www.iirusa.com.

The Society of Competitive Intelligence
Professionals will hold its annual confer-
ence on April 14-17 at the Manchester
Grand Hyatt Hotel in San Diego. For
more information visit www.scip.org.

The Council of American Survey Research
Organizations will hold its International
Research Conference: Global on May 6-7
in New York.  For more information visit
www.casro.org.

The Qualitative Research Consultants As-
sociation and the Association for Qualita-
tive Research will hold a worldwide con-
ference on qualitative research on May
7-9 in Barcelona, Spain. For more infor-
mation visit www.aqr.org.uk or
www.qrca.org.

ESOMAR will hold its annual Latin
American conference on May 11-14 in
Mexico. For more information visit
www.esomar.org.

The American Association for Public
Opinion Research will hold its annual
conference on May 15-18 in New Or-
leans. For more information visit
www.aapor.org.

The U.K.-based Business Intelligence
Group will hold its annual conference,
which focuses on business-to-business
marketing and research, on May 21-23
at the Marriott St. Pierre Hotel in Chep-
stow, England. For more information
visit www.bigconference.org.

Canada’s Marketing Research and Intel-
ligence Association will hold its annual
conference on May 25-28 in Winnipeg.
For more information visit www.mria-
arim.ca.

ESOMAR will hold WM3, a conference
on worldwide multimedia measurement,
on June 1-4 in Budapest. For more in-
formation visit www.esomar.org.

The Marketing Research Association will
hold its annual conference on June 4-6
in New York. For more information visit
www.mra-net.org.

The American Marketing Association
will hold its annual Advanced Research
Techniques forum on June 15-18 in
Asheville, N.C. For more information
visit www.marketingpower.com.

The Advertising Research Foundation
will hold its Audience Measurement 3.0
conference on June 24-25 at the Millen-
nium Broadway Hotel in New York. For
more information visit www.thearf.org.
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B
Business-to-business (B2B) market
research offers challenges not typi-
cally experienced with consumer
research. It is frequently possible
and often preferable to obtain mar-
ket information through specifical-
ly focused exploratory research
methods as opposed to the more
costly and time-consuming survey
methods that dominate marketing
research practice. If one seeks to
understand the dynamics of a B2B
market, then a few carefully-select-
ed, knowledgeable players (who are
doing most of the business) may
provide an accurate and representa-
tive platform to study because, in
most B2B markets, high demand
concentration spells a high degree
of information concentration
among a very limited number of
sources. Among the most important
differences between B2B and con-
sumer goods and services markets
are the following three factors:

1. Derived demand - The de-
mand for B2B goods is ultimately
dependent upon the demand for
related consumer goods and is thus

considered to be derived demand.
It is therefore true that understand-
ing the nature and scope of B2B
markets requires understanding
both the nature of demand facing
the B2B customer and the cus-
tomer’s customer throughout the
marketing channel to measure ac-
tual consumer demand. The need
to analyze market activity at all
levels between the B2B customer
and end users/consumers is the im-
plication of derived demand in
B2B markets.

2. Demand concentration - B2B
markets are marked by three types
of concentration and these three
forms of concentration permit B2B
marketing researchers to identify
their markets more accurately than
their consumer goods counterparts.

• A finite universe, which leads
to a relatively limited customer
base where the cost of sale can be
high and opportunities for new
sales are highly targeted.

• Purchasing concentration stem-
ming from the structure of many
B2B markets, whereby a few firms

account for a high proportion of
total market demand. This is the
old 80-20 rule (20 percent of the
companies account for 80 percent
of the market demand), which is
based on the Pareto principle: the
principle of a vital few and a trivial
many.

• Information concentration,
where high demand concentration
spells a high degree of information
concentration among a very limit-
ed number of sources. This highly
skewed distribution requires that
careful attention be given to the
selection of knowledgeable per-
sons, using representative judgment
samples rather than any random
sampling method. The use of any
random sampling techniques will
produce its results from the least-
meaningful population members.

3. Buying process complexity -
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Nonprobability sampling
assures representation and
validity with B2B universes

qualitatively speaking

Editor’s note: Charles H. Ptacek is
president of Charles, Charles &
Associates Inc., a Gold Canyon, Ariz.,
research firm. He can be reached at 602-
870-2958 or at chptacek@aol.com.

By Charles H. Ptacek>
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The presence of multiple and vary-
ing buying influences associated
with B2B purchase decisions is an-
other important consideration for
marketing research. More individu-
als are generally involved in B2B
purchase decisions than in con-
sumer purchasing decisions and,
depending on the complexity of
the purchase, the B2B process may
span many weeks or months and
involve the participation of several
members of the organization, all of
whom may bring different criteria
to bear on the purchase decision.
As a result, measurement of atti-
tudes, motivations and relative in-
fluence on purchasing decisions is
much more complex in B2B mar-
keting research. Thus, the B2B
market researcher must understand
the process that an organization
follows in purchasing a product
and which organizational members
have key roles in this process.

On the other hand, those in-
volved in B2B purchasing decisions
are far more knowledgeable about
the purchase process and products
and, consequently, can provide bet-
ter information than the average
consumer. In addition, trade rela-
tions between B2B producers and
buyers tend to be closer, stronger
and more continuous, often en-
hanced by the greater use of long-
term purchase contracts. Hence,
market research must be cognizant
of the fact that buyer-seller inter-
dependence is a salient dimension
of B2B marketing.

Knowledgeable persons
One of the most important differ-
ences between B2B and consumer
marketing research is found in the
relative importance of surveys of
knowledgeable persons. This
method exploits the specialized
knowledge and judgment of in-
formed persons or experts to ascer-
tain market intelligence that can be
used by management to make bet-
ter market-oriented decisions. B2B
marketing researchers need to de-
vote considerable time and effort
to identify those very special per-

sons who qualify as most knowl-
edgeable about the products and
markets of primary investigative in-
terest. 

The two keys to successfully per-
forming a survey of knowledgeable
persons are 1) identifying who to
talk to and 2) achieving a conver-
gence of informed opinion.

• Identifying experts: The selec-
tion of the panel of knowledgeable
persons is critical to the success of
the study. The key informant tech-
nique is used to identify knowl-
edgeable persons and represents a
form of networking persons in an
industry, thereby identifying which
persons are considered most
knowledgeable; these are the per-
sons who are recruited as experts.
The pool of experts, or knowl-
edgeable persons, is initially identi-
fied during the process of collect-
ing relevant secondary information
from trade publications and associ-
ations as well as industry source re-
ferrals. 

• Consensus of opinion: With
this approach, opinions of knowl-
edgeable persons are converted into
an informed consensus through a
structured multi-step recruiting and
polling process. In addition to the
original in-depth interviews, re-
contact and supplemental inter-
views are usually performed. Re-
contact interviews are performed
to achieve a convergence of opin-
ion on critical issues or to obtain
additional information. Supple-
mental interviews are often re-
quired when multiple sources exist
and these particular experts are
crucial to the convergence process. 

Reliable, valid
Generally, a sample of less than 100
participants is often an acceptable
number of knowledgeable persons
to interview. This statistically inde-
fensible sample may furnish far
more reliable, valid and usable re-
sults than would a technically per-
fect sample of all the firms. It is, in
fact, this situation that occurs for
many business-to-business market
research investigations.  |Q
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T
he business world has come to recognize that satisfy-

ing customers and winning their loyalty is critical to

a company’s success within an increasingly competi-

tive marketplace. Moreover, most companies know

that that they need to listen to their customers’ con-

cerns and requirements and then act on that information.

To this end, running periodic relational and transactional customer sat-

isfaction and loyalty surveys has become de rigueur for many businesses.

Ideally, the knowledge gained from such exercises is used to reinforce

and/or change processes to improve the customer experience and foster

their loyalty to the company.

Were the paradigm so simple - field a sur-

vey among your customers, ask them how

you’re doing meeting their expectations,

make a few changes and voila…you’ve

maximized your customer loyalty! In reality,

things are more complex. The issues run

from knowing how to measure customer satisfaction and loyalty in valid ways

that have explanatory and predictive power to knowing what research you

should implement first. It is the latter to which this discussion now turns.

Every year companies spend millions of dollars asking customers,

“How well did we do on your most recent transaction with us?” For

some reason, few ever stop to first ask the more important question:

“What is the experience you want from us?”

Get their stamp 
of approval

Editor’s note: James T. Heisler is senior
vice president of Harris Interactive
Loyalty, Princeton, N.J. He can be reached
at 609-919-2423 or at
jheisler@harrisinteractive.com. Mark S.
Perline is research manager with mail
solutions provider Pitney Bowes,
Stamford, Conn. He can be reached at
203-351-6831 or at
mark.perline@pb.com.
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By James T. Heisler 
and Mark S. Perline

Pitney Bowes uses customer
touchpoint management to deliver
targeted and relevant service
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As a result, some companies expend
considerable resources delivering ex-
periences that are not what the cus-
tomer wants and/or have little impact
on loyalty, retention and incremental
revenues and profits. Even worse, they
may be under-delivering on experi-
ences needed to maintain healthy
customer relationships.

The practice of customer touch-
point management works hand in
hand with customer loyalty measure-
ment to determine the relative impact
of various elements of the customer
experience on loyalty (e.g., interac-
tions with sales reps) and in turn to
spell out specific actions that can be
taken (e.g., make three to four sales
calls per year, consult on best prac-
tices, return calls within two hours,
etc.). 

The overall aim is to obtain an-
swers to the following business ques-
tions:

• What is the relative impact of

each service delivery touchpoint on
customer loyalty?

• What is the optimal experience
with each service delivery touch-
point?

- What is the acceptable medium
(e.g., face-to-face, phone, online)?

- What is the minimum acceptable
performance standard?

- What goes beyond the basics to
provide loyalty dividends?

- Would customers pay a premium
for enhanced service levels?

- Are there thresholds - points of
diminishing return on certain client
needs?

• How do touchpoint requirements
differ by customer segment? (A one-
size-fits-all approach may not work
for a diverse customer base.)

• How can ROI on customer loyal-
ty/satisfaction research be increased?

- Is it by effectively allocating re-
sources by prioritizing the relative
value of various change initiatives?

- Or by reducing service delivery
costs by eliminating elements that do
not add value to customers’ experi-
ences?

Greatest impact
In 2004, Pitney Bowes had several
customer experience change
initiatives on the table for funding.
Management needed to prioritize
these in terms of which would have
the greatest impact on customer
loyalty. Accordingly, management
turned to the company’s research staff
and asked them to develop a
comprehensive list of customer
requirements across the numerous
touchpoints Pitney Bowes has with its
customers. They elected to partner
with Harris Interactive Loyalty, a
division of Harris Interactive,
Rochester, N.Y., to conduct a
customer touchpoint research study. 

Asking customers what they want
may seem simple enough, but it is a

http://www.quirks.com


line of inquiry that has some serious
potential pitfalls. For example, ask
customers how many times a year
they want to see their rep, or how
long they’re willing to wait for tech-
nical service. When asked directly,
customers will almost always tell you
they want the highest level of service
for the lowest cost. And, if the re-
search is conducted piecemeal, there
may be no way to prioritize change
initiatives among functional groups
(e.g., would there be a greater incre-
mental gain by investing in sales rep
training or by expanding technical
helpline hours?).

Perhaps the most commonly used
tool for identifying customer priori-
ties is conjoint analysis, which at-
tempts to simulate the real-word de-
cision process in which customers
must make trade-offs to operate with-
in budget parameters. For example, if
asked to choose between annual
equipment tune-ups for $300 and on-
going training packages for $200,
which would they select (if either)?

But can you do this for some of
the intangibles that typically comprise
the customer experience? Do cus-
tomers understand the economic val-
ue they receive from things like more
frequent contact, better information
on new products and fewer “hand-
offs” on the phone? Compounding
this, there are some tangibles in the
mix (e.g., eight-hour vs. four-hour
response time), so customers would
be trading off tangibles and intangi-
bles. (Try asking yourself how you’d
decide which is more valuable: two
extra sales calls per year or $300 in
free training.)

Pitney Bowes accepted the chal-
lenge of applying this established
conjoint analysis methodology to
touchpoint management. Using con-
joint analysis as a core component of
the research, plus considerable up-
front internal and external qualitative

research, the approach not only
worked but generated actionable
guidance for Pitney Bowes in its
quest to effectively and efficiently
meet and exceed customer expecta-
tions across the multiple touchpoints
in which loyalty is shaped.

The development of the vari-
ables/levels used in the conjoint tasks
was based on internal interviews
among functional area managers, as
well as on focus groups among vari-
ous Pitney Bowes customer segments.

The trade-off task involved show-
ing customers several “service pack-
age” scenarios (each representing a
different combination of levels with-
in the four variables) and asking
them how each would affect their

relationship with Pitney Bowes.
Conjoint analysis provided opti-

mal levels of service to meet cus-
tomer needs across many key touch-
points, and these were compared
with perceived current levels of
service in these areas. Table 1 shows

a hypothetical example for two cus-
tomer segments.

Implications for hypothetical seg-
ment 1:

• require more rep contact; seek
more of an ongoing relationship;

• reducing service response time by
two hours would enhance loyalty;

• billing issues currently handled by
phone center but rep should do;

• reliability (less downtime) more a
“hot button” than cost savings.

Implications for hypothetical seg-
ment 2:

• rep visits not needed (or even
welcome) more than twice a year;

• next-day service response time
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saves cost and is just as acceptable;
• less complex accounts can be

“driven to the Web” for service;
• help these customers save money

on labor and postage.

Some additional areas were ex-
plored outside the conjoint exercise:

• willingness to access Web for spe-
cific needs;

• preference for single vs. multiple
toll-free numbers;

• who installs equipment and
trains?

• interest in electronic invoic-
ing/payment;

• when/how to notify about con-
tract expiration?

• interest in ongoing training pack-
ages;

• desired frequency/mode of com-
munications.

As mentioned, Pitney Bowes gar-
nered a number of significant benefits
from this research. For example:

• Cost savings were realized - while
increasing loyalty - through more ef-
fective channel selection (phone/field
sales/Web etc.).

• Contact plans were developed for
customers based on the nature of the
relationship they want with Pitney
Bowes.

• Pitney Bowes is more fully capi-
talizing on the relationship
strengths/equities identified in the re-
search.

• Specialized teams of phone reps
were created to better meet the spe-
cific needs of different customer
groups.

• New customer segments were
identified based on the experience
they want from Pitney Bowes.

Number of lessons
Finally, along the way Pitney Bowes
and Harris Interactive learned a num-
ber of lessons on how to ensure that
customer touchpoint management re-
search achieves its objectives and pro-
vides actionable results. The lessons
are outlined below in generic terms
that apply to any organization look-
ing to optimize its customer-facing
resources and improve the customer
experience.

1. Take steps to boost the comfort level
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with what you’re doing.
Any company making a compre-

hensive investigation of its contact
strategy is going to uncover areas in
which customer experience is not
optimal. Some change initiatives will
be supported by the research findings
and others will not. Make sure to em-
phasize that results are going to be
rolled out in a constructive manner
that will help managers make better
decisions.

2. Make stakeholders feel like you’re

addressing their issues.
Take a lot of time up front to inter-

view process owners on problems
they face, decisions they have to make
and information that could make
them more effective. In addition to
getting their buy-in, there will be a
better chance that actions indicated
by the research will be within the
realm of feasibility.

3. Pre-test, pre-test, pre-test - before you
program the survey.

If you do qualitative research up

front to help structure the interview -
and you should - don’t wait until the
end to put together a questionnaire
for pre-testing. Introduce question-
naire elements (flow, wording, choice
sets) throughout to build up to a
point where you are on the same
page with customers on what the
questions mean and what the choices
represent.

4. Watch out for “deal breakers” in the
choice sets.

In pre-testing this survey it was
clear that including a highly undesir-
able alternative could kill the deal for
every choice set in which it appears,
reducing discrimination among the
remaining variables. For example, giv-
ing respondents the option of saving
money via self-installation may seem
like a valid trade-off option, but it
may make the whole package unac-
ceptable.

5. Champion the possibilities for cus-
tomers.

Put the customer first by offering
them a full range of options in the
choice sets. Don’t be limited by cur-
rent paradigms or internal perceptions
of what should be provided to cus-
tomers. Management needs to know
if customers require levels of service
that may go beyond what the compa-
ny has traditionally offered.

6. Try to tie the new segments back to
your customer database.

Your customer contact plan may be
based on various types of segmenta-
tion developed by your company.
Segmentation based on customer
touchpoint management research may
yield a closer fit with the experience
customers want. 

Get it right
Three years later, Pitney Bowes con-
tinues to leverage what was learned
in this research. Some companies get
it right. They know when to ask the
right questions of their customers -
in the right order. By asking your
customers what is important to
them, determining how you can de-
liver what is important to them and
measuring your performance at do-
ing so, your company can earn loy-
alty and move toward maximizing
the ROI on your sales and cus-
tomer-care efforts.  |Q
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Editor’s note: Laura Mitchelson is
marketing director at Amber, a
Shanghai-based research firm. She
can be reached at
lmitchelson@amberinsights.com.

There is a well-liked saying in business-to-business research:
“A strategy without intelligence is not a strategy, it’s merely
guessing.” These words are especially applicable in China,

which is attracting scores of companies that are interested in devel-
oping a presence in this rapidly-growing economy.

Smart companies are determined to get it right the first time when
they enter China. This means they need to map the market and un-
derstand the supply chains and who controls things. Industry research
or business intelligence research is a first step for most firms.

Some of the buyers of this research are based in Europe or the
U.S., have never been to China and don’t have much intention of vis-
iting. Others move here and some are Chinese themselves. 

For any business manager, China is an exciting prospect, one that
takes most Western managers out of their comfort zones and into a
world that is non-English-speaking and somewhat of a curiosity. The
pace of change across the majority of industries in China means that
staying up to date with developments and translating that knowledge
into solid commercial decisions about advertising, marketing, HR and
operations can be a challenge that even local Chinese find testing.

Once you get past the breathless media coverage of super GDP
growth rates and consistently bright economic prospects, you run into
some of the deeper challenges of China. You find that you need detailed,
reliable, accurate and timely business research. The question is, how and

where do you get that? Following are
some of my experiences as a gatherer
of industrial data in China.

Grab an hour
I have no idea where Hu Tao Road
is in Songjiang but that’s this morn-
ing’s destination. It’s about a 90-
minute drive from the central
Shanghai districts that are familiar

to me. At Hu Tao Road is the Zhun Zhen textile factory where we
are hoping to grab an hour with General Manager Mr. Sun to talk
with him about what influences his purchasing decisions and what he
thinks the increasing numbers of international players in the textile
printing market should do about their relatively low market share. As
he is a man with 35 years of experience in this industry, international
training and impressive contacts within the industry trade association,
we are pleased to get the interview. 

The smart international companies in China realize that Mr. Sun

By Laura Mitchelson
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global implications

The ups and downs
of gathering business
intelligence in China
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and others like him hold at least part
of the key to their success, that they
need his insights and local advice to
help predict the movements in this
complex and rapidly changing mar-
ketplace. Macroeconomic data about
rising GDP and double-digit growth
has its place but it needs supple-
menting with hard facts about the
situation on the ground, and that in-
formation needs updating on a
monthly basis.

Cultural understanding
It is my belief that too many busi-
ness decisions here in China are
made by those who don’t have in-
depth knowledge of China based on
advice from those who also don’t
really know China.

Many a book has been written on
the importance of cultural under-
standing in any overseas market, and
this is particularly important with
China. Yet it is often more comfort-
able for a Western manager to ask
other Westerners for advice on deal-
ing with this new market (those

who’ve cracked it ahead of them)
rather than requesting advice from
those for whom this is home. In our
experience, a combination of the
two gives the best result. Westerners’
and other international companies’
experiences are valid because how
else can you establish the potential
pitfalls of doing business here? Local
advice is invaluable when historical
perspective or cultural understand-
ing or even a “local answer to a local
problem” is sought. 

The very nature of business intel-
ligence means that much of what
researchers discover is often new and
sometimes surprising. This is partic-
ularly true of intelligence-gathering
in China, where the rapid changes
in the commercial landscape mean
changes to commercial structures
and processes and projections hap-
pen very frequently. Successful Chi-
nese companies and managers are
adept at being flexible to changes in
the macroeconomic picture, being
creative about managing change to
their structures and processes and at

learning from others (often interna-
tional competitors). 

Most companies in China operate
on standard 9-5 working hours but
with manufacturers there is often an
earlier start time, earlier finish time
and an extended lunch break, some-
times lasting from 11 a.m. - 2 p.m.,
so it’s worth bearing this in mind
for initial calls and for arranging
meeting times. If you arrange a face-
to-face interview at 10 a.m., there is
a good chance you will be invited to
lunch as well.

When working in a different cul-
ture, especially one where “should”
means “is” and where being am-
biguous is the norm, the ability to
read between the lines is impor-
tant. Very few self-help-style books
can assist in this area, since reading
between the lines means under-
standing the cultural reference
points and requires background on
what is being discussed. 

We once worked with a company
that was focusing some of its deter-
gent advertising on the concept that
all children have a right to get dirty
(implying that this is how children
learn, grow and develop). This par-
ticular client’s problem came when
it discovered that Chinese children
learn, grow and develop through at-
tending class in school and then at-
tending additional classes after
school. There is no space there for
getting dirty playing and for this
reason some rapid adjustments had
to be made to a discussion guide for
a focus group to steer things in a
helpful direction for the client.

Respondents for a study can be
from all types of social and educa-
tional backgrounds but can all be
working in the same district. This
phenomenon is particularly apparent
in the first-tier cities, as Beijing,
Shanghai and Guangzhou are collec-
tively known. Here, there is a com-
plex convergence of those with
money and international back-
ground or experience, those with
money but no international back-
ground or experience and those
with very little money and no expe-
rience of anything outside one small
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area of the country. When this di-
verse combination occurs within
one family (as it often does), it caus-
es specific challenges to marketers
and researchers. In the business in-
telligence arena, the progression
from very low knowledge and
awareness of international influences
on an industry to full awareness
happens very fast.

Protecting information is part of
the culture as is a reluctance to be
the one blamed for losing informa-
tion. Traditionally in some parts of
Chinese society, there is reluctance
to take responsibility in a work en-
vironment. If there is any risk at all
associated with individuals releasing
information to a third party, research
respondents will often choose not
to. There is little incentive for a typ-
ical purchasing or operations manag-
er or even government employee to
provide information to an external
party. Worse, there are cases where
risk is potentially associated with
doing so. As a result, since market
research is relatively new in this
market, interviewers have to do
more reassuring about how “nor-
mal” the process is in order to facili-
tate meetings, interviews and in-
formative responses.

Adding to this, the Chinese lan-
guage is often vague where English
would require one to be specific.
Even in our office, when a vague
approach is needed and where lan-
guage is optional, we would choose
to use Chinese, as there tends to be
more flexibility.

Fragmented industries 
China is divided into provinces,
municipalities, districts, towns and
villages. In a nation of fragmented
industries set in a vast land with
hundreds of local marketplaces, ex-
tracting comment on the nature of
one industry across the whole
country is unrealistic. So it falls to
the researcher to merge the jigsaw
pieces from across the country to
build a national picture. A senior
manager in a company in Zhejiang
will often assume automatically that
we are only speaking about Zhe-

jiang province when we pose ques-
tions about the development of the
industry in the coming five years or
when we probe about consolida-
tion. Pointing out that a national
perspective is being asked for is un-
helpful and can often lead to the
respondent feeling a little ashamed
of their lack of knowledge - as re-
searchers know, this is not a good
place to end up since most respon-
dents become uncooperative at this
point. It is therefore best to gently

confirm whether you are being told
about the local picture and just
how local that picture is. 

Countless variations 
As researchers, you also run up
against countless variations in re-
gional business culture. For example,
with companies in Beijing, sending a
fax before calling can help a lot and
more groundwork preparation is
needed than it would be in Guang-
dong, down south. In Shanghai,
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more phone conversations are possi-
ble. In Beijing, a face-to-face meet-
ing is often needed up front before a
follow-up interview will be agreed
to. This extends the timeline on
many projects.

In our experience, it is the neces-
sity of an initial face-to-face meet-
ing which always proves difficult to
communicate to clients outside Chi-
na. That first meeting, although
mainly only for pleasantries, is ex-
tremely important in many areas of
business here.

Between the first and second
meeting, there is often a complete
transformation in attitude. Recent-
ly, for example, we met with edu-
cation commission personnel to
better understand the government
regulations in a particular area. At
the first meeting, we were greeted
by a stony-faced director of the
commission who had not read our
brief, did not know who we were
(despite our having called twice)
and didn’t seem interested until we
presented our client’s case and hint-
ed at the types of questions for
which we required his help. Our
second meeting, 48 hours later, was
a very different affair. By this time,
our eight-page brief had been read,
additional contacts had been
prepped and were ready to take our
questions, and there was even talk
of cooperation and further assis-
tance should we need it.

Distances are vast 
As if we needed to mention it, the
distances are vast in China. A na-
tional study can involve many hours
on domestic airlines where the food
and beverage offerings are often not
as tempting as they might be -
Nescafe and bread and butter, any-
one? Most consumer studies will in-
clude the first-tier cities as well as at
least two to three second-tier cities
(typical choices include Chengdu,
Shenyang, Hangzhou and Shen-
zhen). The average distance between
these cities is over 600 km.

Sometimes, the clients cause the
problems. They know that they need
to know something about their in-

dustry but they often don’t know
what that something is! How do
you prepare to investigate a com-
pletely new and often alien market?
For those used to conducting new
market studies, there is a well-used
list of assessment criteria that can be
worked through but it is our belief
that it is the job of your research
partner in-market to be proactive in
outlining the best approaches and
flagging potential pitfalls.

Why do it?
So with all the challenges, why do
we do it? Well, for one thing, it’s
exciting. This is a fast-moving en-
vironment where the can-do busi-
ness ethic rubs off onto anyone
working in the market long-term.
And, in a country often talked
about as mysterious or certainly
alien in its business practices, we
find many of those we speak to
open and keen to share knowledge.
Market research as a discipline, and
certainly this particular breed of
business-to-business or industry re-
search, is new to many of the re-
spondents and that lends a certain
amount of freshness to many of the
interviews and discussions.

Finally, client variety is a big plus.
You can work on everything from
small, market-entry projects to cus-
tomer satisfaction work with well-
established Fortune 500 companies.
And, as expert councils and strong
business networks do not exist in
China in the same way they do in
developed markets, the role of the
researcher is extended to that of
communication channel. Everyone’s
competitor is here in one market-
place so our role as information
providers is heightened. 

More frenzied
China’s growth, and the growth in
interest in doing business here, shows
no signs of abating. We expect the
scramble for information to get even
more frenzied, so we’ll keep packing
our sandwiches for those long local
flights and continue to be amazed by
the revelations that come from this
emerging powerhouse.  |Q
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The sole purpose of market research is to offer clients a competi-
tive advantage. Researchers traditionally achieve this by produc-
ing data - simple numbers that assist a client in establishing the

basic mechanics of a market, and therefore, the associated business op-
portunities in selling a product or service to the identified audience.

As markets have matured, however, a simple number isn’t enough. It
no longer provides a sustainable competitive advantage or added value
to a business. During the mid-1990s, the American market research in-
dustry witnessed this transition; clients began wanting much more from
the data being provided and sought researchers who offered meaning
to the numbers within a business context. 

Figures alone are no longer the tools that assist a business in get-
ting one step ahead of its competition; this can only be achieved
with market insight.

Understanding how to interpret data to generate insight and how
this, in turn, can be applied to a client’s business is extremely complex,
and many market researchers fail to give themselves the opportunity to
find insight and deliver it in an effective manner. Critically, many market
research agencies fail to grasp that insight is no longer a value-added
service. In today’s market, it is the reason that research is commissioned. 

Extensively documented
Consumer preferences and trends have been extensively documented.

Data is available in most mature
markets on what consumers do,
when and how, and their rationales
behind such activity. As a result, de-
livering insight within this environ-
ment is a long-established practice
and is essential in the fight to
achieve a competitive advantage. 

Within the business-to-business
(B2B) sector, however, insight has
not been adopted with the same ur-
gency. This is ultimately due to the

complexity of business activity in general and the cost of business re-
search, resulting in fewer market research studies taking place and fewer
questions being asked at a basic level to fully comprehend why compa-
nies behave in certain ways, purchase particular products and prefer
specific suppliers. This has enabled simple, unadorned data to retain its
market value throughout the last few years.

Additionally, the business relationship under investigation, between
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Going beyond 
the numbers

Successful B2B
research requires
insight generation,
not just data gathering
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vendor and end user, is much more
complicated, as there are often many
people involved in the purchase deci-
sion-making process. For example,
technicians in an organization’s IT
department are responsible for ensur-
ing that new technology is compati-
ble with the existing IT infrastruc-
ture, yet it is the business
professionals using the equipment
that drive the need. Both parties are
involved in the decision-making
process to ensure that the technology
helps achieve business objectives and
is easy to implement and update with
the latest software. Therefore, inter-
preting the motivation behind the
choices of each company can lead to
incomparable conclusions.

Regardless of these challenges, the
advantages that insight can offer over
data are now starting to be fully ap-
preciated and expected by B2B
clients. The sector appreciates that by
asking the organizations why they
purchase a product or service - for
example, is it because the salesperson
is particularly efficient, the company

offers good incentives or because it
hosts the best corporate hospitality? -
much more meaningful information
is generated, information that has ob-
vious business actions associated, such
as increasing training for salespeople
or reviewing the company’s corpo-
rate hospitality offering.

One such tool to generate insight
within the B2B marketplace is star
brand analysis. This analyzes the
channel (be that a retailer, an opti-
cian, a vet or an IT reseller) and
identifies why a brand wins the battle
to get stocked and, ultimately, recom-
mended to a consumer. It does this
by breaking down the levers that
help determine which brands are
stocked into six categories:

• product - features and perceived
quality of the product;

• procurement - logistics of obtain-
ing the product;

• people - quality, knowledge and
understanding of company represen-
tatives and customer services;

• pricing options - pricing, avail-
able margin and pricing terms;

• perception - brand image;
• pull - consumer awareness and

demand.
Sequential analysis of each catego-

ry allows the researcher to fully ex-
plore and understand the factors that
result in the observed performance,
pinpointing each brand’s strengths
and weaknesses within the category.

Complex process
Generating insight is a complex, labo-
rious process that has to overcome
many barriers before a project can be
completed. Extracting meaning from
numbers and translating this into a
business context with understandable,
easy-to-implement actions is no sim-
ple task. Any researcher will agree that
it is far less work to decide on a set of
questions with a client, ask the ques-
tions, populate tables and give the
numbers to the client than to under-
stand what the numbers represent. 

Key to delivering insight is time.
The process is exploratory, creative
and almost organic. Finding the dead
ends has to be viewed as part of the
natural research life cycle and not a
disruption. Researchers need lots of
data and lots of questions as raw ma-
terials to start to find the story be-
hind the numbers. It is the re-
searcher’s job to “sweat the data” -
drill it, cut it, to find out what is go-
ing on. The quality of the analysis
can be defined by the cutting-room
floor - the analysis that came up with
nothing, which has forced the re-
searcher to go deeper. Without un-
dertaking this lengthy process, a re-
searcher will be unable to achieve
usable, interesting insight. 

For some agencies, whose core
business is to churn out numbers
quickly and cost-effectively, a study
can become costly if anyone queries
the figures and what they mean. The
strict timeline to which the re-
searcher is working is interrupted.
This slows down the output of data
and completion of a project and is
viewed as losing money. Many agen-
cies solely producing research in this
manner would argue that there is still
a client desire for data, however, ac-
tivity within the marketplace would
indicate otherwise.
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Unfortunately, generating insight is
not something that a company can
decide to offer overnight. It requires a
different outlook into what research is
and how it should be produced and
requires everyone involved in a re-
search study not to view insight as the
“value add” at the end of a project. In
essence, for large, number-producing
organizations, a new culture must be
adopted. There is also tough competi-
tion from smaller agencies, who have
fought hard for new business and have
invested heavily in the provision of in-
sight. Aware of this opposition, some
data companies are acquiring bou-
tique insight agencies to offer such
services, acknowledging that such a
fundamental change in their organiza-
tional culture cannot happen in the
short- to medium-term.

Drowning in data
Generating insight does mean more
data, which does, of course, need to
be shared with the client. However,
this does not need to be shared dur-
ing the initial debrief. Sitting through
a quantitative research debrief can re-
sult in clients drowning in data and
struggling to identify the key findings
of the study - the insight. Known
throughout the business as “death by
bar chart,” this has been one of the
most common by-products of the in-
dustry’s transition from data produc-
tion to insight generation. So how do
you cut down on the number of
slides, save a few trees and make sure
there is more insight and less data in
a research debrief?

The trick is to be very focused on
what bits of the analysis actually
make it into the debrief presentation.
The best insights are clean and sim-
ple, with distinguishable business ac-
tions that can be implemented. The
time spent with a client is often lim-
ited, so researchers need to ensure
that their presentations are kept short
to allow for an extended question-
and-answer session. This enables
those attending the debrief meeting a
chance to discuss the findings of in-
terest to them and extract the re-
quired knowledge from the re-
searcher. To achieve debrief success,
researchers should:

• Start thinking about the presenta-
tion at the beginning of the research
project. This gives the team a struc-
ture to work toward and gets them
pondering how certain elements of
their findings may eventually be
communicated to their audiences.

• Invest time. It takes a lot longer
to write a short presentation. An or-
ganization must develop a culture
that allows researchers time to con-
clude a project and create a powerful
presentation, and not rush the vital
final stages of the activity.

• Ask “so what?” This is a very ef-
fective way of culling redundant
slides. Ideally this is undertaken by a
colleague who is not close to the
data. If the researcher can’t answer
this simple question there are two
choices: go back and do further
analysis or delete the slide. 

• Think visually. Making a presen-
tation engaging and easy to under-
stand will demonstrate to a client
that the company has gone that ex-
tra step to produce an informative
document and will also allow them

to share the presentation and com-
municate the key findings with oth-
ers in the company.

Important role
Insight is no longer an added-value
offering but a researcher’s core prod-
uct. Data still plays an important role
in understanding business opportuni-
ties within developing countries. The
reams and reams of demographic
data, taken for granted in mature con-
sumer markets, have not yet been es-
tablished, and the statistics on business
behavior have yet to be documented.

Data on these activities is being
generated and shared at an astonish-
ing pace, but once these figures have
been established, they will become
worthless to businesses striving to
achieve a competitive advantage.
Therefore, the move from data to in-
sight, which we have seen in North
America and Europe, will inevitably
happen in Asia and South America,
and forward-thinking research agen-
cies are already aligning their culture
to this certainty.   |Q
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As the drumbeat continues to sound throughout the mainstream
media, warning consumers about the threats of permanent en-
vironmental damage resulting from various forms of energy

use, American consumers’ thoughts and behaviors seem to ramp up in
complexity and often sound a different drum altogether - one that util-
ities need to grasp and comprehend if they ever expect to achieve mar-
ket penetration with renewable energy and energy efficiency.

Consumer thought and behavior diverge in many respects from
common assumptions about what people think and know about en-
ergy use, conservation and the environment, as well as how they
make their purchasing decisions. It is paramount for energy compa-
nies to understand the thought processes behind consumer motiva-
tions in order to reach customer bases with messages and motivations
that make sense and help spur new customer choices and demands.

Now in its fourth year, Energy Pulse is a national consumer study
conducted by my firm that analyzes consumer energy use, energy
conservation and purchasing behaviors relative to energy-efficient
and “green” products and services. The study also delves into the rea-
sons why consumers think and behave the way they do about their
own energy use and what factors motivate consumers into action.

Among some of the themes identified in Energy Pulse over the
years, and in 2007 with the latest
study in particular, are some critical
realities that drive how utilities and
energy companies should commu-
nicate strategically.

Lack of awareness
The American consumer consistently
shows a substantial lack of accurate
awareness about their own personal
use of electricity, production of elec-
tricity and the role of coal-fired
plants in greenhouse gas emissions.

While Figure 1 shows that 63
percent of U.S. consumers agree they are “very concerned” about the
effects of climate change or global warming, there is a disparity be-
tween how greenhouse gas emissions are generated and which cul-
prits Americans think are to blame. 

The 2007 Energy Pulse study indicates two-thirds of consumers
do not know that most electricity is produced by burning coal,
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Losing steam

Annual study shows
consumers have
grown tired of
thinking about
energy
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and 19 percent of consumers think
that hydroelectric generation is the
No. 1 source of electricity (the
U.S. Energy Information Adminis-
tration cites that hydro is the
source of only 3 percent of the
electricity in the U.S.).

Figure 2 shows the responses to
the question, “Which is the worst
man-made cause of global warm-
ing or climate change?” Less than
4 percent of consumers name coal-
fired electricity production as the
biggest man-made contributor to
climate issues. Nearly 30 percent
of consumers think car and truck
emissions present the worst man-
made cause of global warm-
ing/climate change.

Contrary to those responses,
however, the Inventory of U.S.
Greenhouse Gas Emissions and
Sinks 1990-2005 report documents
that fossil fuel combustion ac-
counts for 79 percent of green-
house gas emissions - and of that,
electricity generation accounts for
41 percent of CO2, or nearly one-
third (32.8 percent) of all green-
house gases, while transportation
(personal cars, diesel trucks, heavy-
duty vehicles and jet fuel) accounts
for 26 percent of greenhouse gas
emissions. Personal vehicles ac-
count for only 15.7 percent of all

greenhouse gas emissions.
This disconnect that American

consumers have between climate
change issues and their own elec-
tricity usage is drastic. Over the
years, consumers have been condi-
tioned to think that changing their
driving habits is the primary way to
help the environment. Because of
this, consumers have never realized
that the biggest thing they can do
to reduce greenhouse gas emissions
is to use less electricity.

In addition, consumers generally
do not realize the volume at which
they have increased their electricity

use in the last 15 years. Today, many
households, businesses and home-
based businesses have computers,
copy machines, cell phones, PDAs,
MP3 players and other electronic
devices that were not at all prevalent
15 years ago. Yet when we ask con-
sumers in focus groups, “Are you us-
ing more energy today than you
were 10 years ago,” the knee-jerk
response from consumers is “no.”

Lack of understanding about re-
newable energy continues to be a
factor with the American consumer
as well. Energy Pulse 2007 found
only 48 percent of consumers
could name (unaided) at least one
form of renewable energy, although
this statistic is quite improved over
2005, when only 20 percent of
consumers could do so.

Consumers are experiencing
“green fatigue” but not related to
repetition of environmental mes-
sages. They lost a marked level of
enthusiasm in 2007 for energy-effi-
cient home products and green
housing, citing green home prod-
ucts’ higher prices as cause for con-
cern. When advertising an energy-
efficient product, telling consumers
they’ll save money isn’t good
enough. Energy Pulse shows that
consumers want proof. 

Consumers also expressed con-
cerns that “green” and “energy-effi-
ciency” are being used merely as
marketing ploys. After being bom-

38 |  Quirk’s Marketing Research Review | March 2008 www.quirks.com

http://www.quirks.com


barded by the marketing messages
of companies jumping on the
green-friendly bandwagon, people
are now much more inquiring
about the bill of green goods being
sold to them - not only in terms of,
“Is it as green as what they say it
is?,” but also, “Does it matter
enough to me to pay extra?”

Green power shows no growth
Energy Pulse 2007 indicates that
consumer likelihood to participate
in green power programs has in-
creased since both the Energy Pulse
2006 and 2005 studies, as indicated
in Figure 3. However, green power
has shown no growth in self-report-
ed participation over the last three
years - likely due to a finding from
previous Energy Pulse studies that
most consumers are unaware if their
utility offers green power. In addi-
tion, the study reveals insights about
the electric utility industry’s image
problem with customers and that
confusion over bills and rates drives

a range of negative perceptions.
According to the report, survey

participants have been very likely
over the past three years to say they
will participate in green power, but
the apparent show of support has

not been particularly predictive of
actual behavior. 

Based on the study’s three years
of consecutive survey data as well as
focus group feedback in 2007, Shel-
ton Group thinks low participation
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rates have to do with both aware-
ness and targeting. Utilities that fail
to initiate and sustain strong, consis-
tent marketing support of green
power should expect continued low
response levels due to the extra ef-
fort required of consumers to par-
ticipate in most programs. 

In addition, it is not just the ex-
istence of marketing programs that
is important - it is the targeting of
these programs. Not every con-
sumer is a good prospect for green
power. Utilities should target cus-
tomers who both have the means
and the interest to participate. A
mass-market approach is generally
not effective. 

Whereas “increasing energy
prices” ranked as a top energy or
conservation concern in 2006,
Americans today seem to have ad-
justed to higher energy prices, with
other concerns having grown in
importance. When asked their top
energy concern from a list of sev-
eral potential concerns, “the quality
of our Earth for future genera-
tions” is the No. 1 concern (20
percent), as it was in 2006. 

However, “increasing energy
prices” dropped from number two
to fifth place and a newly intro-
duced concern, “environmental
problems damaging our health
and/or the health of our families” is
now tied for second with “U.S. re-
liance on other countries for ener-
gy.” These results are all shown with
percentage responses in Figure 4.

There were significant differences
in primary concern, based on age,
education, ethnicity, occupation, po-

litical philosophy and political party,
and our firm strongly recommends
any utility or other energy company
carefully assess its own demographic
market in order to determine the
best message strategies.

Some good news
For utilities already offering aggres-
sive green-power programs, there is
some good news: Energy Pulse doc-
uments that more than 73 percent of
consumers said it is important/very
important that their utility generates
or purchases at least some green
power. In addition, 65 percent said
that knowing their utility partici-
pates in green power and energy-ef-
ficiency programs positively impacts
their opinion of the utility.

In terms of general perceptions,
however, utilities face a challeng-
ing public relations problem, driv-
en in large part by recent rate in-

creases and consumer confusion
about their bills - and even confu-
sion about how electricity is gen-
erated and what renewable energy
is. Energy Pulse 2007 focus group
participants were consistently neg-
ative in their perceptions of utili-
ties, particularly their electric util-
ity. Consumers don’t understand
how their bills are calculated or
why their bills rise, and they often
suspect greed and excess profit-
taking by their power provider.
While some consumers - particu-
larly in the western U.S. - under-
stand the need for utilities to en-
courage conservation, most are
skeptical and think the push for
green power is simply a marketing
ploy to score points in the media.

Energy Pulse survey respondents
have consistently said it’s extremely
important for utilities to give them
tools to help them reduce their
bills. Interest in most utility pro-
grams has increased from last year,
and interest is high for a number of
products newly tested in Energy
Pulse 2007. Sixty-eight percent of
respondents said they were like-
ly/very likely to participate in time-
of-use billing. And, while such a
program isn’t available in every state
or at every utility, 49 percent of
consumers said they would, hypo-
thetically, participate in a solar re-
bate program. In addition, interest
in energy-efficient product rebate
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programs is high.
Despite a growing U.S. market-

place touting the benefits and desir-
ability of green home products and
new-home construction, Energy
Pulse 2007 indicates consumer pur-
chase intent for energy-efficient
home products was down in 2007
compared to a year ago. The current
economy and housing market de-
cline - coupled with consumer per-
ceptions that green products cost
more - may be resulting in a
marked drop in consumer enthusi-
asm for energy-efficient homes and
other green home products.

When asked, “Would you choose
one home over another based on
energy efficiency?” those who an-
swered yes declined significantly in
2007 compared with responses in
2006, by 16.27 percentage points.
Also reflecting the housing trou-
bles of the past year, Energy Pulse
documented a 13 percentage point
decline in the number of con-
sumers who have “recently com-
pleted home renovations,” from 30
percent of consumers who re-
sponded affirmatively in 2006 to
only 17 percent in 2007.

Energy Pulse 2007 also docu-
ments that purchase intention for
every energy-efficient home prod-
uct evaluated is down from the
study’s 2006 results. Decreases in
levels of “likely/very likely” pur-
chase intent for the following prod-
ucts and activities between 2007
and 2006 include:

• Purchase a programmable ther-
mostat: down 22 percent.

• Purchase energy-efficient com-
pact fluorescent or halogen light
bulbs: down 11 percent.

• Purchase an Energy Star appli-
ance: down 19 percent.

• Install extra insulation to make
home more energy-efficient: down
15 percent.

• Install special energy-efficient
windows or doors: down 12 per-
cent.

• Purchase higher-efficiency heat-
ing/cooling system: down 17 per-
cent.

• Request home energy audit or

seek information to improve home
energy efficiency: down 9 percent.

• Install solar panels or other re-
newable energy generation at home:
down 21 percent.

Take notice
Fewer consumers seem willing to
put the cash into a green or energy-
efficient purchase despite how
much it may save them in the long
run or how it might assuage their
guilt about the environment. Mar-

keters should take notice with re-
spect to the content and credibility
of their messages. Prices matter and
consumers may be growing weary
of companies that appear to tout
green merely as a marketing ploy.
Sixty-one percent of Energy Pulse
2007 respondents thought energy-
efficient products cost more. There-
fore, energy-efficient product mar-
keters should make it clear if their
products are priced comparably to
less efficient alternatives.  |Q
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In today’s competitive world, the measurement and modeling of
customer loyalty has become a valuable management tool for com-
panies to better ensure that they remain competitive and maintain,

or better yet, expand their current customer relationships. However,
measuring customer loyalty in an industry where many customers don’t
have a choice of providers doesn’t make sense…or does it? The answer
depends on how you define customer loyalty.

Some equate customer loyalty with basic customer retention. If a
customer continues to do business with a company that customer is, by
definition, considered to be loyal. If this definition were applied to
many companies in the utility industry, all customers would automati-
cally be considered loyal. As such, measuring customer loyalty would
appear to be unnecessary.

Nonetheless, it was just 10 years ago that deregulation of the power
industry seemed imminent. In a deregulated world, customers could
have a choice in providers. One might attempt to simulate that situa-
tion and have customers speculate on whether they would continue
using their current provider. However, this can prove faulty since the
thought of having a choice is too hypothetical or far-fetched for many
current utility customers.

Another slightly expanded definition of customer loyalty to consider
is this: 

Customer loyalty is a customer’s predisposition to select a business entity as
their preferred provider and their tendency
to resist competitors’ persuasive attempts
because the selected business entity is per-
ceived as the best-choice alternative.

However, again, for many utility
customers, the notion of having a
preferred provider and resisting
competitors’ attempts does not make
sense in today’s environment.

Perhaps a better or more relevant
way for utilities to approach the defi-
nition of customer loyalty is to further
expand how they think about loyalty.
Consider the following definition: 

Customer loyalty is a behavioral dis-
position on the part of the customer to
respond favorably toward the brand (and
company) consistently and across situa-

tions. It is the willingness to engage in a variety of behaviors that serve to main-
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Beyond mere
customer
retention

Despite their
customers’ lack 
of choices, utilities
can still benefit
from measuring 
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tain and deepen the relationship between a
brand (or company) and its customers.

So what does it mean to respond
favorably to a company? At a basic
level, this can mean choosing to re-
main a customer. As previously men-
tioned, however, this is essentially a
non-issue for many utility compa-
nies. It then becomes necessary to
think beyond just customer reten-
tion. One needs to consider other
ways in which customers can respond
favorably toward a company. 

Other favorable responses or be-
haviors can be classified into one of
three categories that reflect the con-
cept of customer loyalty: expansion;
compliance or influence; advocacy.

Expansion is the extent to which a
customer is likely to increase the lev-
el of business he or she is doing with
a company. For a company in a com-
petitive industry, this could mean
purchasing more of the same prod-
ucts or services, i.e., expanding the
depth of products or services pur-
chased from the company. It could
also mean purchasing or subscribing

to new products or services, perhaps
from a different product line or busi-
ness unit. This would be expanding
the scope of products or services
purchased from the company. 

For an electric utility customer,
doing more of the same, such as in-
creasing electrical usage, may not be
a relevant expansion behavior. How-
ever, the relationship between an
electric utility customer and the
provider can be expanded in other
ways that benefit the utility company.
Specific examples of potential expan-
sion behavior in the electric utility
industry include:

• signing up for programs that help
the customer reduce or manage their
energy consumption;

• using the utility as consultant
when selecting energy products and
services from a third party;

• paying a premium price.
Compliance or influence is the extent

to which a customer is likely to
comply with company requests or be
influenced by the company in a way
that benefits the company. Specific

examples of potential compliance or
influence behaviors that utility cus-
tomers might exhibit include:

• seeking the utility’s advice or ex-
pertise on an energy-related issue;

• voluntarily cutting back on elec-
tricity usage if the utility advised the
customer to do so;

• accepting the utility’s energy ad-
vice or referrals to energy contractors
or equipment;

• being influenced by the utility’s
opinion regarding energy manage-
ment advice, equipment or technolo-
gies;

• providing personal information
that enables the utility to better serve
the customer;

• paying the bill online;
• paying attention to advertising.
Advocacy is the extent to which a

customer is willing to speak favorably
about a company to friends, colleagues
or others. Advocacy also includes a cus-
tomer’s willingness to actively support
that company on issues and matters
that are important to the company.

Creating customer advocates can
be especially important for a compa-
ny in a regulated industry. In the ab-
sence of customer advocates, or
worse, in a situation where customers
speak unfavorably about a company
or actively work to support issues
that are counter to those the compa-
ny supports, companies can suffer a
variety of negative consequences.
These consequences might include
increased business costs, lawsuits, fines
and construction delays. For an elec-
tric utility, specific examples of po-
tential advocacy behavior include:

• recommending that other cus-
tomers specifically locate in the ge-
ographic area that is serviced by
that utility;

• supporting the utility’s positions
or actions on energy-related public
issues, including the environment;

• supporting the utility’s position
on the location and construction of
power generation facilities and/or a
power transmission grid;

• providing testimonials about pos-
itive experiences with the utility.

Favorable behaviors
To best determine how loyalty
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should be defined for a given compa-
ny, the company needs to identify fa-
vorable or desired customer behav-
iors that will benefit the company in
some meaningful way. When identi-
fying these desired customer behav-
iors, customer segment differences
should be taken into account and re-
flected in how the behaviors are
measured. The following questions
should be considered in identifying
the relevant expansion, compliance
and advocacy behaviors:

• What does the company want
from its relationship with customers?
How would this benefit the compa-
ny, in both monetary and non-mon-
etary ways?

• What can customers do to sup-
port the company’s mission?

• What can customers do to help
the company better serve them?

• What can customers do to mini-
mize the company’s cost of doing
business with them?

• How does the company define
an ideal customer? What do they do
or not do? How do their actions

specifically benefit the company?
• What does the company consider

to be a less-than-ideal customer?
What sets these customers apart from
ideal customers? How do their ac-
tions impact the company?

For the researcher responsible for
measuring customer loyalty, these
questions can best be addressed using
internal qualitative research with a
mixture of cross-functional company
representatives. This could be accom-
plished via one-on-one interviews
and/or roundtable discussions. The
above questions help the company to
think beyond traditional customer
loyalty or customer retention. The
desired behaviors could include be-
haviors that some customers already
exhibit today. Behaviors could also
include what companies would ideal-
ly like their customers to demon-
strate. 

Statistically verify 
After the loyal behaviors are defined
and measured among customers, it is
important to statistically verify that

they reflect customer loyalty. Periodi-
cally, it is also important to revisit
how loyalty is being defined for a
company. When re-examining each
measure of loyalty, the following
questions should be raised:

• Is the meaning of the loyalty
measure clear?

• Is this behavior relevant in today’s
environment? Can customers do this
immediately? If not, how likely is it
that this behavior will become rele-
vant in the near future?

• How important is this behavior
for the company, and how does it
benefit the company?

• What is missing from the list?
Once customer loyalty has been

defined in a way that is meaningful
for the company and statistically
valid, it is necessary to understand the
customer experiences, interactions,
perceptions and attitudes that drive
customer loyalty. For example, main-
taining and nurturing a reservoir of
goodwill is critical in helping to en-
sure that customers are motivated to
behave in a favorable manner, now
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and in the future. Measuring the ex-
tent to which a company has an
emotional connection to or bond
with the customer is key to assessing
the level of goodwill that exists be-
tween the customer and company.
The higher the level of goodwill is,
the more motivated the customer
will be to exhibit expansion, compli-
ance and advocacy behaviors, even
when things may not be perfect

(such as during a power outage).

Intangible asset
In sum, loyal behavior in the utility
industry may not be as evident as it
is in a more competitive environ-
ment. Measuring customer loyalty
in a generally non-competitive in-
dustry requires one to think about
loyalty in non-traditional ways.
Customer loyalty is an intangible

asset that has positive consequences
or outcomes associated with it no
matter what the industry. Properly
measuring loyalty among utility
customers requires thoughtful prob-
ing to thoroughly identify the
range of expansion, compliance and
advocacy behaviors that will ulti-
mately benefit the company in
meaningful ways, and foster happier
and more loyal customers.  |Q

Research Company Spotlight - Utilities/Energy
Below is a list of marketing research companies from our 

Researcher SourceBook™ that specialize in serving the utilties/energy industries.

Blackstone Group

312-419-0400 | www.bgglobal.com
Millward Brown, Inc.

630-505-0066 | www.millwardbrown.com

Bourget Research Group

860-561-1300 | www.bourgetresearch.com
The MSR Group

402-392-0755 | www.themsrgroup.com

Burke, Incorporated  (See advertisement on p. 33)
800-688-2674 | www.burke.com

On-Line Communications, Inc.

800-765-3200 | www.on-linecom.com

C&R Research Services, Inc.

312-828-9200 | www.crresearch.com
Opinion Dynamics Corp.

617-492-1400 | www.opiniondynamics.com

The Dieringer Research Group, Inc.

414-449-4545 | www.thedrg.com/quirks
Precision Research Inc.

602-997-9711 | www.precisionresearchinc.com

Directions In Research, Inc.

800-676-5883 | www.diresearch.com
Quality Solutions, Inc.

800-471-1646 | www.qualitysolutions.com

Energy Market Solutions

770-455-6994 | www.energymarketsolutions.com
RDA Group

248-332-5000 | www.rdagroup.com

Focus Latino

512-306-7393
Research Into Action, Inc.

503-287-9136 | www.researchintoaction.com

Geo Strategy Partners

770-650-8495 | www.geostrategypartners.com
Rockbridge Associates, Inc.

703-757-5213 | www.rockresearch.com

ICR

484-840-4300 | www.icrsurvey.com
Irwin P. Sharpe & Associates

973-731-7800 | www.sharpeassociates.com

IVRsurveys.com

888-359-9054 | www.ivrsurveys.com
Toluna

646-723-4595 | www.toluna-group.com

J.L. Roth & Associates, Inc.

727-772-0100 | www.jlrothassoc.com
Triad Research Group, Inc.

440-895-5353 | www.triad-research.com

Just The Facts, Inc.

847-506-0033 | www.justthefacts.com
Walker Information

800-334-3939 | www.walkerinfo.com

M/A/R/C® Research

800-884-6272 | www.marcresearch.com
WB&A Market Research

410-721-0500 | www.WBandA.com
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716-836-8683 | www.joelgoldberg.com
WestGroup Research

602-707-0050 | www.westgroupresearch.com

The Marketing Workshop, Inc.
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403-269-7526 | www.zincresearch.com
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44-20-8742-7888 | www.metra-martech.com
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Recently my company, UtiliPoint International Inc., has been
asked by several different utility industry participants about
the state of the customer information system (CIS) market

in North America. Some believe it to be growing while some feel
that it has stabilized or even slowed in recent months. To address this
issue and the underlying reasons for selecting a new CIS, we turned
to our annual survey of utilities in North America.

Focusing on the subject of customer service, the survey involves in-
terviews with managers or directors of billing and customer care at
North American utilities and it examines results from all utility types
(investor-owned utilities, cooperatives, municipals, etc.) and all com-
modity types (electric, gas, water, etc.). Our preliminary findings are
based on 94 completed surveys.

For background, the CIS market is comprised of vendors selling core
enterprise systems focused primarily on customer-facing operations
functions including enrollment, account maintenance, order processing,
product/service management, billing, credit and collections, and ac-
counts receivable. Sophisticated and extensible CIS systems provide base
data to other utility and energy company enterprise systems including
work and field service management (WMS), outage management
(OMS), energy management (EMS) and asset management systems.  

The results provide a number of interesting findings regarding the
current CIS market. For example,
respondents were asked which fea-
ture of their current customer infor-
mation system they would change, if
given the chance (Figure 1). Flexi-
bility was the most common attrib-
ute cited (18.2 percent of respon-
dents). Only 14.8 percent of the
respondents indicated that they
would not change a thing. This is
the first time in the survey’s history
that doing nothing was selected by
fewer than 18 percent. This would
suggest that utilities are growing less
enamored of their current systems. 

There appears to be a number of
drivers for the demand for flexibili-
ty. First, there is an acknowledg-

ment that there is a need to close the traditional separation between
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Editor’s note: Christopher Perdue is
the senior director of market research at
UtiliPoint International Inc., an
Albuquerque, N.M., energy consulting
firm. He can be reached at 850-499-
8727 or at cperdue@utilipoint.com.

Growth or
stabilization?

A look at the
current market 
for customer
information systems
in the North
American utility
industry
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business user and programmer, to
make it possible for individuals who
understand the utility business to
have direct influence over the CIS.

Secondly, utilities want a more
flexible architecture that allows them
to adopt modules or components as
needed. Increasingly, utilities today
aren’t buying complete replacement
systems. Instead, they want to maxi-
mize their current information tech-
nology investments and buy in bits

and pieces what will bring in an im-
mediate return on investment. Utili-
ties are also looking for CIS vendors
to create application program inter-
faces (APIs) and Web services that
provide the information links re-
quired for systems to coexist and
maximize efficiencies as a whole. 

Additionally, the importance that
utilities place on flexibility can be
attributed to a maturing CIS market
where existing systems are having

new requirements placed on them
for integrating into other applica-
tions such as meter data manage-
ment (MDM). MDM is needed
where factors such as new advanced
metering infrastructures (AMI) are
coming into play. 

Market continued to grow
Since 2002 the number of utilities
that are in the market for a new CIS
has continued to grow. In 2007 19.6
percent of respondents indicated
that they are in the market for a
new CIS, up from 2006’s 17.3 per-
cent (Figure 2). 

Looking at the information by
company type reveals that much of
the growth is coming from investor-
owned (IOU) and municipal utilities.

With regard to the service
providers offering CIS solutions in
the utility market, there have been a
number of major acquisitions in the
last several months, but one must be
careful in classifying them as consol-
idations. Of note, Oracle has ac-
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quired SPL WorldGroup, MinCom
has acquired Conversant, First Data
has acquired Peace Software, and
MDSI and Indus have merged.
None of those transactions are CIS
companies buying CIS companies.
To the contrary, they are existing
software companies acquiring or
merging with CIS companies in an
attempt to fill a gap in their service
and/or product offering. The only
tier-one CIS vendor not to have a
change of ownership in the last year
is SAP (and it would be difficult to

acquire SAP).
Additionally, Harris Computer

Systems has been performing a con-
solidation play for years with the ad-
dition of Cayenta, Classic CIS from
Innoprise, AUS, and Systems and
Software. This true consolidation
signals a reduction in company of-
ferings to the municipal utility mar-
ket, but may not necessarily signal a
reduction in product offerings. The
CIS companies that have been ac-
quired or merged in the last several
months still have offerings in the

market and actually now have addi-
tional offerings (like ERP, asset
management, mobile work force
management, bill print and re-
mit/payments) to cross-sell to exist-
ing customer bases. 

Functionality important
For the respondents who indicated
that they were in the market for a
new CIS, functionality was the fac-
tor most rated as very important. It
was cited by over 77 percent of
those utilities in the market for a
new CIS as being very important
(Figure 3). 

Other factors often cited as very
important included ease of use (71
percent), ability to integrate (65 per-
cent) and being Web-enabled (61
percent). The factor that was least cit-
ed as being very important was regu-
latory requirements, at 44 percent. 

Of all the factors, functionality is
the only one to be cited by over 60
percent of the respondents for all six
years of the survey’s existence. The
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factor of regulatory requirements
was the only one to be cited by less
than 45 percent of the respondents
for all five years.

As shown in Figure 4, when con-
sidering replacing a CIS, on a scale
of 1 to 5, where 5 is very important
and 1 is not important at all, the
determining factors with the high-
est average scores from the respon-
dents that are in the market for a
new CIS were for functionality
(4.72) and ease of use (4.71). The
lowest average score was for regula-
tory requirements (3.61). 

Cost-to-serve metric 
When evaluating what metrics
should be considered for the CIS,
one key area of interest in the Eu-
ropean utility market that seems to
be gaining priority in the North
American market is the cost-to-
serve metric. For the meter-to-
cash function in the utility, this
can be difficult to measure at first.
Those who have outsourced me-
ter-to-cash have a better handle
on the cost-to-serve because it is
captured in bill detail from a serv-
ice provider. Outsourced opera-

tions also have contracted service
level agreements in place where
specific metrics are measured
monthly if not more frequent.
Many new outsourced service
contracts also have benchmarking
language in them that necessitates
the service be benchmarked with
the market periodically to ensure
that the utility is not overpaying
for the service. 

Commissions are starting to per-
form benchmarks of the cost-to-
serve or what is sometimes re-
ferred to as the fair market value
of the service being delivered. This
has utilities that do not outsource
participating in cost-to-serve
benchmarks in addition to the
utilities that outsource. The cost-
to-serve metric has varied over
the past few years. In Europe,
where European Union un-
bundling requires new infrastruc-
tures, some (but not all) have in-
creased. In North America, some
have decreased via outsourcing or
the better use of customer self-
service technologies (driving more
customers to the Internet as op-
posed to the call center). The bot-

tom line is that, as it gets meas-
ured, cost-to-serve comes down.

Continues to improve
While spending on technology for
utility customer service has slowed
since 2000, the research indicates
that the utility market for CIS con-
tinues to improve in North Ameri-
ca. While this year represents the
largest percentage of utilities in the
market for a new CIS, the 19.6 per-
cent likely represents a ceiling for
the true saturation that will occur
over the next year. There are several
reasons for this. First, the timetable
for the decision-making process is
quite lengthy. For most utilities the
time frame for the decision-making
process associated with a new CIS
takes over nine months. Secondly,
while a utility may be in the market
for a CIS today, developments such
as new budgetary constraints and
executive changes can easily put a
halt to these plans.

Additionally, 2006 was the first
year in North America where lega-
cy/in-house applications for cus-
tomer service did not hold the top
spot in market share, and 2007’s re-
sults indicate an even lower satura-
tion (less than 19 percent). Taking
into account the license providers
and the outsourced service
providers, market share is now held
by product offerings and out-
sourced solutions. This means that
the customer service market is
moving from a “new license” mar-
ket to a license renewal and out-
sourced opportunity market. This is
likely to bring additional acquisi-
tions as utility suppliers look to ex-
pand their current offerings outside
of customer service.

The existing vendors and service
providers are also beginning to bring
their service-oriented architectures
(SOA) to market. Many have had the
technology for some time but the
utility market appears to be warming
to the idea and as the demand grows,
so should the offerings. Therein may
lie the integration requirement for
which the utilities are asking.  |Q
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president of New York research firm
Information Plus. She can be reached
at 212-355-2205 or
infoplus@idirect.com.

54 |  Quirk’s Marketing Research Review | March 2008 www.quirks.com

As a research vendor, you strive to provide good customer
service. But what if clients themselves get in the way of good
service? This can happen when a research firm is called on to

do what are sometimes known as progress briefings.
The client wants to know how things are going. Fair enough; after

all, they are the ones who are paying for the work. But how you
handle the briefing may not only have an impact on the outcome of
the particular project at hand, it may also have a bearing on if you
ever work for the client again.

Here is an overview of the when, why and how of client briefings
and what can go wrong.

• When should you brief?
If you are handling a three- to six-month contract, a once-a-

month briefing - whether in person or by conference call - sounds
reasonable. Or, perhaps, the same via e-mail, if all parties are
pressed for time. But if the project is, say, four to five weeks, a
weekly briefing could be unreasonable, especially if you have to do
it in-person. This was true of a project we took on that was to last
four to five weeks, involved talking to, amongst other parties, sur-
geons at hospitals, and, oh yes, was due one week before Christmas!
And the client expected briefings each week! (Only the fact we

were based in a different city
saved us from the in-person re-
quirement; they did consent to
teleconferences.) What happened
in this case, of course, is that the
briefings began to run the project,
rather than the natural pace of the
work. Attempts to negotiate a
changed schedule of briefings met
with a stone wall. The relationship
deteriorated from there on in.

Any time you are asked about progress briefings, make every ef-
fort to have your firm set the schedule. Suggesting “For a project
of this length, we recommend…” allows you to sound both will-
ing and reasonable. Another tactic is to volunteer a schedule in
your proposal or quote; if the client can see you plan to keep
them informed periodically, they will be less likely to come up
with their own ideas. (Honestly, for a project of four to five
weeks, we never thought to suggest briefings. We thought the
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The perils of
client briefings

By Deborah C. Sawyer

When, why and how
to do them - and
what can go wrong
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main objective would be getting
the work done on time!)

• Why undertake progress briefings?
As to why you should brief, the

first reason, of course, is a matter of
client courtesy and to maintain the
confidence of the client in your firm.
But to make this whole aspect of the
project work successfully, you need to
determine at start-up exactly why the
client wants to be briefed and if this
makes sense. Do they want to know
that the budget is being managed
properly? Do they have concerns
about whether the project will be
kept on track for timely completion?
Are they concerned about the results
and the quality of them? Some of
these issues are reasonable requests for
a client to know about while a proj-
ect is underway. But prior to agreeing
to do the briefings, you should have a
reasonable framework of what the
client expects to find out about. 

If the project is going smoothly
and there is no need for client input
about the guts of the work, then
some overview feedback about direc-
tion and progress should really suf-
fice. However, if major problems
have arisen and you cannot move
forward without their input, a more
detailed briefing, at your request, is a
matter of client courtesy. 

This issue came up with some re-

search we did for a gas company, in-
terested in learning about its cus-
tomers’ customers, to assess the
“trickle down” effect on its own
business during a recession.

The gas company assumed it had
little exposure to consumer markets,
as most of its customers were indus-
trials. However, as we plunged into
the research, it turned out that most
of the customers’ customers were in
retail or consumer products. Since
this had a major bearing on how
the client could move forward, on
completion of the research, a brief-
ing was in order. But our focus was
on how we were probing the extent
of each customer’s exposure to con-
sumer markets and the ideas and so-
lutions we could generate to help
our client hedge its bets. 

Another reason to get back to the
client for more detailed input is if,
for example, they have provided a
customer list and you are finding that
one-third of the contacts listed are
either no longer with the target
companies or perhaps are deceased.
Or, that of the target companies on
the list the client provided, nine out
of 10 are out of business or have
been bought out. (One of the fre-
quent discoveries in research is just
how little client companies know
about their customer base!) In such
cases, it makes sense to spill the beans

and discuss such a dramatic departure
from the original concept long be-
fore the project is finished.

• How should you brief?
In terms for how you keep in touch

with clients, e-mail works for some
people and is a good way to be proac-
tive. You can “ping” the client to let
them know you’re on track and give
them quick hits of progress data with-
out divulging all the details. Another
way to brief is to send a cover letter
providing an overview with any in-
voice you send in for a progress
billing. Faxes and teleconferences also
work, again in the context of the
scope of the work and the length of
the project. There is no one way to do
it and no one way that is better than
any other except following the princi-
ples of tailoring to the type of work,
the project length and the budget.

If these requirements for progress
briefings are known at the start of the
project, they can be worked into your
price. For example, with clients you
know and whose requirements are fa-
miliar, you can easily include time and
effort for briefings into your overall
price. With new clients, it’s sometimes
desirable to allow for the unexpected.
“The above quote allows for a one-
hour meeting at the halfway mark.
Additional, in-person briefings will
be quoted extra at the rate of $x.”
Much as with suggesting a briefing
schedule, quoting extra for more
briefings may cool many clients’ ar-
dor for trying to use such get-to-
gethers to micromanage the project.

• What can go wrong?
Even with all the these steps taken

and your best prior planning, a lot
can go wrong on the way from start
to finish, thanks to briefings. One
time, part way through a strategic
research exercise for a forest prod-
ucts company, we traveled to under-
take a progress briefing, at which the
client decided to go over the objec-
tives for the project and then made
the first changes to what would be a
completely meandering exercise. If
that wasn’t already bad news, a ma-
jor snowstorm made us late getting
out of town. This was probably an
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omen: at the next meeting - held at
our office (we do try to learn!) - lo
and behold, the client changed the
project direction again.

When projects meander to and from
goals, they rarely meet anyone’s expec-
tations - the client’s or yours. The most
common unhappy outcome from
progress briefings is the client mak-
ing major re-directions in the proj-
ect goals, to the point where you
really have an entirely new piece of
work to do. And the reason the
client - if they learn too much too
early in the process - will do this
is that what you are finding out
doesn’t fit their worldview. The
fact you have been engaged to shed
light in dark places doesn’t make
any difference; if views the client
cherishes about itself or its prod-
ucts/services are coming under at-
tack, the client will want to fiddle.

This is what happened in one in-
stance, when we were handling re-
search for a company that was so
concerned about its image and its
place in the universe that we even
had to put registration and trade-
mark symbols after its name in our
proposals. For at least 20 years, this
company had enjoyed a monopoly
on its product, but due to patent ex-
pirations, it was now under attack
from many quarters. One of our ob-
jectives was to help these people
steer their way forward, though with
each client briefing letting them in
on some of the findings, they clung
obstinately to a rearview-mirror in-
terpretation of the world and re-
fused to look forward.

It’s not surprising that this com-
pany was later bought out - but
that’s another story. Had we not
provided detailed briefings in the
name of good customer service,
perhaps the results from the re-
search might have actually helped
the organization. Instead, they were
so rankled that the final results
were viewed with disdain.

While it’s not uncommon for
clients to take a “shoot the messen-
ger” approach with research suppli-
ers, it may actually be easier to
meet objectives and help a client if
you reveal very little while the

work is in progress.
That is why it’s essential to put

in the quote or proposal, worded as
nicely as possible, that “adjust-
ments” will be necessary to both
the budget and the schedule if
there are any re-directions from the
project goals set out at start-up.

To go back to the example at the
beginning of this article, on the
third of the weekly briefings for
the five-week project, the product
manager started delivering new re-
quirements that would have en-
tailed an entirely new direction for
the research. The answers she want-
ed could not have been obtained
from those already contacted, so it
wasn’t even a case of re-calling
those interviewed. The fact this
company had provided a purchase
order that was written in stone
made it impossible for us to change
the budget. So we didn’t perform
these extra tasks. Naturally, the
client wasn’t too happy about this.

Too much success
An extra pitfall can come along if,
during a progress briefing, you con-
vey the idea of too much success. If
it sounds like the research work is
moving quickly, a client may want
to receive the report two weeks ear-
ly. This often isn’t realistic. However
well the research may be proceed-
ing, it may still take the allotted
time to get the report out or put to-
gether a decent package of results.

A further peril arises if clients be-
lieve the advance of a project is a
straightline event. Therefore, at the
halfway point, they expect 50 percent
of the work to be done. This is not
reasonable. Most projects gather mo-
mentum, and everything may come
together at the 7⁄8- or 9⁄10-mark on the
timetable. Clients need to understand
this and that is why it is sometimes
important for the research supplier to
be the one setting the briefing inter-
vals. Unlike research in the lab with
test tubes and thermometers, research
among humans is not an exact sci-
ence, thus clients need to understand
that there is a measure of unpre-
dictability, even when their research
supplier has decades of experience.

Another danger of handing over
results early on in the project is
that they may be misleading in the
context of the overall findings. One
time, we were researching client
satisfaction in a business-to-busi-
ness market where the client had
an installed base of customers and
wanted to know their plans for re-
newing their equipment leases
when these expired. Those inter-
viewed during the first quarter of
the project still seemed satisfied,
but from the last three-quarters of
the work, we learned between one-
third and one-half of the customers
were planning to switch and
threatened never to do business
with our client again. Had we
handed over the substance of the
early results, the client would have
had false expectations.

It’s okay to say that the project is
on-target, that 25 percent of the
calls are completed, but very dan-
gerous to start discussing what
you’re finding. If, however, 80 to 90
percent of the work is completed,
and it’s unlikely the balance of calls
will substantially change the out-
comes, meeting with the client and
giving them more details won’t put
you on dangerous ground. If you
need to be able to rationalize in
your own mind whether to speak
up or remain silent as work moves
along, remember that the client is
paying for your process - your ex-
pertise, track record, methodolo-
gies, etc. The results are what come
out of this process at the end.

Won’t be tripped up
This is why it is particularly im-
portant with clients you haven’t
worked with previously to discuss
their expectations, outline your
process, identify some of the issues
that may come up and how you
normally deal with these to keep
things on track. It’s a good idea
with new clients to let them know
that any progress briefings will be
indicative but not conclusive. That
way, you won’t be tripped up by
their dreams while trying to guide
them about realities out in the
big, bad world.  |Q
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In last month’s issue, we looked at findings from the 2007 Confir-
mit Market Research Software Survey, analyzing respondents’ an-
swers to questions on industry challenges, the use of in-house or

packaged software and plans, if any, to change software in the coming
year and the reasons for that change.

This month we explore findings related to mixed-mode research,
sample source utilization trends and a wish list of features respondents
would love to see in their software.

(The survey, now in its fourth year, was sent to researchers who are
actively involved in or responsible for IT within their companies; 70
percent are IT managers, directors or business owners. The 2007 sam-
ple represents 233 companies, balanced by region, company size and
level of responsibility.)

Mixed-mode
We asked the companies conducting mixed-mode research in 2006
and again in 2007 whether they were able to use the same software
platform for the different modes, or were they having to split projects
between different software platforms for each mode (Figure 1). Over-
all, the majority still has to hop between platforms, with all the du-
plicated effort and hardship that this entails - but this gap is closing.
Significantly fewer firms had to contend with split platforms in 2007,
and in Europe at least, integrated platforms have now reached parity.

America lags behind slightly at 45
percent. The base in Asia-Pacific
was too slender for a reliable meas-
ure. 

We anticipate this shift will con-
tinue in the future, even if multi-
mode research remains a minority
activity, simply because it is an area
that software manufacturers are in-
creasingly supporting in their up-
dated software. 

Within the space of a year, there
have been developments in require-
ments for multimode research, as
shown clearly in Figure 2. Even
though volumes for mixed-mode
have not changed, there is a definite
shift in demand for the level of

support required for hybrid research such as combined CATI and
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‘Do something
about PowerPoint!’

By Tim Macer 
and Sheila Wilson

Editor’s note: Tim Macer is managing
director and Sheila Wilson is an
associate at meaning ltd., the U.K.-
based research software consultancy
which carried out the research on
which this article is based on behalf of
Confirmit. The authors wish to
express their gratitude to Confirmit for
its permission to publish these results
in this article. Part I appeared in the
February issue.

Researchers continue
making their feelings
known in part II of a
report on the 2007
Confirmit Market
Research Software
Survey
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Web research.
We split multimode into three

levels of complexity: common au-
thoring (using the same system to
design all survey instruments);
mixed-mode in parallel (interview-
ing simultaneously in different
modes); and multimode with
switching (start interviewing in one
mode and finish in another mode).

The demand for the slightly more
complex mixed-mode in parallel ca-

pabilities has increased at the ex-
pense of the more rudimentary
common authoring. But demand for
the most sophisticated multimode
with switching has remained static
over the last three years - perhaps
not surprising given its daunting
technical complexity and the sparse
number of software products that
can handle this properly.

In North America, the use of
multimode with switching stands at

15 percent, which is low compared
with Europe (29 percent) and Asia-
Pacific (33 percent). As noted earlier,
Web-only interviewing predominates
in North America, while local issues
seem to be preventing its dominance
elsewhere. A mixed-mode approach
can overcome these issues and this is
most likely driving the interest in
these parts of the world. 

Improving research quality, rather
than cost-saving or operational issues,
appears to be the primary motivation
for research companies conducting
mixed- or multimode research (Fig-
ure 3). Respondents were allowed to
prioritize up to three reasons that
came from some earlier research we
had carried out. The two that came
out on top were to improve sample
coverage or representation and to im-
prove response rate. Another similar
reason, to be more respondent-
friendly, was in fourth place, just be-
hind “client requires mixed-mode”
(or “it’s not our doing”!). 

The top two reasons between
them mopped up most of the votes,
with two-thirds of respondents se-
lecting “improve response rates” as
one of their three reasons, and over
half chose “improve sample cover-
age.” They were also chosen by over
a quarter - 27 percent and 28 per-
cent respectively selecting them as
their main reason.

Even though multimode research
offers impressive opportunities for
cost and efficiency gains, only 8
percent of respondents chose “re-
duce fieldwork costs” as their top
reason; “shorten fieldwork times”
and “increase capacity of field-
work” merited a handful of men-
tions as the primary reasons. How-
ever, “reduce fieldwork costs” does
shine through in the total picture,
with a respectable showing of 39
percent when second and third
choices were added in.

We do wonder whether the gen-
eral concern over falling response
and sampling ills measured earlier in
the survey will drive the growth of
multimode research, since re-
searchers are clearly aware that mix-
ing modes is a technological trick
that can address sample quality and

http://www.quirks.com
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coverage issues and boost response
rates in the bargain. The medicine is
becoming available: we wait to see if
research companies, and their
clients, are willing to take it.

Source of sample
Clients still appear to be the most
important source of sample for sur-

veys, which perhaps also indicates
the extent to which customer re-
search is now underpinning survey
research activity, particularly online
research (Figure 4). This is despite
predictions from the research com-
panies surveyed by us in previous
years that client-supplied samples
would diminish in importance.

However, we may at last be on the
point of witnessing this change. If
current trends continue, it looks as if
access panels may overtake client-
supplied samples as the predominant
sample source during 2008. Their use
has grown steadily in recent years,
rising from 54 percent of projects in
2004 to 74 percent in 2007, just
three points behind client-provided
samples, which, after a long wait, do
now appear to be on the wane.

Own panels and specialist sample
providers also appear to be making
inroads as significant sample sources
in 2007, after several near-constant
years, although it is too early to be
sure whether this is the start of an
upward trend.

Distribution modes
Some dramatic changes seem to
have taken place in the way that re-
sults are distributed since we last
conducted this study in 2006. While
PowerPoint is still, by far, the most
popular delivery method (well over
one-half of all projects appeared in
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PowerPoint in 2006), by 2007 this
has slipped to 48 percent. The use
of paper or near-paper formats -
Word documents, printed tables

and Acrobat PDFs - has also nose-
dived (Figure 5).

Only online results delivery has
held its own, and in the case of in-

teractive analysis, has edged up from
8 percent in 2006 to 10 percent in
2007. It is also clear that market re-
searchers are distributing results in
multiple formats. But perhaps as
clients and market researchers are
becoming more savvy with online
methods, it looks as if some of the
more traditional methods are on the
wane. Certainly, the proportion of
studies being distributed in multiple
formats appears to have declined
during 2007.

Despite this, modern desktop
analysis tools have yet to stifle de-
mand for printed crosstab reports.
Although around one in seven of
companies (14 percent) are using
bulk crosstab reports, we learned
from another question we asked that
52 percent of research companies
still consider it essential to be able to
produce them. Nevertheless, the
trend seems to be downward. The
same question in 2004 revealed that
59 percent of research companies
considered bulk crosstabs to be a vi-
tal deliverable. 

Analysis and reporting - future
wishes
Market researchers seem to be giving
software developers two very clear
messages in a question that asked
about their top three wishes for analy-
sis and reporting tools (Figure 6).

Firstly, “Do something about
PowerPoint!” Nearly three quarters
of respondents rated this as one of
their top three priorities. While
many packages will create graphics
that are ready for PowerPoint, or
will transfer data directly into Pow-
erPoint, only a handful actually au-
tomate the process so as to eliminate
the painstaking manual finessing that
is necessary to turn raw charts into
presentable output.

Secondly, our respondents give
online analysis tools the thumbs
down, with over three out of five of
them seeking better online analysis
tools. From our own knowledge of
the tools on offer, we know this
area to be a mixed bag. Some of the
analytical tools provided on the
back end of data collection prod-
ucts lack luster and are either limit-
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ed in their capabilities or are horri-
bly complicated to use. There are,
however, a few exceptions in the
integrated tools plus a growing
number of dedicated online analyti-
cal platforms that happily receive
data from numerous sources. It
seems there are opportunities for
sellers of Web-based crosstab tools
in 2008. There is a similar, though
less emphatic opportunity in the 14
percent making a plea for better
desktop analytical tools.

We can probably consider the oth-
er products or features on the indus-

try’s shopping list as “nice to have” -
certainly worthy of consideration by
the industry’s software providers as
they spruce up their online and
desktop analytical products. 

Continuous research
The 2007 survey also revealed the
importance of continuous research
projects to the industry, with com-
panies around the world attribut-
ing 23 percent of their activities
to work on trackers: 26 percent in
North America, 25 in Asia-Pacific
and 21 in Europe. As Figure 7

shows, it is an area of activity that
brings its own special set of prob-
lems, not the least of which is the
managing of all the inevitable
changes that occur.

However, as few of the problems
cited in this question are managed in
mainstream MR survey software, we
were very surprised to observe that
70 percent of research companies
worldwide were either highly or
moderately satisfied with how their
software handled continuous re-
search. This is all the more surprising
as only 4 percent of companies
claimed they had fully automated the
management of their continuous
projects, 32 percent said they had
achieved partial automation (still
with some manual intervention) and
63 percent confessed to little or no
automation in the handling of con-
tinuous projects. This has not only
cost but quality repercussions which
research buyers would be wise to
pursue with their data suppliers
when their continuous contracts
next come up for renewal.  |Q
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Recent years have seen a rapid expansion in the use of data
mining. Once uniquely the domain of academics and sci-
entists, data mining is now employed to answer questions

in a variety of fields ranging from health care to homeland security.
At the same time, data mining has come out of the lab and moved
into the front office. No longer is data mining considered to be the
arcane practice of highly-trained specialists. Today we find compa-
nies like SPSS and Oracle marketing data mining suites to sales ex-
ecutives and marketing managers.

But what exactly is data mining and who are the data miners? Ac-
cording to Wikipedia, data miners are individuals who sort through
large amounts of data and pick out “relevant information.” This
sounds interesting and important enough, but what are the tools of
this archeology, what are its goals and what are the typical pitfalls
faced in this pursuit? At Rexer Analytics, we had the perspectives of
our own experiences and those of our colleagues. However, we
were interested in broadening our understanding of this eclectic
population to which we belong, so we asked a few hundred data
miners to tell us more about who they are and what they do.

Far-flung
The data mining community is far-flung with no epicenter. Data

miners can be found in industry
and academia, in countries such
as China and Venezuela. There is
no single umbrella or organiza-
tion under which they congre-
gate. Many do not even refer to
what they do as data mining at
all, preferring terms like knowl-
edge discovery, business intelli-
gence or just plain analysis. All of
these factors make data miners a
difficult population to learn
about, and there have thus been
few attempts to characterize this
population to date (a notable ex-
ception being the single-item

surveys offered by Gregory Piatetsky-Shapiro on his excellent
KDnuggets site [www.kdnuggets.com]).
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Portrait of a 
data miner

Survey aims to
unearth a better
understanding of 
the people who
analyze masses 
of information

By Karl Rexer, 
Paul Gearan 
and Heather N. Allen

Editor’s note: Karl Rexer is president,
Paul Gearan is senior consultant and
Heather N. Allen is senior consultant
at Winchester, Mass.-based Rexer
Analytics. They can be reached at
617-233-8185 or at
krexer@rexeranalytics.com,
pgearan@rexeranalytics.com or at
hallen@rexeranalytics.com.
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In the spring of 2007 we set out
to learn more about this amor-
phous community via an online
survey. Data miners were queried
about themselves (their location, ed-
ucation and experience), the chal-
lenges that they face, their datasets,
the algorithms they favor, their pre-
ferred software and the software
features most important to them.

Our first challenge (after win-
nowing the universe of questions
we wanted to ask to a number
which people might conceivably
take the time to answer) was to
find these data miners. In order to
reach a broad array of individuals,
we decided to employ the snowball
method of data collection in which
direct contacts were requested to
forward the survey to others within
the data mining community. The
snowball method has been found
to be useful when sampling hidden
populations for which direct access
is difficult (the populations typical-
ly used as examples are drug users

and prostitutes). 
Aware of the potential biases in-

troduced by the snowball method-
ology, we put several controls into
place: 1) all software vendors in-
cluded in the survey were con-
tacted and given the chance to re-
cruit respondents; 2) initial
contacts were given an access
code which had to be used in or-
der to gain entry into the survey,
which allowed tracking of the ini-
tial source of each respondent; 3)
respondents were asked how they
learned about the survey; and 4)
respondents were specifically
asked whether they worked for a
data mining software vendor (and
if so, which vendor).

We started our snowballs by
posting links to our survey on
newsgroups (such as KDnuggets),
user groups and blogs and by send-
ing e-mails to the organizers of
various data mining conferences, to
data mining software vendors and
to personal contacts within our

network of acquaintances. 
We ultimately received responses

from 314 individuals in over a
dozen fields and from 35 countries.
One hundred respondents who
were employed by software firms
that produce data mining tools
were removed from the data before
the primary analyses, due to the
possible bias in their perspective or
motivation.

The 214 data miners remaining
were a fairly diverse group. Fewer
than half (44 percent) of our re-
spondents were from the U.S., with
Germany, the U.K. and Greece be-
ing the other countries with the
most representation.

Most respondents held advanced
degrees. About three in 10 held
doctorate degrees, four in 10 held
master’s degrees, 15 percent held
bachelor’s or the international
equivalent, and just under 10 per-
cent held MBAs. There were also
several respondents who held pro-
fessional or “other” degrees. 
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Data miners also tended to have
been in the field for a significant
amount of time. One quarter of
the respondents reported having
worked in data mining for over 10
years, and another third for six to
10 years. Only 14 percent reported
having worked in the field for less
than two years.

As mentioned previously, data
miners do not always refer to
themselves as such. When asked

their job role, 46 percent of re-
spondents actually labeled them-
selves as data miners. Another 12
percent called themselves business
analysts, and a further 12 percent
self-labeled as researchers. 

Data miners are applying their
craft across a number of fields. The
most commonly identified fields
were CRM/marketing, finance and
academia. However, a significant
number of data miners also report-

ed working with data in fields such
as telecommunications, retail, in-
surance, Internet, technology, med-
icine and government.

Processes and tools
In addition to gathering informa-
tion about data miners themselves,
we asked data miners about their
data, processes and tools. Some of
our main findings were:

• Predictive modeling and seg-
mentation/clustering are the most
common types of analyses that data
miners conduct (89 percent and 77
percent, respectively). This was cer-
tainly consistent with our experi-
ence and makes sense given the pre-
ponderance of respondents working
with CRM/marketing data.

• Correspondingly, the most
commonly used algorithms are re-
gression (79 percent), decision trees
(77 percent) and cluster analysis
(72 percent). Again, this reflects
what we have seen in our own
work. Regression certainly remains
the algorithm of choice for large
sections of the academic communi-
ty and within the financial services
sector. More and more data miners,
however, are using decision trees,
and cluster analysis has long been
the bedrock of the marketing com-
munity.

• SPSS, SPSS Clementine, and
SAS are the three most frequently
utilized analytic tools and were
each used in 2006 by more than 40
percent of data miners. Forty-five
percent of data miners also em-
ployed their own code in 2006.
Respondents were asked about 26
different software packages from
the powerhouses above to less-visi-
ble and -utilized packages such as
Chordiant, Fair Isaac and KEXN.

• Comparisons of reported 2006
use and planned 2007 use show that
there is increasing interest in the
Oracle Data Mining tool, and de-
creasing interest in
C4.5/C5.0/See5. It will be interest-
ing to see how these trends develop
over time and if other tools find
greater prominence in the future.
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• The primary factors data min-
ers consider when selecting an ana-
lytic tool are: 1) the dependability
and stability of software, 2) the
ability to handle large data sets, and
3) data manipulation capabilities.
Data miners were least interested in
the reputation of the software and
the software’s compatibility either
with other programs or with soft-
ware used by colleagues.

• The top challenges facing data
miners are dirty data, data access
and explaining data mining to oth-
ers. Over three-quarters of data
miners listed dirty data as one of
the major challenges that they face.
This is again consistent with our
own experience and the conven-
tional wisdom discussed at data
mining conferences: a significant
proportion of most projects consist
of data understanding, data clean-
ing and data preparation.

Findings vary
While there was more consensus
than disagreement on the above is-
sues, the main findings do vary
somewhat, depending on the do-
main the data miner works in, the
tools used, geography and several
other dimensions. Some of the more
interesting distinctions included the
fact that text mining is more com-
monly conducted by those working
in the United States than those
working in other countries. There
were differences also in the use of
link analysis: it was more commonly
reported by those working with
government or military datasets.

The factors considered in select-
ing a tool differed somewhat by

dataset domain. Those working with
retail and telecommunications data
felt that a tool’s speed was the top
priority. However, those working
with financial data were more con-
cerned with the ability to automate
repetitive tasks. Finally, those in aca-
demia were significantly less con-
cerned with these practical issues.

Different priorities 
The results of the present survey
underscore that there is great di-
versity in the current data mining
community. This community is
both large and varied, with differ-
ent constituencies reporting differ-
ent priorities for tool selection, dif-
ferent analytic approaches and the
use of a variety of software tools.

Notably, however, the challenges
faced by data miners are more
universal than disparate. As previ-
ously mentioned, three-quarters of
respondents identified dirty data as
a significant challenge that they
face, while more than half identi-
fied data access and availability is-
sues. Difficulty accessing clean
datasets has always been and will
probably always be a significant
hurdle for those trying to trans-
form data into knowledge. 

It is important to remember that
the results of this survey represent a
mere snapshot in time. The field of
data mining is currently undergoing
explosive growth, expanding into
new areas and developing new tech-
nologies. Even as recently as five
years ago, it would have been sur-
prising to field a survey in which
more than half of respondents did
not consider themselves data miners

but are nonetheless users of data
mining algorithms and familiar with
a number of software tools. 

As the methods and means of
data mining move out of the
realm of academics and analytic
specialists and into wider popula-
tions, the needs of the data min-
ing community will continue to
shift, driving the development of
new algorithms and tools. Many
data mining products will likely
have even greater plasticity, a
wider range of available algo-
rithms and applications and per-
haps greater transparency to a
broad audience of users.

Use expands
Tracking the future preferences
and activities of this heteroge-
neous population will be both in-
teresting and important as a win-
dow into understanding data
mining as its use expands to touch
many corners of our world. Keep-
ing pace with the changing needs
and preferences of practitioners
will be a significant challenge for
those who supply the tools for
these endeavors. Demands in vari-
ous industries will alter expecta-
tions for data miners, who will in
turn seek tools that will yield ex-
pedient and powerful solutions.
Data mining software providers
will hear from data miners about
what they need to fulfill these
new visions.

In order to help fill this infor-
mation need, we have prepared our
second annual data miner survey.
We have retained the core items of
the current survey in order to be-
gin tracking trends. However, we
also hope to dig deeper into some
of the issues that arose in the 2007
survey. In the 2008 version, we
will learn more about how data
miners respond to the significant
challenges that they face and how
these practitioners envision the fu-
ture of data mining. We will also
explore attitudes toward the term
data mining itself, an area of in-
creasing controversy.  |Q
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shop again with a direct retailer if the
returns process is inconvenient; and
• 68 percent of respondents said the
ability to make a return from home
was very important or important
when deciding whether to shop with
an online or catalog retailer.

The survey also confirmed the
growing trend of consumers looking
to buy direct:
• 79 percent said they shop direct
(through catalogs or online);
• 64 percent reported they shop online,
a 10 percent increase from last year and
a 20 percent increase from 2004; 
• 69 percent said they shop specifical-
ly through catalogs; and
• 94 percent said they shop in stores.

As more consumers use the cata-
log as a support mechanism to Web
ordering, the catalog must be as ac-
curate as possible to avoid returns,
Johnson says. 

Still, with returns being a fact of
life, the process has to be as easy as
possible for customers. “It’s been
identified numerous times that the
return is the number-one inhibitor
to shopping online or through a cat-
alog,” Johnson says. “So make it as
pleasurable a process as possible. It
helps keep customers and improves
loyalty.” For more information visit
www.newgistics.com.

Money woes lead consumers
to create ‘delinquency
budgets’
Online Resources Corporation, a
Chantilly, Va., provider of Web-based
financial services, released the results
of a survey of U.S. households and
billers regarding the effect of the
current mortgage crisis on bill pay-
ment and collection patterns. The
survey shows that fallout from the
mortgage sector is spilling over into
the broader economy, impacting
companies across industries and their
ability to collect payments. 

The survey of more than 1,000 na-
tionally-representative U.S. house-
holds finds that Americans are in-
creasingly being forced to prioritize
among their bills by creating a “delin-

quency budget” to determine which
bills get paid. While the mortgage bill
tends to be the one that households
are most likely to pay, businesses
across other industries are facing a de-
creasing share of that delinquency
budget. Specific findings include:

• One out of four households re-
port being delinquent on at least one
bill by 30 days or more.

• If forced to choose between
which bills to pay, 98 percent of
households would likely pay their
mortgage first; while credit card,
phone, health care, utility and loan
payments are among the groups of
bills that are least likely to be paid. 

Online Resources also surveyed a
cross-section of clients from its biller
end-point network of banks, credit
unions, utilities, card issuers and
mortgage companies. A majority of
the respondents (across all industries
with annual revenues ranging from
less than $1 million to more than $20
billion) reported feeling a negative
impact from the consumer credit
crunch already. Only 2 percent expect
it to be easier to collect payments in
2008, and 84 percent expect to spend
more on collections in 2008.

Both surveys found that the major-
ity of consumers prefer the Web
channel for making delinquent pay-
ments, for convenience and for the
Web’s non-confrontational nature.
However, only 8 percent of billers
offer online collections services that
go beyond accepting payments that
would allow consumers to resolve
their delinquency. 

Prior Online Resources studies
show that a significant number of
late-stage delinquent account hold-
ers that were previously unreachable
by phone accessed the collections
Web site and made payments on
their accounts. For more informa-
tion visit www.orcc.com.

Mintel outlines menu trends
for 2008
When dining out, be sure not to fill
up on bread and butter. Mintel Menu
Insights, a Chicago-based restaurant-
tracking service, has identified eight
American menu trends for 2008. 

1. The superspice. Superspices are
the new superfruits. 2007 created a
superfruit frenzy. With such high an-
tioxidant content, superfruits such as
pomegranates, blueberries and açaí
berries flourished on the restaurant
menu. This year, expect to see “su-
perspices” seasoning American
menus. Research suggests that super-
spices like cumin, ginger, cinnamon
and tumeric may boast more antioxi-
dant power and medicinal benefits
than their superfruit cousins.

2. Snack attack. This year, plan on
satisfying that snack attack. Restau-
rants hope that small portions, big
flavors and low prices will lure in
hungry snackers. Mini burgers and
wraps caught on late in 2007, but
look for restaurants to add more
“mini” favorite foods this year. From
fast food to fine dining, restaurants
may soon compete to create the
fastest and most filling snacks.

3. Fine fast food. Fast food is going
gourmet. Popular celebrity chefs are
branching out with convenient, fast-ca-
sual restaurants that promise high-qual-
ity food, fine cooking and bold flavors
- all on a 30-minute lunch break. Bob-
by Flay, Rick Bayless and Wolfgang
Puck have invested in fast-casual opera-
tions, bringing their culinary flairs to
the masses. Expect more celebrity chefs
to get in the mix this year.

4. Grain goodness. With the health
benefits of whole grains becoming
more widely known, certain nutri-
tious grains will grow on the Ameri-
can restaurant menu. Kamut, quinoa,
barley and millet pack a worldly
punch along with healthy, essential
nutrients. These grains are the ideal
backdrop for tomorrow’s innovative
ethnic flavor and health trends.

5. Ingredient provenance. Food
safety and ecological issues have
made headlines recently, causing
many Americans to rethink where
their food comes from. As concerns
over ingredient origins rise, restau-
rants have responded with more local
ingredients, more natural and organic
menu items and more sourcing infor-
mation on the menu. Expect all types
of restaurants to take some of the
“science” out of dining out this year.

6. Bulking up the bar. Watch close-

Survey Monitor 
continued from page 8
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ly as restaurants flex their bar mus-
cles. Enhancing menus with more
flavorful cocktails and savory appetiz-
ers than ever before, restaurants want
diners to linger, lounge and just have
fun in the bar. Look for beverage lists
to grow longer than entrée lists,
while appetizers occupy more of the
menu in coming months.

7. The return of the classic cock-
tail. Once the preferred choice of
Hollywood sophisticates, classic cock-
tails fell behind flashy, froufy new fa-
vorites in recent years. But no more.
In 2008, expect a rebirth of cocktails
such as the Sidecar, Manhattan, Belli-
ni and Tom Collins. Classic and
glamorous, these old-fashioned
choices are sure to shake things up.

8. Mocktails rock. Ice-cold lemon-
ade with strawberry puree, fresh gin-
ger, crushed mint leaves and - no al-
cohol? Rising demand for better
non-alcoholic drinks created the
mocktail. Boasting the same premium
flavors as the cocktail menu, alcohol-
free mocktails are a sophisticated al-
ternative for non-drinkers and
drinkers alike.

Mintel Menu Insights tracks
restaurant menus across the country
to identify flavor, preparation, menu
item and pricing trends. For more in-
formation visit www.mintel.com.

Altruism drives online
reviewers
Bazaarvoice, an Austin, Texas, tech-
nology and consulting firm, released
the findings of a new survey con-
ducted by the Keller Fay Group, a
New Brunswick, N.J., research
firm. The joint study surveyed over
1,300 online reviewers to discover
what moved them to share their
opinions. Overwhelmingly, the sur-
vey found reviewers are motivated
by goodwill and positive sentiment.
Fully 90 percent write reviews in
order to help others make better
buying decisions and more than 70
percent want to help companies im-
prove the products they build and
carry. The study also found that 79
percent write reviews in order to re-
ward a company, and 87 percent of
the reviews are generally positive in

tone.
The new survey data provides ad-

ditional insight into previous analysis
from Bazaarvoice, which revealed
that positive reviews outweighed
negative reviews eight to one. When
charted, review distribution follows
a “ratings J-curve” across many
Bazaarvoice clients in diverse indus-
tries.

The survey also found that re-
viewers are active online participants
who post reviews as a way of giving
back to the review community (79
percent). Reviewers also purchase
products online (84 percent), send
more than 10 e-mails a day (77 per-
cent) and engage in social networks
(25 percent). Additionally, 20 percent
of reviewers post messages on other
people’s blogs or chat rooms. The
study also showed that nearly 60
percent of reviewers have told
friends and family about their prod-
uct experience.

The survey provided new insight
into the places where consumers
post online feedback. While 19 per-
cent of reviewers post on independ-
ent product review sites such as
Epinions or CNET, significantly
more post directly on a retailer’s
own Web site. Highlighting the
prevalence of multichannel shop-
ping, the survey also found that over
65 percent of reviewers have re-
turned to the retailer’s site to leave
an online review about an offline
purchase.

Survey data on over 1,300 review-
ers who posted one or more reviews
to Bazaarvoice client Web sites was
collected online using the Inquisite
Survey System. The online survey
ran from August to October 2007.
For more information visit
www.kellerfay.com.

Most-trusted organizations
not always the most powerful
Among all adults who are familiar
with them, Consumer Reports, the
American Red Cross, AARP, the Na-
ture Conservancy and the U.S.
Chamber of Commerce are the most
trusted among 16 large organizations
that influence politics and business in

Washington, according to a nation-
wide Harris Poll of 2,455 adults sur-
veyed online between November 7
and 13, 2007 by Harris Interactive,
Rochester, N.Y.
Moveon.org, the American Enter-
prise Institute (AEI), the ACLU, the
NRA and the AFL-CIO are the least
trusted. However, even these organi-
zations are trusted “a great deal” or “a
fair amount” by 45 percent or more
of all adults.
The first question asked the public
how familiar they are with these 16
organizations. The organizations that
are familiar to the largest number of
people are:

The American Red Cross .....................96%
Consumer Reports ...............................86%
The AARP ..........................................85%
The National Rifle Association ............83%
The U.S. Chamber of Commerce ...........79%

The organizations on the list that the
fewest people are familiar with are:

The American Enterprise Institute .......12%
The Brookings Institution ....................22%
The Environmental Defense Fund ........24%
Moveon.org ........................................30%
The Heritage Foundation .....................33%
National Assoc. of Home Builders.........39%

Among those who are familiar with
them, the most trusted organizations
(based on those who trust them “a
great deal” or “a fair amount”) are:

Consumer Reports ...............................91%
The American Red Cross .....................86%
AARP .................................................83%
The Nature Conservancy ......................83%
The U.S. Chamber of Commerce ..........73%

The least trusted organizations on the
list are:

Moveon.org ........................................45%
The American Enterprise Institute .......48%
The ACLU ..........................................50%
The NRA ............................................52%
The AFL-CIO ......................................52%

It is noteworthy that all of these
five organizations take strong and of-
ten controversial positions on politi-
cal issues.

The organizations listed that are
believed to have the most power,
based on the number of people who
are thought to have “a great deal” or
“a fair amount” of power (as percent-
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ages of those who are familiar with
them) are:

The AFL-CIO ......................................84%
The NRA ............................................83%
The U.S. Chamber of Commerce ..........81%
The ACLU ..........................................81%
The Brookings Institute .......................78%
The American Enterprise Institute .......77%

The organizations thought to have
the least power are:

Greenpeace .........................................45%
The Nature Conservancy ......................45%
Consumer Reports ...............................48%
Moveon.org ........................................50%
The Sierra Club ...................................54%

There is a great difference between
the organizations that are most trust-
ed and those that are believed to be
the most powerful. However some
well-trusted organizations are also
seen as having power in Washington,
specifically the American Red Cross,
the AARP and the U.S. Chamber of
Commerce. On the other hand three
organizations that are not highly
trusted are widely perceived to be
powerful: the American Enterprise

Institute, the AFL-CIO and the
NRA. For more information visit
www.harrisinteractive.com.

Mobile marketing predicted
to boom by 2013
Mobile marketing, which was born
in countries such as Japan and South
Korea, has taken off in Western Eu-
rope and is beginning to grow in
North America. As consumers move
to flat-rate data plans and adopt mo-
bile messaging and as new platforms
for advertising-supported mobile
search, video and gaming content
services arrive, mobile marketing is
expected to grow to over $24 billion
worldwide in 2013. This is an in-
crease from $1.8 billion in 2007.

A recent survey by ABI Research,
Oyster Bay, N.Y., found that while
consumers are initially leery of mo-
bile marketing, their perspective
largely depends on whether they see
some advantage for themselves. While
54 percent of survey respondents in-
dicated they were totally opposed to
mobile marketing messages, 70 per-

cent of those same respondents said
that an incentive such as a ringtone
or a free song might make them re-
ceptive to mobile marketing.

“The clear difference in this mar-
ket over the past 12 months has
been the embrace of mobile mar-
keting as an integral part of cross-
media brand campaigns,” says ABI
Research Director Michael Wolf.
“Mobile is no longer off-limits in
the minds of advertisers, but is in-
stead seen as a very personal way to
reach consumers who can be incen-
tivized through information services
and compelling content, as well as
through more directly relevant and
targeted messaging.”

The market, however, is still very
much a “Wild West” environment
and will take time to develop. Hun-
dreds of mobile marketing platform
providers have sprung up, and larger
players such as Google, Yahoo and
Nokia have made significant invest-
ments in this fast-changing market.

For more information visit
www.abiresearch.com.
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ArcIMS services, enabling users to bet-
ter leverage existing 2-D services in the
ArcGIS Explorer 3-D environment;
provide access to ArcIMS sublayers, en-
abling the selection of desired content
and providing better control; include
new billboarded point symbol sets, as
well as the ability for users to add cus-
tom symbols from local images or im-
ages found on the Web; and support
and customize pop-up windows for re-
sults and local data sources.

Other changes include updated
KML support, new navigation options,
access to map layer properties and en-
hanced result management. For more
information visit www.esri.com.

Reportlinker.com offers report
on consumer behavior
New York-based market research en-
gine Reportlinker.com has added “In-
sights to Consumer Behavior to Keep
You a Step Ahead,” a new market re-
search report related to the consumer
goods sector.

“Insights into Consumer Behavior
to Keep You a Step Ahead” is a presen-
tation given by Datamonitor at the
Food Marketing Institute’s Advertising
& Marketing Conference held in Mia-
mi Beach, Fla., in April 2007 that com-
bines global consumer trend analysis
with market observations and product
innovation trends.

The report also includes topics such
as women’s growing economic status
driving a “feminization of society,” few-
er men associating themselves with tra-
ditional male or macho attributes and
how changes in consumer behavior are
likely to affect future purchase deci-
sions. For more information visit
www.reportlinker.com.

Lux launches Nanotech Index 
New York-based Lux Research has re-
leased a quarterly update to the Lux
Nanotech Index. The Index serves as a
benchmark for the value that markets
ascribe to emerging nanotechnology
and forms the basis of the PowerShares
Lux Nanotech Portfolio. The update
was highlighted by the addition of
Nanosphere following the diagnostics

developer’s initial public offering.
The components of the Lux Nan-

otech Index are split into two
groups: 1) nanotech specialists – small
and mid-sized companies that focus
specifically on developing or funding
emerging nanotechnology applica-
tions – and 2) end-use incumbents –
large companies that are applying
nanotechnology to existing product
lines. Nanotech specialists account for
75 percent of the modified equal-
dollar-weighted index; end-use in-
cumbents account for 25 percent. 

The Lux Nanotech Index reflects
the value financial markets place on
emerging nanotechnology by including
both a listing of the publicly-traded
nanotech specialists that meet its listing
requirements and a representative sam-
ple of the end-use incumbent deriving
value from nanotech today. The Index
is updated quarterly to represent the
current state of this rapidly evolving
field. For more information visit
www.luxresearchinc.com.

Solar market research service
dawns
Cambridge, Mass., online media com-
pany Greentech Media Inc. and the
Prometheus Institute for Sustainable
Development, a Cambridge, Mass.,
non-profit devoted to furthering the
advancement of alternative energy and
sustainable development, have
launched a market research service for
the solar/photovoltaics (PV) industry
to deliver mix of market studies, bi-
weekly and monthly newsletters and
quarterly “state of the industry” Webi-
nars. Combined, these are designed to
serve as a knowledgebase for industry
players, revealing data on the solar/PV
supply chain, demand drivers, pricing,
policy and financing. 

Subscribers will receive an annual
subscription to PV News and The Ven-
ture Power Report and access to quarter-
ly Webinars. For more information visit
www.greentechmedia.com.

Briefly
London-based Research Now has
launched three additional online panels
across the Americas. The panels in
Mexico, Argentina and Chile join the

U.S., Canadian and Brazilian panels
owned by the company in the re-
gion. The panels are standalone, lo-
cally-recruited propositions, each
with their individualized country in-
centive choices, but have been built
to Research Now’s global panel
model. For more information visit
www.researchnow.co.uk.

Edison, N.J., research firm
Schlesinger Associates has opened a
new focus group facility in the Galle-
ria area of Houston. The four-suite
facility features eye tracking and on-
demand access to recording. Nick
Polk has been named facility director.
For more information visit
www.schlesingerassociates.com.

Austin, Texas, research software com-
pany Inquisite has released Inquisite
Survey System 8.5, the latest version of
its enterprise feedback management
survey software. Key features include
real-time e-mail alerts, survey re-open,
branded exit pages, multi-select answer
option, dynamic sampling and fatigue
management. For more information
visit www.inquisite.com. 

Stamford, Conn.-based FocusVision
has expanded its fixed-camera
VideoStreaming service in Europe. The
service is managed remotely by Fo-
cusVision and is used for one-on-one
interviews. It includes project coordina-
tion, technical support and viewing and
analytical tools. The company expects
all of its European facilities to offer the
service by April 2008. For more infor-
mation visit www.focusvision.com.

Dubai-based Maktoob Research is
now offering results from its Mobile
Syndicated Study, which looks at cell
phone usage in the United Arab Emi-
rates, Saudi Arabia, Egypt and Jordan. It
includes information on user satisfac-
tion levels related to mobile operator
services, most familiar telecom opera-
tors, best logos, reasons prompting
users to change their telecom opera-
tors, reasons for satisfaction with cur-
rent operators and preferred features in
mobile phones. For more information
visit www.maktoob-research.com.

Product and Service Update
continued from page 12
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all Burke Inc. company stock is now
held in trust by the ESOP exclu-
sively for the benefit of Burke’s em-
ployees.

BroadSign International Inc.,
a Minnetonka, Minn., software
firm, announced that Arbitron
Inc. has launched a series of tests
aimed at enabling third-party audits
of BroadSign’s proof-of-play re-
ports, using Arbitron’s Portable
People Meter technology. The suc-
cess of the first test opens the way
to a series of additional tests before
Arbitron’s proof-of-play audits can
become a commercialized service
that can be used by any network
run on BroadSign’s software. 

Norwalk, Conn.-based research
firm IMS Health will implement
a series of actions designed to
strengthen client-facing operations
worldwide, increase the company’s
operating efficiencies and stream-
line its cost structure in response
to health care marketplace dynam-
ics. As part of these actions, IMS
will realign its resources to better
address customer priorities and
improve execution. These initia-
tives are intended to accelerate
IMS’s operational efficiencies glob-
ally and improve profitability,
namely in Europe. The company
anticipates completing the restruc-
turing plan by the end of 2008. 

London-based Research Inter-
national UK announced in Janu-
ary that it had achieved accredita-
tion to the new International
Market Research Quality Standard
in November 2007.

Acquisitions/transactions
Research firm Synovate Health-
care has acquired Cherry Hill,
N.J., research firm Oncology Inc.
The firm’s offerings include propri-
etary research solutions that will be
incorporated into Synovate Health-
care’s global oncology portfolio.

London-based Cello Group has
acquired an initial 23 percent stake
in Face, a U.K. research consultan-
cy, for an undisclosed sum. Cello
has the option to acquire the re-
maining equity of the business
through a staged earn-out over the
next three to five years. Face owns
www.headbox.com, a Web commu-
nity for 16- to 25-year-olds who
share their opinions and ideas with
brands and get rewarded for them.

Germany-based research firm
GfK Group has acquired total
ownership of Australian research
firm the Blue Moon Group.

Separately, the GfK Group has
also expanded in Central and East-
ern Europe with the acquisition of
a 51 percent majority stake in
Macedonian market research agency
Stratum Research. The company
offers research and advisory services
in the custom research sector, espe-
cially in the financial, media and
communication, consumer and busi-
ness and technology sectors.

Norwalk, Conn., research firm IMS
Health has purchased Russian
competitor RMBC for an estimated
cost of between $4.5 million and $7
million. The acquisition will in-
crease IMS’ share of the Russian
pharma research market from 10
percent to approximately 40 per-
cent. RMBC will become part of
IMS Health Russia. 

Dulles, Va., research firm Vovici
has acquired the assets of Surveyo,
a division of mySmartSolutions, a
Saratoga Springs, N.Y., research firm
specializing in enterprise feedback
management including assessments,
surveys and polls.

Research firm Synovate has ac-
quired CIMA Group (CIMA), a
Santiago, Chile, research firm.
CIMA operates across six markets in
Latin America including Chile,
Colombia, Peru, Ecuador, Bolivia
and Costa Rica. 

Market research company TNS,
New York, has acquired Dublin-

based media intelligence provider
MediaMarket.

Alliances/strategic
partnerships 
Saskatoon, Saskatchewan-based re-
search company Itracks announced
that  Edison, N.J., research firm
Schlesinger Associates will use
Itracks’ online qualitative software
to conduct online focus groups and
bulletin board discussions. 

Wilton, Conn., research firm
Greenfield Online Inc., and
Omaha, Neb., information firm
infoUSA have entered into an
agreement to develop a panel of
small-business decision makers.
The panel is designed to give B2B
product and service providers in-
sight into the opinions of U.S.
small B2B decision makers and
small-business owners.

Atlanta research firm Infosurv
Inc. announced a number of new
clients in the last quarter of 2007,
including E&M/The David Group,
Marketing Point Inc., Tatum LLC,
ThoughtWorks, HERO for Chil-
dren and LivePerson.

Yankelovich Holdings Inc., a
Chapel Hill, N.C.-based research
firm, has signed a definitive merg-
er agreement with WPP to join
London-based Henley Centre
HeadlightVision, WPP’s wholly-
owned consumer trends and fu-
tures research and consultancy
business. The merger will become
effective upon the satisfaction of
certain conditions. Henley Centre
HeadlightVision is part of Kantar,
WPP’s research, insight and con-
sultancy division.

London market research company
TNS announced that its TNS
Worldpanel China continuous re-
search service, operated by TNS
China, has merged with the contin-
uous panel service run by the TNS
joint venture CTR Market Re-
search.

Separately, the business license
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held by TNS and its China-based
joint venture CSM Media Re-
search which allows the joint ven-
ture to undertake TV and radio au-
dience measurement in China has
been renewed for a further 10 years.

Association/organization
news
The Dallas-based Mystery Shop-
ping Providers Association,
North America, announced its
newly-elected 2008 North America
board of directors: Christopher
Warzynski, president; Judi Hess, vice
president; Ron Welty, secretary and
director (returning); Lorri Kern,
treasurer; Candor Guitierrez, direc-
tor (new); Carl Phillips, director
(new); Lynn Saladini, director
(new); Lise D’Andrea, director (re-
turning); Renee DeSantis, director
(returning); Chuck Paul, director
(returning); Arcadio Roselli, director
(returning); and Susan Seiler, direc-
tor (returning).

New accounts/projects
Corporate Express US Inc., part of
the Dutch-based Corporate Express

NV, has selected predictive analytics
software from Chicago-based SPSS
Inc. to give the organization a view
of its customers’ purchasing behav-
ior, starting at the beginning of the
sales cycle.

The Nielsen Company, New
York, announced it has signed an
agreement with grocer Save-A-Lot,
establishing Nielsen as Save-A-Lot’s
preferred provider of marketing in-
formation for merchandising and
market decision support across the
1,150-store chain. 

Suresnes, France, advertising firm
Havas U.S.A. has selected TNS
Media Intelligence (TNS MI) as
its primary provider for competitive
advertising intelligence. The multi-
year agreement gives Havas agencies
access to TNS MI’s database of
competitive advertising information. 

Rockville, Md., research corpora-
tion Westat has partnered with
New York research consulting group
Metis Associates to evaluate the
initiatives and effectiveness of the

Center for Economic Opportunity,
which is New York City Mayor
Michael R. Bloomberg’s effort to
move economically disadvantaged
New Yorkers out of poverty. The
initiatives are focused on young
adults, poor working adults and
families with young children.

New companies/new
divisions/ relocations/
expansions
Valient Solutions, a Rochester,
N.Y.-based research firm, has
formed Valient Healthcare, a new
division serving the health care in-
dustry. The company named Allison
Tate manager, health care sector
business development at Valient
Healthcare and tapped her to lead
the new division.

Gilmore Research Group’s Fo-
cus Division has opened new offices
in Portland, Ore., and tapped Don-
na Glosser to manage the division.
She will oversee the company’s
qualitative operations and facilities
in both Seattle and Portland.
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the top two properties in the category, Glam Media and
iVillage.com, saw strong growth. Entertainment news
sites jumped 32 percent, benefiting from our continuing
hunger for celebrity news. Online classifieds had a strong
2007, growing 31 percent versus 2006 and continuing to
drain traditional news media’s classified revenues.

On a trend-related side note, if the various pundits
can be believed, narrowcasting is coming to the social
networking realm. One wonders what the effects will
be on giants like Facebook if users begin finding it
more rewarding to bypass the large social networking
sites and go straight to the sites that cater to their spe-
cific interests, like skateboarding, online gaming or
dachshund -owning.

Over in the realm of online search, searches at
the five major core search engines increased 15
percent to 9.6 billion searches, the comScore report
found. Google sites led with 5.6 billion searches in
December 2007, up more than 30 percent from the

previous year. Yahoo! sites ranked second with 2.2
billion searches, followed by Microsoft sites (940
million), Time Warner Network (442 million), and
Ask Network (415 million).

More than 113 billion core searches were conducted
in the U.S. during all of 2007, with Google sites ac-
counting for nearly 64 billion, representing a 56 per-
cent share of the market.  |Q

Trade Talk
continued from page 86
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ComScore Top 20 Gaining Properties by Percentage Change in

Unique Visitors (U.S.) December 2007 vs. December 2006
(ranking based on the top 100 properties in December 2007; 

total U.S. home, work and university Internet users)

Total Unique Visitors (000)

Dec. 2006 Dec. 2007 % Change

Total U.S. Internet Audience 174,199 183,619 5

Everyday Health   2,690 12,073 349

Glam Media 7,994 25,028 213

OfficeMax 5,130 15,339 199

Demand Media 5,999 14,958 149

Yellow Book Network 4,386 10,388 137

ValueClick Sites 6,339 13,013 105

Facebook.com 19,105 34,658 81

WorldNow – ABC-Owned Sites 8,714 15,474 78

Craigslist.org 14,075 24,468 74

Experian Interactive 8,054 12,500 55

Yellowpages.com Network 16,168 24,453 51

AmericanGreetings Property 11,982 18,102 51

Comcast Corporation 18,716 26,445 41

UGO 8,450 11,912 41

The Mozilla Organization 10,948 15,267 39

Answers.com Sites 10,707 14,899 39

Wikipedia Sites 38,585 51,851 34

iVillage.com: The Women’s Network 13,545 17,234 27

AT&T Inc. 23,833 30,212 27

Internet Broadcasting Systems 9,894 12,394 25

ComScore Top 10 Gaining Categories by Percentage Change in

Unique Visitors (U.S.) December 2007 vs. December 2006
(total U.S. home, work and university Internet users)

Total Unique Visitors (000)

Dec. 2006 Dec. 2007 % Change

Total U.S. Internet Audience 174,199 183,619 5

Politics 6,192 8,384 35

Community - Women 51,632 69,854 35

Entertainment - News 37,093 49,023 32

Classifieds 31,867 41,688 31

Career – Training and Education 7,865 10,279 31

Gay/Lesbian 1,843 2,367 28

Retail – Consumer Goods 28,829 35,936 25

Finance – News/Research 43,317 52,064 20

Teens 23,313 27,979 20

Religion 19,101 22,886 20

ComScore Core Search Report* 

December 2007 vs. December 2006
(total U.S. – home/work/university locations)

Core Search Entity

Search Queries (MM)

Dec. 2006 Dec. 2007 % Change

Total Core Search 8,348 9,636 15

Google Sites 4,317 5,629 30

Yahoo! Sites 2,300 2,211 - 4

Microsoft Sites 871 940 8

Time Warner Network 465 442 - 5

Ask Network 396 415 5

*Based on the five major search engines including partner searches and
cross-channel searches. Searches for mapping, local directory, and user-gen-
erated video sites that are not on the core domain of the five search engines
are not included in the core search numbers.
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By Joseph Rydholm
Quirk’s editor

The big got bigger
online in 2007

trade talk

In the online realm in 2007,
household names like Google,
Facebook, Wikipedia and

Craigslist were the biggest winners,
according to Weston, Va.-based
ComScore Inc.’s annual report on
trends in U.S. Internet activity.

The report looks at the major
trends in U.S. Internet activity,
highlighting the top gaining prop-
erties and site categories, and core
search market growth. 

Looking at the growth in visitors
among the top 100 U.S. Internet
properties, 2007 was a strong year
for several of the largest properties.
Social networking site Face-
book.com opened registration to all
users and saw an 81 percent jump
from December 2006’s 19.1 million
unique visitors to 34.7 million in
December 2007. Wikipedia sites
gained 34 percent to reach nearly
52 million visitors. Classified-ad site
Craigslist.org jumped 74 percent to
24.5 million visitors, while AT&T
grew 27 percent to 30.2 million
visitors, no doubt benefiting from
its exclusive deal with Apple as car-

rier for the iPhone. Yellow Book
Network grew 137 percent to 10.4
million visitors.

As noted in the comScore press
materials, the upward spikes of sev-
eral of the top-gaining properties
were driven the acquisition of Web
entities including, but not limited
to, the following:

· Everyday Health shot up 349
percent, driven by its acquisition of
several Web sites and the addition
of Drugs.com to its network.

· Women’s category leader Glam
Media grew 213 percent during the
year, due in large part to the addi-
tion of several new entities, includ-
ing Quality Health Network,
MyYearbook.com and Life-
Script.com, among others.

· Yellow Book Network grew 137
percent to 10.4 million visitors, as
visitation to Yellowbook.com Sites
tripled (up 207 percent to 4.6 mil-
lion visitors) and one new entity
was added to the property.

· iVillage.com: The Women’s Net-
work gained 27 percent with the
addition of Sugar Publishing,
MakeoverSolutions.com, and
iWin.com, among others.

· Demand Media added numer-
ous entities under its Demand Me-
dia Knowledge and Demand Media
Games media titles, which con-
tributed to its 149 percent growth.

· OfficeMax’s 199 percent gain
was driven primarily by a Decem-
ber 2007 surge in visitation to its
popular viral holiday greetings site
ElfYourself.com.

As comScore’s release notes, the
list of site categories that gained the
most in 2007 reflects trends in both
the online and offline worlds. Poli-
tics grabbed the top position, gain-
ing 35 percent, as the 2008 presi-
dential election and primary season
kicked into high gear. Women’s
community sites rose 35 percent, as

continued on page 85
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