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news and notes on marketing and research

••• consumer psychology 

Cautious when crowded out
Human beings are intelligent but instinctual creatures and our most basic 

instinct – that of self-preservation and survival – must always be considered 
when marketers and advertisers view us as consumers. A series of studies conduct-
ed by Rob Tanner of the University of Wisconsin – Madison, Ahreum Maeng of 
the University of Kansas and Dilip Soman of the University of Toronto and 
published in the Journal of Marketing Research explore how the crowdedness of the 
environment/store affects a consumer’s 
mind-set and behavior. 

According to Tanner’s 
February 4th article, 
titled “Seeking Safety 
In Numbers: Do 
Consumers Think 
And Choose 
Differently 
In Crowded 
Stores?”, on 
Forbes.com, 
“Personal-
space violations 
that occur in 
crowded stores 
result in individu-
als automatically 
adopting a defensive 
state (think: fight-or-
flight response). This 
defensive state is likely 
entirely hardwired and results 
in the experience of what psychologists 
call tense arousal (think: anxiety). Evolutionarily, this tense arousal likely 
serves an adaptive purpose in helping us to maintain a vigilant posture when 
we are threatened.”

As the environment becomes more crowded, people automatically become 
more safety-oriented, more prevention-focused and more sensitive to risk. 
When offered a choice between two promotional gifts – a box of cookies and 
a first-aid kit – consumers were much more likely to choose the first-aid kit 
when in a crowded environment. 

Consumers' susceptibility to marketing messages was also affected, with 
messages framed in prevention terms becoming more persuasive than those 

with a promotion frame as crowding increased. Additionally, 
individuals in a crowded environ-
ment were markedly less-willing to 
participate in a real-money gamble, 
especially after a loss.

••• mobile research

Screen size 
correlates with 
completion rates
Any marketing researcher worth 

his salt knows that to have success 
with mobile, surveys must be optimized 
for mobile devices. To drive this point 
home, Fresno, Calif., research company 
Decipher Inc. conducted a study to 
explore the effects of mobile research on 
respondent engagement and data quality. 

Survey starts on smartphones and 
tablets are up approximately 15 percent 
since 2012, while starts on desktop 
computers have declined the same 
amount since 2012. But as screen size 
decreases, so do completion rates: 76 
percent desktop; 70 percent tablet; 59 
percent mobile phone. 

The study also examined dropout 
triggers on mobile devices. As expected, 
length is a primary contributing factor 
to dropouts for mobile surveys because 
completion time is longer on a smart-
phone than on a PC or tablet (10:46 for a 
15-question survey on a smartphone vs. 
8:16 on a tablet and 7:53 on a desktop).

Grids are well-known dropout triggers 
on any device but especially for mobile. 
First impressions also matter, as half of 
the dropouts were occurring on the first 
page, and numeric open-ends may lead to 
higher dropouts than text open-ends, per-
haps because the former requires shifting 
to a different keyboard on a smartphone. 

In Case You Missed It

quirks.com/articles ID 
20140401

http://www.quirks.com
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While I’ve long felt that the re-
search industry does a solid job of 

safeguarding and respecting respondent 
privacy, it’s clear from a recent study 
that we need to do a better job of calling 
attention to those efforts.

The study, conducted by the Global 
Research Business Network, an orga-
nization that encompasses 38 national 
research associations (including CASRO, 
MRS, EFAMRO, etc.) and over 3,500 re-
search businesses on five continents, is 
based on a survey of over 2,000 individu-
als. It examined attitudes toward the 
(ab)use of personal data by domestic gov-
ernments, search engines, social media 
firms and mobile phone operators.

On average, 31 percent of U.S. 
and U.K. citizens do not trust their 
government with their personal data. 
Although people are reasonably famil-
iar with how personal data is collected 
and used, there is still a high level of 
concern: 45 percent of U.S. citizens 
and 40 percent of people living in the 
U.K. say they are very concerned about 
how their data is used.

Across U.S. and U.K. citizens, 38 
percent said they had no trust in how 
Internet search engines such as Google 
and Bing are using their data, 53 percent 
of people said they had no trust in social 
media companies such as Facebook and 

Twitter and 41 percent said they didn’t 
trust market research companies.

That last number makes it “clear 
that the market research sector needs 
to more effectively demonstrate its 
commitment to protecting personal 
privacy,” said Andrew Cannon, presi-

dent of EFAMRO, the European part of 
the Global Research Business Network, 
in a press statement.

“As a global network which seeks to 
promote and advance the position of re-
search, GRBN, along with regional federa-
tions and national associations, has vowed 
to work hard to significantly improve the 
level of trust by strengthening self-regu-
lation and supporting trust marks such as 
Fair Data,” said Diane Bowers, president 
of CASRO, in a press statement.

Based on the study findings, the 
GRBN offers three marching orders 
for our industry. MR must: respect the 

rights of MR participants; provide full 
transparency for how respondent data is 
obtained and used in the research process 
(by giving clear explanations, obtaining 
explicit consent and giving respondents 
the “right to be forgotten”); and promote 
the industry’s ethical behavior.

(The GRBN effort, based on an original 
study conducted in Finland by CBI Cannon 
Business Insight, was conducted online be-
tween February 6-9 2014 by Research Now 
and includes data from 1,020 U.K. inter-
views and 1,015 U.S. interviews [weighted 
to be representative of the population aged 
18+ in each country].) 

MR must go public 
with privacy 
protection efforts 

By Joseph Rydholm, Quirk’s Editor

Joe Rydholm can be reached 
at joe@quirks.com

Trade Talk

quirks.com/articles
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Who Do People Trust With Their Data? 
selected examples (USA/UK average) 

USA 34%/UK 41% 

USA 36%/UK 29% 

USA 60%/UK 54% 

USA 62%/UK 57% 

Figure 1 
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People connect to form groups on 
Twitter for a variety of purposes. The 

networks they create have identifiable 
contours that are shaped by the topic 
being discussed, the information and 
influencers driving the conversation and 
the social network structures of the par-
ticipants. Analysis by the Pew Research 
Center, Washington, D.C., and the Social 
Media Research Foundation, Belmont, 
Calif., of thousands of Twitter conversa-
tions finds there are six distinct patterns 
to the conversational and social structures 
that take place on Twitter.

Polarized Crowds often form around 

political topics. If the subject is political, 
it is common on Twitter to see two sepa-
rate, polarized crowds take shape. The 
participants in one group mostly do not 
interact with people in the other group. 
Those in each cluster commonly mention 
very different collections of Web site URLs 
and use distinct hashtags and words in 
their tweets. Each group centers on differ-
ent influential tweeters.

Why this matters: It underscores 
that partisan Twitter users rely on dif-
ferent information sources and com-
monly do not interact with those on the 
other side on Twitter.

Tight Crowds are shared spaces of 
learning and passion. Many conferences, 
professional topics, hobby groups and 
other subjects that attract likeminded 
communities form the shape of a Tight 
Crowd. There are different clusters of 

conversations in these networks but 
people are closely tied to each other, even 
to those in other groups.

Why this matters: These structures 
show how networked learning communi-
ties function and how sharing and mutual 
support can be facilitated by social media.

Brand Clusters are formed around 
products and celebrities: When well-known 
products or services or popular subjects like 
celebrities are discussed in Twitter, there 
are often many comments from partici-
pants who have no connections to one an-
other. Well-known brands and other popu-
lar subjects can attract large, fragmented 
Twitter populations who tweet about the 
topic at hand but not to each other.

Why this matters: There are still in-
stitutions and topics that command mass 
interest but do not lead to the creation of 
connected conversations in a group.

Community Clusters are created 
around global news. Some popular topics 
may develop multiple smaller groups, 
which often form around a few hubs, each 
with its own audience, influencers and 
sources of information. Conversations 
in these Community Clusters look like 
bazaars that host multiple centers of 
activity. Global news stories often attract 
coverage from many news outlets, each 
with its own following.

Why this matters: Some information 
sources and subjects ignite multiple conver-
sations, each cultivating its own audience 
and community. Community Clusters net-
works can reveal the diversity of opinion 
and perspective on a social media topic.

Broadcast Network structures are cre-
ated when people retweet breaking news 
and commentary from pundits. Twitter 
commentary around breaking news stories 
and the output of well-known media 
outlets and pundits has a distinctive hub-
and-spoke structure in which many people 
repeat what prominent news and media 
organizations tweet. The members of the 
Broadcast Network audience are often 
connected only to the hub news source, 

IN FOCUS ••• a digest of survey 
fi ndings and new tools 
for researchers

//  Survey Monitor

••• social media research

Clusters, crowds and networks
Mapping how different conversations structure Twitter activity

quirks.com/articles

ID 20140403

http://www.quirks.com
http://www.quirks.com/articles/2014/20140403.aspx
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without connecting to one another.
Why this matters: Broadcast 

Network hubs are potent agenda setters 
and conversation starters in the new 
social media world. Enterprises and per-
sonalities with loyal followings can still 
have a large impact on the conversation.

Support Network conversations 
revolve around a singular source. 
Customer complaints for a major busi-
ness are often handled by a Twitter 
service account that attempts to resolve 
and manage customer issues around 
their products and services. This pro-
duces a hub-and-spoke structure that is 
different from the Broadcast Network 
pattern. In the Support Network struc-
ture, the hub account replies to many 
otherwise disconnected users, creating 
an outward hub. In contrast, in the 
Broadcast pattern, the hub gets replied 
to or retweeted by many disconnected 
people, creating an inward hub.

Why this matters: As government, 
businesses and groups increasingly provide 
services and support via social media, the 
support network structures becomes an 
important benchmark for evaluating the 
performance of these institutions.
www.pewresearch.org

••• fi nancial services 

What Wells 
does well
Study ranks world’s most 
valuable bank brands

Most U.S. banks are growing strong-
ly, thanks to monetary policy that 

has driven a recovery in the economy. 

And Wells Fargo, the world’s most valu-
able bank brand, leads the charge, ac-
cording to The Brand Finance Banking 
500, conducted by U.K. brand valuation 
consultancy Brand Finance. Wells Fargo 
has added $4.2 billion of brand value 
to reach a total of over $30 billion. 
Lending across a huge range of catego-
ries, the improved domestic economy 
has driven revenues and helped Wells 
Fargo overtake J.P. Morgan to become 
the world’s most profitable bank. 

In addition to benefitting from 
broader economic growth, the bank has 
made attention to customers central 
to its brand. Interestingly Wells Fargo 
also enjoys a more favorable reputation 
than its peers with the general pub-
lic, whether customers or not. This is 
reflected is its enhanced brand rating, 
up to AAA-. Despite the success, Wells 
Fargo is closely followed by Bank of 
America and Citi, which have grown 
their brands by $4.3 billion and $2.8 
billion respectively. 
www.brandfinance.com

••• media research

More, new, now
Binge-watchers value 
streaming services’ original 
content

As popular original programming 
such as Orange is the New Black and 

House of Cards continues to surge in 
popularity and make the case for 
compulsory binge-watching, research 
from Chicago research company Mintel 
suggests that the streaming media 

boom for television and movies is only 
just beginning. Nearly half of all online 
adults (46 percent) in the U.S. watched 
video content in the past month using a 
subscription video account, increasing 
to 71 percent of all 18-to-34-year-olds.

Multiple leading providers consider 
original content a chief means of estab-
lishing their brand: Netflix has already 
produced about 20 distinct pieces of 
original programming, including televi-
sion series, movies, documentaries and 
standup comedy performances. Eleven 
new television series are in develop-
ment, set to air in 2014 or 2015. Hulu 
aired 20 original exclusive series in 
2013 and has 40 additional series in 
development. Amazon Instant Video is 
offering original TV programming as of 
November 2013.

Netflix is the clear leader for sub-
scription usage, with about a quarter of 
all U.S. households carrying a Netflix 
subscription. Thirty-six percent of all 
adults had used it in the past month, 
more than three times the usage of the 
nearest competitor.

“Original content may be the most 
important means of differentiation 
between services but it is a costly means 
of establishing a brand name,” says Billy 
Hulkower, senior technology analyst at 
Mintel. “For subscription services, the 
ideal amount of content is just enough to 
encourage continued membership – 20 
new series on the horizon may not be 
necessary, unless most of these target dif-
ferent demographic groups. The strategy 
followed by HBO in the 1990s presents 
perhaps the best model for streaming sub-
scriptions – producing a small number of 
high-concept, high-production-value series 
and special events. Brands that do not feel 
comfortable supporting their service with 
original programming should be angling 
for partnerships, particularly if each 
brand can bring a key element of service, 
with leaders in digital distribution collabo-
rating with leaders in original content.”

A cheaper route to differentiation 
might be through specializing in a 
specific genre or focusing on a particu-
lar demographic. For example, a service 
might excel in classic films, foreign films, 

IN FOCUS  //  Survey Monitor
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horror films, dark comedies or other 
commonly-sought-after segments. These 
segments could even be sold as individual 
subscriptions, with a lower price tag than 
current monthly subscriptions.

While today some 41 percent are only 
willing to watch TV shows or movies 
online if they are provided free of charge, 
59 percent of respondents are open to 
paying for the online content. Similarly, 
only one-quarter of respondents prefer to 
sit through commercials in order to view 
content for free, suggesting that three-
quarters, when given the option, will 
prefer to pay to watch content instead of 
having commercial interruptions.
www.mintel.com

••• social media research

Managing damaging 
commentary
Most brands not prepared 
to address customer 
complaints via social media

While brands are plagued by nega-
tive posts created by customers, 

competitors and employees, more than 50 
percent don’t have a strategy in place to 
manage this growing problem, according 
to a survey conducted by Social Media 
Marketing University (SMMU), Atlanta.

Nearly 60 percent of brands receive 
customer complaints via social media 
occasionally; 10.9 percent receive them 
somewhat often; and 4.9 percent receive 
them very often – and not for nothing, as 
over one-quarter of brands' reputations 

have been tarnished as a result of nega-
tive social media posts; 15.2 percent lost 
customers; and 11.4 percent lost revenue.

However, nearly one-quarter of 
brands neither have a strategy in place 
to manage negative social commentary 
nor plans to develop one. Nearly the same 
percentage of brands are in the process 
of developing a strategy and 7.6 percent 
have strategies in place that are currently 
proving to be ineffective. 

“So many brands are buying into the 
‘friending equals spending’ mentality,” 
says John Souza, founder of SMMU. “They 
want the benefits of social media but 
aren’t truly aware of the investment of 
effort that’s required to see a return. As a 
result, this lack of effort rarely produces 
desired results and can lead to alienation 
of customers, fans and followers. It can 
even escalate to a backlash of negativity.”

Customers expect a response to a com-
plaint posted on a brand’s social media 
account within one hour but the SMMU 
survey found that only 17.6 percent of 
brands strive to meet this expectation. 
Most brands (52.2 percent) respond 
within 24 hours. An alarming 21.4 percent 
rarely or never respond to customer com-
plaints in social media. 
ww.smmu.com

••• foods/nutrition

Overlooking labels
Could an updated Nutrition 
Facts label renew interest?

Nearly 20 years after the Nutrition 
Facts labels were put on the back 

of nearly every food and beverage in 
stores, interest in reading the label has 
steadily waned among U.S. households, 

according to Port Washington, N.Y., 
research company The NPD Group. The 
U.S. Food and Drug Administration is 
proposing updates for the Nutrition 
Facts label to make it more relevant 
to today’s consumers but according to 
NPD’s ongoing food and beverage mar-
ket research, consumers did read the 
labels when they first appeared but as 
time went on, many stopped checking 
the label for what’s in their food.

NPD asked consumers their level 
of agreement with the statement “I 
frequently check labels to determine 
whether the foods I buy contain 
anything I’m trying to avoid.” In 1990, 
after the Nutritional Labeling and 
Education Act was passed, 65 percent of 
consumers completely or mostly agreed 
with the statement. That percentage 
decreased to 60 percent in 1994 shortly 
before the Nutrition Facts labels began 
appearing on food packaging and rose 
to 64 percent in 1995 after the labels 
were on food packaging. Since 1995, the 
percentages of consumers in agreement 
have ranged from a high of 61 percent 
to a low of 48 percent in 2013.

“The most likely reason for this 
decline is that the effort succeeded in 
educating Americans about what’s in 
their food,” says Harry Balzer, NPD 
chief industry analyst. “After all, how 
many times do you need to look at the 
Nutrition Facts label on your favorite 
cereal or your favorite juice and any 
other food you routinely consume?”

NPD also tracks what consumers 
usually look for when they do read 
the Nutrition Facts label. According 
to NPD’s Dieting Monitor, the top five 
items consumers who read the label 
look for are calories, sugar, sodium, fat 
and carbohydrates.

“It’s a safe bet that Americans now 
want more information but be careful, 
there are always new issues that come 
up every few years,” says Balzer. “If the 
Nutrition Facts label is to continue to 
educate, it should allow for changes more 
often than once every 20 years. For exam-
ple, gluten, probiotics and omega-3 were 
not on the radar screen 20 years ago.” 
www.npd.com 

http://www.mintel.com
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automate scripting, data management 
and charting; reduce internal errors; in-
tegrate with various industry tools and 
survey platforms; offer advanced report-
ing with API plugins; download data; 
create and share POV dashboards on the 
go; and draw data comparisons across 
markets, studies and time periods.

Separately, Cross-Tab has announced 
the commercial launch of Analyzer, its 
multi-device reporting and data analysis 
package. Features include a data storage 
and retrieval wizard; a choice of custom 
report authoring via a drag-and-drop 
tool or report templates; support for 
long-term data trending; and the ability 
to download and integrate raw and ag-
gregated data from multiple studies. 
www.cross-tab.com

••• media research 

Collaboration 
combination
ComScore and CIMM partner 
to expand cross-platform 
measurement

Reston, Va., research company 
comScore Inc. has collaborated 

with the Coalition for Innovative Media 
Measurement, New York, to expand its 
cross-platform measurement service, 
combining TV, radio, desktop, smart-
phone and tablet platforms. 

The expanded cross-platform mea-
surement service will include multiplat-
form advertising, mobile video, time-
shifted viewing and children’s viewing 
by incorporating person-level TV view-
ing data (obtained via the Portable 
People Meter technology licensed from 
Nielsen Audio) and set-top box viewing 
data, which includes viewing behavior 
from over five million households. The 
service also uses both panel and Census-
based methods to measure online and 
mobile video viewing. 
www.comscore.com

••• mobile research

Refreshing SODA
Confi rmit updates its Survey 
On Demand App

Oslo, Norway, research software 
company Confirmit has released 

version 3.0 of its mobile app, SODA – 
The Survey On Demand Application. 
Confirmit SODA is designed to allow 
marketing research agencies to capture 

Product and 
Service Update

IN FOCUS

••• social media research

Facebook cuts to 
the Core
New Core Audiences options 
improve targeting via 
Facebook

Facebook, Menlo Park, Calif., has up-
dated its targeting features via im-

proved Core Audiences solutions, which 
include the targeting features built into 
all of Facebook’s ad-buying interfaces. 
The updates aim to allow advertisers to 
reach precise audiences based on four 
main targeting types: location, demo-
graphic, interests and behaviors. 

In the U.S., Facebook has also added 
Partner Categories to the Ads Create 
Tool, which was previously available 
only in Power Editor. 
www.facebook.com

••• data analysis

Optimize and 
Analyze
Two new tools from Cross-Tab

Mumbai, India, research company 
Cross-Tab has debuted the Cross-

Tab Optimizer Suite (ctOS), designed to 
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••• concept research

A global GutCheck
Agile research solution expands outside the U.S. 

Denver research company 
GutCheck has launched 

GutCheck International, a 
multilanguage version of its 
automated-recruitment con-
sumer insights solution. The initial product release supports 16 markets and is 
available in nine languages. The solution aims to deliver research quality via in-
country research experts who provide the local knowledge and help design ef-
fective ways to encourage dialogue and gather feedback from specific audiences. 
http://gutcheckit.com
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Product and Service Update  //  IN FOCUS

in-the-moment feedback from respon-
dents. Updates include new program 
and field management capabilities; an 
expanded push notification system; and 
real-time views of staff location based 
on continuous GPS tracking.
www.confirmit.com

••• retailing

Real-time intel 
for retail
GroundCntrl launches 
SmartCheck for in-store 
intelligence

San Jose, Calif., research software 
company GroundCntrl has bundled 

its mobile platform and back-end ana-
lytics with on-the-ground resources to 
launch SmartCheck. The SmartCheck 
service is designed to provide retailers 
and brands a way to acquire real-time, 
in-store intelligence about their prod-
ucts, promotions and competitors.

SmartCheck is designed to deliver a 
searchable visual database that gives com-
panies real-time visibility into their retail 
and promotional executions – and the 
ability for companies to modify the types 
of data being gathered by on-the-ground 
resources as a program happens. 

The service is activated in three steps:
Engage: The team conducts a readiness 

assessment to understand what needs to be 
measured, gathered and analyzed. 

Mobilize: SmartCheck mobilizes 
to collect and post the requested data, 
such as images of a new promotional 
display, product stocking levels, feed-
back on staff readiness to effectively 
deliver the product message or intelli-
gence on competitor pricing. 

Analyze: The field data is aggre-
gated in real time into a searchable 
database, which customers can monitor 
via the intuitive online dashboards. 
www.groundcntrl.com

••• concept testing

Video markup 
goes to iMarkIt
Itracks debuts real-time 
video content testing tool 

Saskatoon, Saskatchewan, research 
company itracks has updated its 

iMarkIt concept testing tool to allow 
users to test video content – with no 
limit to the length of the video – and 
researchers and clients to view the 
feedback in real time. 

The tool is currently being used 
to test television commercials, movie 
trailers and YouTube ads. In a secure 
testing environment, participants view 
the videos, stopping them at points 
where they can provide feedback. A 
range of markup tools, including text, 
highlighters and drawing tools, allow 
for project-specific initiatives. 

IMarkIt is designed to integrate 
with third-party quantitative applica-
tions in addition to itracks’ qualitative 
products. The product also comes with 
its own enhanced reporting. 
www.itracks.com

••• fi nancial services

Feeling out 
the news
Thomson updates big 
data solution for fi nancial 
markets pros

Thomson Reuters, New York, has 
added its news sentiment data, 

including sentiment analysis of Twitter 
feeds, to Thomson Reuters Eikon, its 
flagship financial markets desktop. The 
new data is intended to allow finan-
cial markets professionals to identify 
trends and potential signals in huge 
amounts of unstructured data. 

To cater to growing interest in 
tracking news and social media senti-
ment to gauge and predict the impact 
of breaking news on market prices 
and volatility, Thomson Reuters Eikon 
takes feeds from both Twitter and 
StockTwits and weights and analyzes 
sentiment using a proprietary meth-
odology. The charting application aims 
to give financial professionals a clear 
picture of the volume of positive and 
negative tweets surrounding any given 
listed company, as well as advanced 
technical analysis. The feed incor-
porates identified key influencers, 
as well as a broad cross-section of all 
activity. Customers can also drill down 
into the underlying data to investigate 
what is being said and by whom. 
http://thomsonreuters.com

••• advertising research

Targeting the 
like-minded
Custom Audiences helps aim 
advertising at consumers 
similar to existing customers

AdStation, Kansas City, Mo., re-
search company Adknowledge’s 

e-mail channel, has launched AdStation 
C ustom Audiences, a product featur-
ing targeting technology intended to 
allow advertisers to aim offers at new 
consumers via demographic data. 

AdStation Custom Audiences utilizes 
response-based targeting algorithms 
that are powered by Adknowledge’s 
demographic data of over 400 million 
consumers. This allows AdStation to 
target new customers for advertis-
ers that match the existing customer 
base. The product is also anonymous, 
with advertisers’ CRM data and 
highly secure. The deployment is 
transparent, allowing for control and 
brand-safe distribution.
www.adknowledge.com
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••• data analysis

Simplifi ed stats
Statwing debuts automated 
statistical analysis tool

San Francisco research company 
Statwing has launched a data 

analysis tool designed to automate 
common statistical analysis tasks. 
First, the analyst tells Statwing which 
variables they’re interested in relating. 
Then Statwing automatically selects 
the appropriate statistical test (includ-
ing nonparametric techniques), runs 
it, translates the p-value and effect 
size into a plain-English sentence and 
selects the appropriate visualization for 
the data in question (e.g., binned scat-
terplots, paneled histograms, etc.).

Though Statwing does not require 
statistical proficiency, it also provides 
statistical output and every analysis 
comes with confidence intervals, effect 
sizes and checks for statistical validity. 
www.statwing.com

••• media research

What we watch + 
what we buy
Nielsen solution pairs 
TV-viewership with 
transactional data

New York researcher The Nielsen 
Company has launched Local 

Buyer Reach, a solution designed to 
connect what viewers watch with what 
they buy by linking proprietary Nielsen 
local television-viewing data with 
actual consumer transactions and auto 
registrations. The solution extends into 
40+ buyer categories, including auto-
motive, retail shopping, quick-service 
restaurants and grocery stores.
www.nielsen.com

••• segmentation

Charting the 
FutureScape
New research approach 
targets high-yield consumers 
and opportunities

Nuremberg, Germany, research com-
pany The GfK Group has launched 

GfK FutureScape, an approach designed 
to identify and size a range of opportu-
nity spaces within a market, prioritiz-
ing those with the most potential and 
then using segmentation to pinpoint 
the highest-value consumers to target.

The strategic assessment provided by 
GfK FutureScape is based on a holistic 
analysis of evolving consumer needs, the 
existing and emerging benefits offered 
in the marketplace and the company’s 
own business strengths and assets. This 
perspective aims to increase the ROI 
of companies’ growth and innovation 
investments by focusing resources on 
those spaces that are not only a good fit 
for their business but are also the most 
likely to deliver maximum growth.
www.gfk.com

••• diy research

Monkey around on 
mobile 
SurveyMonkey debuts iOS app

SurveyMonkey, Palo Alto, Calif., has 
launched a SurveyMonkey app for iOS 

devices. The app features expert-certified 
questions and 160+ survey templates; the 
ability to send surveys via e-mail, social 
media and Web site; an analytics engine 
to filter, compare and analyze results; 
kiosk functionality; advanced features 
like skip logic and page randomization; 
and full security features. 

The app is available for free in the 
U.S., Canada, Australia and most other 
English-speaking markets. Customers 
can upgrade to a paid plan via Apple’s 
App Store or through SurveyMonkey.
www.surveymonkey.com

••• restaurant research

We are what we 
buy and eat?
IRI and Technomic launch 
Restaurant to Retail 
Insights

Chicago research companies IRI 
and Technomic have partnered to 

launch Restaurant to Retail Insights, 
a joint service offering designed to 
provide a holistic view of the food in-
dustry by combining consumers’ retail 
point-of-sale data with insight into 
what those same consumers buy and 
eat at major chain restaurants. The 
customizable, cross-channel analysis 
is intended to enable collaboration 
between manufacturers, retailers and 
restaurant operators and generate op-
portunities to increase sales through 
innovation, product placement, licens-
ing and co-promotion.
www.iriworldwide.com

••• Briefl y

 Survey Analytics, Seattle, has 
launched FlashLet, a solution for 
gathering and analyzing employee 
feedback. FlashLet aims to allow man-
agers to take ownership of tasks; help 
break down, estimate and provide 
design for small increments of work; 
and promote improvements in ver-
sion control, continuous integration, 
project build and project automation.
www.surveyanalytics.com

 Research companies Ipsos MediaCT, 
New York, and comScore Inc., Reston, 
Va., have introduced an offering that 
fuses the Ipsos Affluent Survey with 
comScore Media Metrix data to target 
affluent based on how they access 
media across channels.
www.ipsos.com/mediact

 Netherlands research company 
Nebu has released version 7.3.3 of its 
Dub InterViewer software, featuring 
52 improvements. Updates include 
integration with run-e, a system for 
managing a CATI call center; capabil-
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ity to publish surveys on Facebook; 
additional dHTML-plugins; and 
further improvements in the CATI-
blacklisting function.
www.nebu.com

 InsideHeads, a St. John, Virgin 
Islands, research company, has 
partnered with VerbalizeIt, a New 
York translation company, to use 
VerbalizeIt’s human-powered transla-
tion platform to interpret live online 
chats in real time. VerbalizeIt inter-
preters are available in 11 languages. 
www.insideheads.com

 Norrköping, Sweden, research 
software company Dapresy has 
introduced Dapresy TurnKey 
Solutions, a research presentation 
solution that includes a completed, 
professional dashboard. 
www.dapresy.com

 Blue Bell, Pa., research company 
BehaviorMatrix has been granted a 
foundational patent by the United 
States Patent and Trademark Office 
that establishes a system for classify-
ing, measuring and creating models 
of the elements that make up human 
emotions, perceptions and actions 
leveraged from the Internet and so-
cial media. The BehaviorMatrix pat-
ent, U.S. patent number 8,639,702, 
covers a method for detecting 
and measuring emotional signals 
within digital content. 
http://behaviormatrix.com

 Burke Institute, Cincinnati, has 
partnered with New York search 
engine MasterStreet to make Burke 
Institute’s marketing research semi-
nars available to professionals through 
MasterStreet’s free search engine and 
booking platform for business and 
technology classes and training. 
www.burkeinstitute.com 

 Harpeth Marketing, a Franklin, 
Tenn., marketing firm providing con-
sulting and outsourced marketing ser-
vices in the market research industry, 
has released a 20-page e-book, titled 
Marketing & Sales for the Market Research 
Firm: A Content Marketing Guidebook. The 
e-book is available as a free download 
at http://bit.ly/1fFynUy.

 Washington, D.C., research com-
pany Artemis Strategy Group has re-
leased Don’t Just Talk to Your Audience, 
Persuade Them: Research for Effective 
Brand Positioning, a 14-page e-book for 
corporate marketing and communi-
cation strategists and the research-
ers who support them. The e-book 
is available as a free download at 
www.artemissg.com/motivation-
research/free-ebook.

 Reston, Va., research company com-
Score Inc. has published a white pa-
per, titled Marketing to Millennials: 
5 Things Every Marketer Should 
Know. The paper examines media 
consumption habits of 18-to-34-year-
olds. The paper is available as a free 
download from www.comscore.com. 

 Decipher Inc., a Fresno, Calif., 
research company, has firm, has 
released a white paper, titled 
Participation of Mobile Users in 
Online Surveys, drawing on data 
from hundreds of independent 
surveys across Decipher client 
projects. The white paper is avail-
able as a free download from www.
decipherinc.com.

 Schlesinger Associates, an Iselin, 
N.J., research company, has launched 
its PayerPlus panel, designed to incor-
porate influencers and decision mak-
ers with traditional payers to provide 

access to executive-level clinical and 
business decision makers and influ-
encers in health care.
www.schlesingerassociates.com

 Research Now, Plano, Texas, has 
launched its Autoimmune Panel for 
Americans and Canadians who suffer 
from autoimmune related diseases, 
including celiac disease, irritable 
bowel syndrome, lupus, multiple scle-
rosis or psoriasis. 
www.researchnow.com

 Chennai, India, research com-
pany Krea has launched ONCO+, a 
panel focused on Indian Oncology. 
ONCO+ comprises an access base of 
3,000 oncologists segmented by spe-
cialty; 150 key opinion leaders; and 
a validated base of cancer hospitals 
and clinics. Patients, caregivers and 
nurses are being added.
http://krea.in 

 The CASRO Institute for Research 
Quality (CIRQ) has awarded cer-
tification to New York research 
company Kantar Health for compli-
ance to the ISO 20252 Standard for 
Market, Opinion and Social Research. 
Processes outlined in ISO 20252 are 
designed to produce transparent, 
consistent, well-documented and 
error-free methods of conducting and 
managing research projects.
www.casro.org
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The global big data trend is driven by the 
business need to gather bigger research insights 
from the various types, and myriad sources, of 
data flowing into the business. Companies across 
all industries are betting on big data for their 
next strategic move, such as where to expand 
geographically and how to increase customer 
loyalty. Accelerating the movement is computer 
technology capable of analyzing terabytes and 
even petabytes of data. The data pile, no doubt, 
will only continue to grow.

Big data, it seems, is also big business. The me-
dian spending per company on big data projects 
in 2012 exceeded $25 million in the telecommuni-
cations and travel/hospitality industries, accord-
ing to Tata Consultancy Services. Wikibon reports 
that total revenue earned by technology compa-
nies in 2012 from big data alone exceeded $11.3 
billion for everything from computer software to 
consulting services.

The big data landscape is dotted with dozens 
of technology providers profiting from the trend. 
But as spending continues to grow, companies are 
increasingly challenged to implement their big 
data initiatives without difficulty. Survey results 
published in The Wall Street Journal showed that 80 
percent of IT professionals involved in big data 
projects find it hard to secure talent to run the 
software; 76 percent are having trouble finding 
the right technology tools; and 73 percent do not 
understand the computing platforms. Oracle, 
in fact, did its own survey about big data and 
found that most companies are unprepared 
to tackle the big data challenge. While they 
understand the perceived benefits of big data 
analytics, 60 percent of executives rated their 
companies unprepared to leverage the data and 

To get the most 

out of big data, 

isolate the 

customer-centric 

metrics that are 

critical to your 

firm’s business 

processes.

snapshot

Instead of big 
data, try value 
data 
| By Suresh Subbiah and Darren Bosik

cite significant gaps in people, process and tools 
while 97 percent say they need to make changes 
to improve the big data process.

All just hype
Executives are frustrated over how to manage 
big data processes and many companies are 
beginning to wonder whether the messages from 
technology providers are all just hype. In fact, 
Gartner published a Hype Cycle report focusing 
on big data that shows the industry is just reach-
ing the peak of its hype right now, with vendors 
flocking to the market, customers getting overly 
excited and not understanding the technology 
and the expectations about what big data can do 
for an organization being overinflated. 

Whether or not big data is all hype is really a 
function of how well you can embrace the chal-
lenge. Companies understand they have enor-
mous amounts of data which they need to ana-
lyze but they have a bigger need to understand 
how to manage it. So far companies that have big 
data at the core of their business have yet to yield 
any meaningful results. Some companies, such as 
Research In Motion , Netflix and JCPenney, have 
seen setbacks even though they have invested 
heavily in big data. They are employing predic-
tive analytics for customer behavior, data mining 
of customer purchases and data modeling for me-
dia spending, yet they all failed to listen to and 
focus on what is important to their customers. 

These and other examples teach us that execu-
tives who make decisions without first listening 
to customers are doomed to failure. Although 
they have massive amounts of big data at their 
disposal and are engaged in predictive analytics 
and other data-driven initiatives, it boils down 
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to the bare principles of listening to 
customer feedback for success – feedback 
through both tactical and strategic types 
of surveys for example, where you col-
lect customer input about services, new 
products and brand awareness.

Matters much more today
It comes down to focusing on what we 
call value data instead of big data. Value 
data are the bits of customer-centric 
research information that are critical 
to the business processes of your com-
pany – the core of what is necessary 
to succeed. Value data matters much 
more today than big data because we 
are doing business in a new era: the age 
of the customer. We have transitioned 
from several other eras of business, 
starting with the age of manufacturing 
at the turn of the 20th century, when 
for nearly 60 years companies like Ford 
and Boeing ruled the business world. 
As consulting firm Forrester says, the 
age of the customer is driven by a con-
sumer’s experience with a brand and 
their ability to make or break a brand’s 
reputation overnight through social 
media conversations. Value data is criti-
cal to creating a deeper understanding 
of customer behavior and their experi-
ences with your company. 

Leveraging value data requires a 
change in thinking about how data 
flows throughout the business. Within 
many companies today, all departments 
and functions are trying to pull from 
the pile of big data that sits in legacy 
systems and data warehouses. They 
attempt to make sense of the data that 
exists across multiple communication 
channels and internal departments, 
including HR, shipping, marketing 
and sales. All of this is leading to 

what we mentioned earlier: frustra-
tion and analysis paralysis.

The new value data infrastructure 
is one where data flows more smoothly 
throughout the enterprise. Each de-
partment winnows down the customer 
data points that are necessary to the 
functions of their organization within 
the larger enterprise. Reducing data 
waste by 30-40 percent gets you much 
closer to the metrics that matter, the 
data that can improve your workflows 
and the ability to allocate resources for 
more important business initiatives.

The value data that exists in your 
company is a function of the differ-
ent types of market research data at 
your disposal, whether it be struc-
tured data (from customer surveys) or 
unstructured data (from social media). 
Technology platforms exist to help you 
capture, manage, distribute and ana-
lyze all of this information and narrow 
it down into the nuggets that matter 

– and even ensure that it flows through-
out the enterprise in real time.

Scores of metrics
As an example of value data, first think 
of the multitude of data flowing into 
and out of the customer service call 
center. There are scores of metrics the 
call center can track to manage its 
business process and understand its 
success. These metrics include first 
call resolution, customer hold time, 
customer complaint volume and time 
to resolve complaints. If the call center 
manager were to do big data analytics 
by looking at the terabytes of informa-
tion at its disposal, he or she might 
still be frustrated and time will not 
have been spent wisely. The value data 
process, however, focuses on the one 

or two metrics that matter to the call 
center, the KPIs that it really needs 
to succeed. This metric can be tied to 
its business process and is rooted in 
customer feedback.

Let us look at first call resolution 
(FCR), for example. Companies spend 
thousands of dollars trying to track 
this metric and get their numbers 
aligned with the business goals of im-
proving customer service. FCR improve-
ments are often correlated with other 
metrics, such as repeat call volume and 
customer satisfaction. Improvements 
in FCR can save money across the com-
pany. But the big work comes with gath-
ering the data, analyzing it effectively 
and tracking the results.

The call center value data, however, 
can lie in one metric, which is achieved 
by narrowing the customer feedback 
down to a single question – one that 
has gained traction in recent years – 
the customer effort score (CES), which 
asks customers, “How much effort did 
you personally have to put forth to 
handle your request?”

CES is a good example of value data 
because it achieves a lot with very little 
effort. CES focuses on organizational 
changes in customer service and makes 
it easier for customers to have their 
needs fulfilled. In 2008, the Corporate 
Executive Board argued that what cus-
tomers really want is to simply be given 
a satisfactory solution to their service 
issue. After conducting structured in-
terviews with customer service leaders 
and a study of more than 75,000 cus-
tomers, the Corporate Executive Board 
found that CES tops the charts with the 
highest predictive power for customer 
satisfaction. The research claimed that 
excessive levels of customer service 
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(such as offering free products or ser-
vices) will only make customers slightly 
more loyal to the brand and to achieve 
customer loyalty organizations must 
reduce the effort that customers exert 
to get their problem solved. 

CES is an example of value data 
because it is a KPI that can highly predict 
business objectives (namely customer 
loyalty and satisfaction) without the 
dependence on other excessive amounts 
of data inputs. It is getting to the value 
data in a much more simplistic way – and 
it is eliminating other data points, such 
as customer satisfaction, repeat call 
volumes and customer time spent on calls.

It is essential in today’s age of 
the customer for businesses to man-
age customer satisfaction. Another 
example of value data that is driving 
the customer decisions of many com-
panies is Net Promoter Score (NPS), a 
customer loyalty metric developed by 
Fred Reichheld, Bain & Company and 
Satmetrix. NPS is based on the fun-
damental perspective that every com-
pany’s customers can be divided into 
three categories: Promoters, Passives 
and Detractors. By asking one simple 
question – “How likely is it that you 
would recommend [your product or 
service] to a colleague?” – you can 
track these groups and get a clear 
measure of your product’s performance 
through your customers’ eyes.

Critical stage
Big data has reached a critical stage. 
The market is poised to grow to more 
than $50 billion by 2017 but more 
than 55 percent of big data projects 
fail. With so much opportunity coupled 
with hype and misinformation, we are 
in the midst of the big data Wild West. 
With value data, the opposite is true. To 
achieve breakthroughs in customer in-
sights, value data can bring bigger ben-
efits. Companies need to invest less in 
technology for managing big volumes 
of data and more in technology that al-
lows real-time access to value data. 

Once you have established your 
value data streams and their associ-
ated KPIs, it is best to create a living 
dashboard that can track metrics in 
real time and easily share the re-
sults throughout the enterprise with 
relevant executives. This technology 
also creates the means for gathering 
customer feedback – the feedback as-

sociated with value data points such as 
CES and NPS. Behavioral and attitu-
dinal insights collected from qualita-
tive and quantitative research from 
panels and online communities are a 
goldmine for building better cus-
tomer profiles to grow loyalty. These 
are benefits you gain by deploying an 
EFM suite with features for develop-
ing surveys for computers or mobile 
devices, building online communities 
and panels and analyzing data from 
social media and questionnaires. 

The big data trend won’t go away 

anytime soon. But by changing the 
focus to value data, companies can 
take a better step toward easily man-
aging customer feedback and making 
faster, more relevant marketing 
research-based decisions. 

Suresh Subbiah is president, North 
America at Questback, a Bridgeport, Conn., 
enterprise feedback management firm. 
He can be reached at suresh.subbiah@
questback.com. Darren Bosik is senior 
methodologist with Questback. He can be 
reached at darren.bosik@questback.com.
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TTake just a moment and think about how the Internet has fundamentally 
changed the traditional sales cycle. Gone are the days when your busi-
ness-to-business customers immediately picked up the phone or request-
ed an in-person meeting to hear about your products or services. Instead, 
they’re now taking matters into their own hands. They’re visiting your 
Web site and your social channels. They’re reading white papers and 
case studies, attending Webinars, becoming educated and, in many cases, 
even making a buying decision long before they speak to you directly.

This is the unstoppable force behind the rise of content marketing. 
Companies, in essence, have become publishers. They must feed the insa-
tiable appetite of their business-to-business customers fxor information. 
Across all industries, marketers now spend $44 billion a year on custom 
content, according to an April 2013 study by the Custom Content Council. 
In the technology industry alone, enterprise buyers download an average 
of eight informational assets during the technology purchase process, 
according to 2013 research by IDG Enterprise. 

Each year, we at Eccolo Media, a boutique content marketing 
agency headquartered in San Francisco, conduct a survey to find out 
just what kind of content and distribution channels are favored by 
business-to-business audiences. While our research focuses specifi-
cally on the attitudes and behavior of more than 500 technology buy-
ers (everyone from C-level executives to developers/programmers) at 
large, mid-size and small companies, the survey’s insights can easily 
be applied to other industries and other buyers. 

In the past six years of conducting our survey, we’ve learned a lot about 
how to implement an effective content marketing strategy, from which 
content types have the most influence on the sale to which distribution 
channels are most popular. We’ve condensed our knowledge into these top 
10 tips for creating a great content marketing strategy. Enjoy!

From white papers to social media, a 

survey of business-to-business buyers 

sheds light on the types of corporate-

generated content that drive sales.
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1. Focus on white papers.
There’s been lots of talk about the death of the white paper but it’s just 
that – talk. While the white paper has lost some of its influence as other 
content types, such as video, have become popular, it remains the most-
consumed and the most-influential content asset marketers can produce, 
according to buyers from our survey. Half of all our respondents describe 
white papers as “very” or “extremely” influential in their purchase deci-
sion-making. They’re also among the most helpful assets in every phase of 
the sales cycle, from pre-sales through final sales. They’re even the content 
type most accessed on a mobile device.

Keep in mind, however, that these white papers need not be the 
old, text-heavy standbys. Many are highly visual and interactive. Our 
respondents like white papers that are well-written and that cover in-
dustry developments. But they reject white papers that focus too much 
on vendor and product information. Buyers, in fact, rate “too much 
marketing hype,” “lack of truly independent, unbiased information” 
and “information is too general” as their top three dislikes of white 
papers, according to IDG Enterprise.

Our results suggest marketers have a tremendous opportunity to lever-
age white papers to engage and influence buyers – if they focus on indus-
try developments and limit discussion of vendor product information.

2. Focus on your company Web site.
Creating engaging content is just half the battle. Smart companies 
also know how and when to share it with their potential buyers and 
no other distribution channel is more important than your company 
Web site. Browsing a vendor Web site, in fact, ties with “forwarded 
from a personal contact” as the most frequently used channels, ac-
cording to our survey. When we ask respondents to rank the “influ-
ence” of distribution channels, vendor Web sites come in a respect-

able second in terms of imparting influence 
over a purchasing decision.

These findings echo other recent research. 
IDG Enterprise reports that Web sites are one 
of the top-five content sources buyers turn 
to. In short, a corporate Web site that is care-
fully planned, refreshed regularly and lever-
aged as a channel to engage with prospects 
remains a vital strategy to build customer 
loyalty and increase revenues.

3. Make the move to mobile.
For our most recent edition of the survey, 10 
percent of respondents took it on a mobile 
device and 71 percent say they regularly 
consume vendor content on a mobile device 
as part of considering a technology pur-
chase. Content marketers are taking note: 38 
percent of B2B marketers told the Content 
Marketing Institute they produce content 
specifically for mobile platforms.

It’s no longer enough if just your 
Facebook posts or tweets are mobile-friendly. 
In our survey, white papers are the most 
frequently-consumed vendor content on a 
mobile device followed by case studies, vid-
eos, product brochures and podcasts.

As you optimize your content for the mobile 
environment, keep in mind that one-quarter of 
our respondents were willing to consume more 
vendor content on a mobile device if it was 
shorter and more digestible, while 19 percent 
wanted more easy-to-read formats.

4. Understand the nuances of social media.
While mobile is an all-important distribution 
channel, so too is social media. Eighty-one 
percent of marketers now create content specifi-
cally for social media and more than 40 percent 
expect to increase their output of social content, 
according to the Custom Content Council.

What kind of content should you push 
to social? Our respondents consume almost 
every content type, including white papers (16 
percent), case studies (14 percent), videos (11 
percent) and podcasts (9 percent). 

The primary channels our buyers con-
sume content on are Facebook (36 percent) 
and LinkedIn (33 percent). But they also 
receive content through YouTube (21 percent), 
Twitter (20 percent) and Google+ (20 percent). 
Interestingly, while respondents consume 
more content on Facebook than LinkedIn, 
they perceive LinkedIn as the better place to 
get such content. This is especially true for 
our enterprise respondents. This perceived 
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preference for LinkedIn is supported 
by other recent research. Three-
quarters of B2B technology buyers 
rely on LinkedIn, while less than 
half turn to Facebook, according to 
IDG Enterprise. Marketers seem to be 
responding in kind, as 91 percent used 
LinkedIn, followed by 81 percent for 
Facebook, according to the Content 
Marketing Institute.

What does this mean for your con-
tent strategy? In the longer term, it 
may be wise to funnel more resources 
to LinkedIn if buyers perceive it as 
the best channel for consuming ven-
dor content.

5. Pay attention to company size.
When it comes to content, one size 
doesn’t fit all. Your strategy must take 
into account the size of the compa-
nies you are targeting. Small business 
buyers behave differently from those 
working in the mid-market, just as 
those in the mid-market act different-
ly from buyers at large enterprises. 

In general, mid-market companies 
and large enterprises consume all 
asset types with more frequency than 

small businesses. They’re also more 
likely to describe the content they 
consume as “very” to “extremely” 
influential. Small business respon-
dents also consume less social media 
content than those from mid-market 
and large enterprises.

If you’re targeting small businesses, 
you need to work especially hard to un-
derstand their unique pain and deliver 
content that captures their interest. 

6. Make your content interactive.
What’s a simple way to increase 
the influence of your content? Add 
interactivity such as hyperlinks, 
embedded audio, video or graphic 
elements. Our respondents perceive 
interactive content as more influen-
tial and more than two-thirds will 
interact with content to receive ad-
ditional information from vendors.

Think about how interactiv-
ity can be used to take users more 
deeply into the buyer’s journey. 
Remember, however, that interactiv-
ity must enhance the user experi-
ence. Buyers, for example, won’t 
always click on a link if they’re not 

certain where it will take them or if 
the link is relevant.

7. Create content for all phases of 
the sales cycle.
Smart marketers understand how to 
lead a potential buyer through the 
distinct phases of the sales cycle. In 
the pre-sales phase, they make buyers 
aware of a serious problem. In the 
initial sales phase, they help buy-
ers understand that problem. By the 
mid-sales phase, they are identifying 
general, vendor-agnostic solutions 
to the problem. By the final phase, 
they’re talking specifically about how 
their company and their solutions 
make the most sense. 

Certain content types fit better in 
certain phases of the sales cycle. In 
general, shorter, more eye-catching con-
tent is most effective at the pre-sales 
phase (you’re really trying to capture a 
buyer’s attention, after all), while lon-
ger, more technical content is best for 
the end of the sales cycle. In our survey, 
we found that blogs are most help-
ful in the pre-sales phase (32 percent) 
and infographics come in second at 28 
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percent. White papers score highest in 
the initial phase; case studies capture 
mid-sales; and technology guides are 
most helpful in the final phase. 

8. Continue to create even after the 
sale is over.
Even after a buyer makes a purchase, 
your work doesn’t stop. This year, for 
the first time, we asked respondents 
about their attitudes after the sale is 
completed. Seventy-two percent say it’s 
important or very important to receive 
ongoing content from the vendor. 

When asked to rate the top-three 
content types they would consume 
after a purchase, respondents ranked 
white papers highest. Case studies had 
the second-highest ranking (66 respon-
dents) and technology guides third. 
This is essentially the same types of 
content that buyers most rely on before 
and during the sale.

It’s important, then, to deepen your 
customer relationships by extending 
your content strategy to after-sale 
communications. Targeted communica-
tions can effectively pump up customer 
loyalty and create up-selling and cross-
selling opportunities. 

9. Don’t create more content, create 
smarter content.
It might sound counterintuitive, but 
in the last few years, our respon-
dents report the content they con-
sume as part of a purchasing cycle 
is becoming less influential. Why? 
Three years ago, content marketing 
was the hot new trend and buyers 
were dazzled by the volume and 
variety of assets. Now, however, they 
have become much more discriminat-
ing, less apt to find content influen-
tial just because it’s available. 

As a result, the job of the content 
marketer has become more challeng-
ing. Any content produced must be 
of the highest quality, capturing 
the attention of the finicky buyer 
with the right message at just the 
right time. Thus, the lesson is: Don’t 
create more content, create better 
content. Focus on quality, relevance 
and variety rather than volume. 
Think about core assets that articu-
late your value proposition for your 
specific audience and then repurpose 
the heck out of it across formats and 
distribution channels.

10. Keep what works, and explore 
what’s new.
Our survey highlights the importance 
of traditional collateral types such as 
case studies, brochures and technol-
ogy guides. In particular, white papers 
reign supreme as the most-used an d 
-influential asset type throughout the 
purchasing process. In addition, 31 
percent of our respondents consume 
customer magazines/publications.

Still, business-to-business buyers are 
increasingly turning to newer formats 
such as infographics, e-books, blogs and 

videos. Marketers must find the right 
balance between the old and the new. 
Those who neglect traditional content in 
favor of newer formats risk losing out on 
some of the most efficient and effective 
ways of reaching their target audiences. 
Those, however, who focus solely on tra-
ditional asset types will also miss out on 
opportunities to reach new customers. 

Lorie Loe is president and CEO of Eccolo 
Media, a San Francisco communications 
firm. She can be reached at 415-362-5685 
or at lorie@eccolomedia.com.
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NNormally in research, the time pres-
sure is on the researcher; this could 
be to develop the questionnaire more 
quickly or complete the fieldwork one 
day sooner. On the telephone the re-
spondent faces fewer time pressures, 
save those they impose on themselves 
in agreeing to take the survey when 
they perhaps ought to be doing some-
thing else. Once in the survey itself 
all the control of time is in the hands 
of the interviewer. They set the pace, 
ask the next question when they are 
ready and are the only ones in the 
conversation who truly know how 
much longer it is going to take.

But not in business-to-business (B2B) 
research. Here, the time pressure is all 
on the respondent. We contact them 
at their place of work – so not only do 
we make demands on personal time, 
we also ask for company time in which 
to fill out the survey. Any experienced 
B2B interviewer can attest to the time 
it takes to make that first appointment 
to even speak to the respondent and 

••• business-to-business research
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with the 
not-so-good
Overcoming the obstacles to effective B2B panel research
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the persuasive effort required to book 
the time for the interview itself. Given 
the pressure to do real work, it is not 
surprising perhaps to find that our 
surveys are not the No. 1 priority on the 
B2B respondent’s to-do list for today.

A way out
Online interviewing offers a way out of 
this. The online survey can be stopped 
and started in the respondent’s own 
time, completed to their rhythm. 
They have all the time they need to 
contemplate the questions and think 
about their answers. Take this one 
step further: They have no need to 
complete the survey during working 
hours at all. Once at home, the doctor 
doesn’t stop being a doctor, the CEO 
is still a CEO, etc. Another step: Once 
the survey is being done in consumer 
time, then the topic and nature of 
the questions can be more consumer-
styled. All those questions about ads 
seen or brand imagery and associa-
tion suddenly don’t seem so pointless 
when you are sitting on your sofa 
rather than at your desk.

If online offers the solution, why 
is it not the universal solution? The 
short answer is sampling or rather 
the lack of ready access to the B2B 
samples that researchers need.

Of course there are many consum-
er access panels and if B2B people be-
come “consumers” after 5 p.m., then 
why can’t we simply use consumer 
access panels as the source?

For many target audiences we 
can. Around 46 percent of the U.S. 
population is in employment, 66 
percent of those aged between 16 and 
64. Unfortunately, the vast majority 
are of only occasional interest to B2B 
researchers and clients. Teachers, 
nurses, shop workers and secretar-
ies, builders and clerks, preachers 
and refuse collectors: All do valuable 
work but their opinions are not often 
sought out. The exclusive nature of 
the most sought-after B2B respondents 
– IT professionals or C-suite execu-
tives, for example – can render the 
consumer access panel useless for the 
researcher’s needs.

Another factor weighs against the 
consumer access panel: the nature of 
B2B sampling. More often researchers 
are interested not only in the views of 
top executives but top executives from 

the nation’s largest companies. A con-
sumer access panel would have to be 
vast to have any chance of including 
any of our target audience, assuming 
that a top executive would be even re-
motely interested in, or have the time 
for, being a member of a consumer 
access panel. Traditional telephone 
approaches to B2B sampling guarantee 
you are at least knocking on the right 
door and you know the right person 
exists behind it, even if it is hard to 
get someone to answer.

When our target audience is 
more mundane, the consumer access 
panel offers huge advantages over 
traditional B2B sampling procedures. 
Traditionally a researcher would 
sample companies and ask for the 
target person within the company. 
Imagine the target is secretaries. 
Some (most, perhaps) companies 
have more than one secretary. On the 
call being answered by the switch-
board, how does the switchboard op-
erator decide which secretary should 
be selected? Alternatively, how does 
the interviewer decide which one 
to ask for? In either instance the 
practicalities impart a systematic 
bias on the sample.

Another bias also results. Your 
final sample will be biased towards 
secretaries who work in smaller 
companies. To understand this you 
need only think of the probabilities 
of selection for the study. Assume any 
single-company telephone number 
has a one in 100 chance of selection. 
A secretary working for a company 
where s/he is the only secretary has a 
one in 100 chance of selection. A sec-
retary working in a company where 
they are one of 100 secretaries has 
only a one in 10,000 chance of being 
selected. This is in essence the same 
problem that consumer researchers 
struggle with in telephone sampling 
and that is solved by using Kish grids. 
Imagine having to ask the switch-
board operator for the name of every 
secretary in the company before mak-
ing a random selection!

In traditional methods then, the 
sampling of companies is the first 
stage and the absence of random 
procedures at the second stage 
can result in a sample that is not 
representative. Using access panels 
the target person is taken out of 

their company and put in the sample 
frame along with all other people 
who do the same job. The selection 
procedure is single-stage with equal 
probabilities. Assuming the propen-
sity to join an access panel is not 
related to employment choices, then 
the sample is representative. The 
same would be true for all job types 
were it not for the fact that they are 
scarce and there is a bias away from 
joining access panels.

In order to provide online access to 
specialty occupations, it is necessary 
to build specialist B2B panels. This is 
not without its problems.

The first problem is that members 
of the panel may not have enough 
surveys to complete. Many B2B audi-
ences are irregularly researched, so 
any standing panel would simply melt 
away over time. While of course it is 
possible to replenish the panel and/
or maintain it with dummy work, 
this all adds to the cost for using a 
panel and increases the risk on the 
part of the panel company who builds 
it speculatively. This problem has a 
domino effect on sample-size feasibil-
ity. Panel companies are unlikely to 
have standing panels large enough to 
undertake very big samples of very 
particular job titles.

The second problem relates to 
people moving jobs. Person A, the IT 
director at Corporation X is of great 
interest and value but only because he 
represents Corporation X. As soon as 
he switches to a new and exciting role 
at Startup Y, he is no longer of any in-
terest. This turnover leads to update 
and replenishment costs.

The need to replenish and main-
tain also brings opportunities to 
enhance the profile of the panelist. 
Panel companies can find out more 
about their panelists, moving beyond 
job title to role functions perhaps, 
bringing a deeper and/or broader 
understanding of the person and al-
lowing for more targeted access.

Finally, we have the unpalatable 
side of all access panels: the pres-
ence of fraudsters. Small in number, 
in total they are disproportionately 
attracted to the relatively highly-
rewarded B2B studies. The effort 
involved in catching these people, 
should they get past our barriers, can 
be substantial.
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 What are the solutions?
We’ve outlined lots of problems; so 
what are the solutions? How can B2B 
be done effectively online? How can 
we utilize the consumer access panel 
resources we have? How can we reach 
those hard-to-reach groups?

Let’s start with the hardest part 
first – getting access to the elusive 
C-suite executives. We could fol-
low the traditional route and use 
telephone recruitment. But that is 
difficult, expensive and doesn’t solve 
the underuse/maintenance problem. 
Possibly it is better to think about a 
shortcut: Maybe we need to access B2B 
respondents through third parties that 
hold relationships with them. These 
may include publishers (for example, 
trade press readership), loyalty 
programs (business travel, corporate 
credit card, etc.) or other sources. 
These sources may not be as pure from 
a sampling point of view but their use 
is normal in the B2B world. The pre-
existing relationship does the main-
tenance part; the market research is 
just an occasional extra.

This approach has the advantage 

in that it circumvents the fraudster 
while getting closer to our target au-
diences. To deal with the fraudster is-
sue we may also need to independent-
ly verify the person. By calling their 
place of work, where switchboards 
are almost certain to be answered, 
it is relatively easy to establish that 
they are who they say they are. This 
has the secondary benefit of provid-
ing a cross-reference to the company 
that is so important for sampling.

Talk to the right people
Combinations of approaches have 
always been the practical realities 
in B2B research and with online this 
doesn’t change. It is usually more 
important to talk to the right people 
than it is to worry about consistency 
of sample sourcing. Hybrid approach-
es, using samples from consumer 
panels and specialist panels, perhaps 
even incorporating phone-to-Web (or 
Web-to-phone, for that matter) can 
all, and should all, be part of the B2B 
researcher’s armory.

Finally, we need to think about 
the value of the people we have and 

ensure we manage the relation-
ship actively and sensibly. Senior IT 
professionals, for example, should be 
interviewed about topics that concern 
them or about hand-picked general 
topics that are perhaps more inter-
esting than the average. Care and 
attention must be taken in every part 
of the market research process; these 
respondents are valuable and must 
feel valued for their opinions. This 
goes way beyond monetary rewards 
(such people don’t need the $0.50 we 
might offer) and touches on human 
motivation: the need to feel valued, 
to be part of a community, to know 
that they are good at what they do 
and that they freely chose to do it.

By paying attention to the details 
we open up the possibility for B2B 
researchers to enjoy what their con-
sumer colleagues have had for the past 
10 years: the best and fastest data col-
lection methodology in our toolbox. 

Pete Cape is global knowledge director 
at SSI, a Shelton, Conn., research 
company. He can be reached at pete.
cape@surveysampling.com.
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TThe year 2020. In saying it, we tend to picture a time much further in the future. Customers 
today already know more and expect more. Fast-forward six years and there’s little doubt the 
bar will be set even higher and new priorities will have emerged.

So, who will win in 2020? Arguably, it will be the most forward-thinking companies – those 
that consciously and deliberately work at anticipating the future needs of their customers and 
devise strategies to deliver. The winners of 2020 are those who begin preparing today.

To better understand those strategies and reveal a clearer picture of what B2B customer 
experience will look like in the not-too-distant future, our firm, Walker Information , an 
Indianapolis customer intelligence consulting firm, collaborated with CustomerThink and 
the Chief Customer Officer Council to conduct a robust study, Customers 2020, which included 
in-depth interviews, roundtable discussions and an online survey. Walker collected and syn-
thesized input from nearly 300 customer experience professionals from large, multinational 
business-to-business organizations, representing a range of industries.

Our research incorporated several initiatives:

• In October 2012, Walker conducted roundtable discussions with 31 business leaders 
and customer experience professionals. Their views reflect large, global B2B compa-
nies from a range of industries.

• In-depth interviews with 35 executives, including CEOs, executive vice presidents and 
senior directors were conducted to explore the common themes that emerged from the 
roundtable discussions. The discussions focused on how customer expectations are likely 
to change in 2020, what companies need to do to meet customer needs in the future and 
how customer experience professionals must evolve.

• A quantitative survey was conducted with 204 customer experience professionals to validate 
the findings from the in-depth discussions. They represent a range of industries, company 
size and titles with responsibilities for supporting the development of customer strategies.

Walker’s Leslie Pagel 

outlines strategies for 

how B2B firms can 

align their current 

and future customer 
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• Findings were reviewed with a panel of 
chief customer officers for validation. 

Three expectations
There is no denying that customer 
expectations are changing. There are 
three expectations that B2B customers 
will demand from those they choose 
to do business with.

1. There will be no room for strangers.
What we mean by this: Well-
informed customers will want to do 
business with companies that know 
them and their business intimately, 
have a clear understanding of where 
it’s headed and can design an experi-
ence that meets their needs.

What companies must do: As cus-
tomers demand a more personalized 
experience, companies will be forced 
to learn more about the customer and 
integrate this knowledge into the 
experiences that customers have with 
the product and services.

2. Immediate gratifi cation is not 
fast enough.
What we mean by this: The speed 

of innovation continues to acceler-
ate, shortening the product life cycle. 
Customers no longer buy products 
that withstand decades. They buy 
products and expect them to be up-
dated as their needs evolve. 

What companies must do: Being 
proactive isn’t just about R&D or 
product development. In order to 
retain customers, companies must 
continually anticipate needs at each 
stage of the customer life cycle and 
proactively respond. It relates to 
every aspect of the customer jour-
ney. In the most agile and prepared 
companies, marketing will seek to 
anticipate the future needs of the 
market to craft branding strategies 
and campaigns that create awareness. 
Sales teams will seek to know where 
their customers are headed and antic-
ipate what they’ll need in the short 
term and long term to deliver client 
success. Customer service will need 
to know enough about the customer 
to anticipate issues and proactively 
engage in a resolution.

In addition, the metrics that 
companies use will evolve too. Today, 

companies put a great deal of empha-
sis on metrics, such as operational 
or financial data, that explain what 
happened in the past. While these 
descriptive metrics will continue to 
be important, to anticipate future 
needs, companies will place greater 
emphasis on more predictive metrics 
that come from forecasting and pre-
dictive analytics. 

3. Customers will want to interact 
on their own terms.
What we mean by this: Customers 
will want to do business with com-
panies that provide a consistent, 
informed and superior experience 
across all channels of communica-
tion, taking into consideration that 
customers will have different prefer-
ences. Customers will expect to inter-
act using their preferred method.

What companies must do: 
Complexities inevitably exist in 
managing different methods of 
interaction. Information must be 
consistent across channels to meet 
customer needs. Companies need 
to enable communication across 
an increasing number of platforms 
and ensure a consistent experience 
regardless of how the customer 
chooses to communicate.

Require new skills
So, what do customer experience 
professionals need to do now? Nearly 
every facet of the customer experi-
ence function will expand, bring-
ing more transparent evidence of 
value and more precise direction for 
driving results throughout the en-
terprise. The scope of the customer 
experience professional will broaden 
in the coming years. More and dif-
ferent responsibilities will require 
new skills and people to accomplish 
the necessary tasks: 

Chief customer champion.
Regardless of title, there must be 
someone in the organization – re-
porting to the CEO or another top 
executive – charged with creating 
a relentless focus on the customer 
throughout the enterprise. His or her 
primary objective is to drive customer 
retention, growth and profitability by 
creating engaged customers. The chief 
customer champion will lead cross-
functional teams focused on priori-
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tizing customer initiatives, aligning 
the right resources to priority areas, 
tracking the execution of plans and 
implementing change that improves 
company performance. The champion 
will also manage resources that are 
focused on creating an infrastructure 
to support awareness, understand-
ing and use of customer intelligence 
throughout the enterprise.

Information architect. To ensure 
the effective use of customer-focused 
metrics throughout the enterprise, 
IT support will be needed for two 
activities: to align disparate sources 
of customer information and to create 
an infrastructure for enterprise-wide 
accessibility. While this resource 
might not report directly to the chief 
customer champion, the champion 
will have the authority to influence 
IT-related initiatives. Therefore, the 
champion should maintain a close 
relationship with the CIO.

Data scientist. Data scientists 
will lead the way in determining how 
companies can best leverage multiple 
sources of information to predict 

customer behaviors and perceptions 
and will work with subject-matter 
experts to use these predictions to 
prescribe action. Turning big data 
and predictive analytics into practi-
cal and useful sources will be the 
charge of the data scientist.

Top account support. In the B2B 
world, strategic accounts deserve to 
be treated as high priority. The chief 
customer champion will play a key 
role in this by ensuring the organiza-
tion understands the unique needs 
of its top accounts and has the right 
support ecosystem to build trust and 
loyalty at every level of the organi-
zation. These resources will share 
customer intelligence related to 
individual accounts, will review ac-
count plans to ensure customer needs 
are addressed and will track the 
execution of account plans. In addi-
tion, because this resource will have 
oversight of top accounts, they will 
share best practices and approaches 
that have been used and will look for 
systemic issues across top accounts.

Engagement creator. Getting and 

keeping customers engaged will be a 
strategic initiative for B2B companies 
in the future and companies should 
plan to assign resources to develop 
this engagement. The role of the 
engagement creator will deliver two 
primary benefits. First, customer en-
gagement and collaboration will help 
prioritize and guide strategic initia-
tives resulting in greater return. 
Second, by connecting customers with 
each other, they will share best prac-
tices and offer support, lowering the 
cost-to-serve and increasing the value 
customers receive.

Evolve to meet customer needs
What gets measured gets managed 
and what is being measured to-
day will evolve to meet customer 
needs of the future. Today, many 
customer-focused metrics such as Net 
Promoter, satisfaction and loyalty 
are narrowly focused on solicited 
feedback from surveys. While solic-
ited input will continue to be used, 
companies will progress to include 
a more holistic measurement of cus-
tomer engagement. 

As 2020 approaches, companies 
will look for a way to tie all of their 
customer information, no mat-
ter where it comes from (Figure 1), 
together into a clear, understandable 
measurement of customer engage-
ment. In addition, as shown in Figure 
2, more and more companies will seek 
customer metrics that predict future 
behaviors for all customers, not just 
those filling out surveys.

We believe a customer engage-
ment metric will soon begin playing 
a significant role in demonstrating 
the value of customer experience 
initiatives and ultimately will be 
viewed at the highest levels as a lead-
ing indicator of growth.

Unlike most metrics today that 
solely rely on one dimension of the 
customer experience, customer en-
gagement will seek to measure a more 
holistic view of the customer. While 
it will be highly customized to reflect 
the unique customer strategy and 
business objectives, it will include 
four common elements:

Product usage: Companies will 
want to monitor and explore from 
all angles how customers use their 
products. Data that will be helpful 
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will include things such as the range 
of products purchased or installed, 
the extent to which the product is be-
ing fully utilized and the number of 
people engaged with the product.

Sentiment: Sentiment includes 
the feelings and attitudes that 
customers hold and considers things 
such as how often the customer pro-
vides feedback and the magnitude of 
their feelings. Of course surveys are 
one source of customer sentiment 
but companies should consider other 
sources, such as input from frontline 
associates, social media and custom-
er advisory councils.

Involvement: Companies should 
look at the ways a customer par-
ticipates in the firm’s business. 
The emphasis on involvement is 
customer activity, independent 
of their thoughts and feelings. 
Involvement includes things such 
as a customer’s willingness to share 
a case study, be a reference or give 
a referral, follow the company on 
social media sites and collaborate 
or co-create solutions.

Competitive position: Likely the 

most difficult for companies to gath-
er, competitive position considers 
how engaged the customer is with 
other alternatives in the market. It 
seeks to understand share-of-wallet, 
the degree of difficulty involved in 
replacing or substituting products 
and customer preference for all com-
panies in the marketplace. 

(One of the findings from 
Customers 2020 was that “ease of 
doing business” is a top priority for 
customers. In fact, a recent study 
found that six out of 10 CX profes-
sionals believe simplifying products 
would have the higher impact on 
customer loyalty than any other 
improvement. What’s more, it is 
estimated that ease of doing business 
is a top driver of loyalty for more 
than 75 percent of B2B companies. 
Recognizing the potential business 
impact, Walker conducted a new 
study, titled The Value of Making 
it Easy, which focuses on helping 
customer experience leaders be the 
catalyst for change in streamlining 
procedures and simplifying processes 
for customers and partners.)

Diffi cult to harness
There are pieces of customer informa-
tion lurking in every area of today’s 
companies. Without a collective view 
and purpose, organizations within 
enterprises gather customer informa-
tion based on their own individual 
needs. This volume of data is dif-
ficult to harness and in many cases, 
companies don’t have a complete 
accounting of all the information 
that’s available. Additionally, many 
companies are overloaded with static 
data incapable of offering predictive 
value for the future. 

As the tsunami of data continues 
to grow, companies are asking them-
selves, “How do we use this data to 
create meaningful insights that give 
us a competitive advantage?” Studies 
such as Customers 2020 provide guid-
ance for how to answer this and other 
critical questions. 

Leslie Pagel is vice president, 
customer experience at Walker 
Information, an Indianapolis customer 
intelligence consulting firm. She can 
be reached at 317-843-3939 or at 
lpagel@walkerinfo.com.
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In Chicago, June 4-6, you along with hundreds of marketing 
research’s best and brightest can gather in a unique collegial 
environment to see and hear nearly 30 hours of competitively 
selected presentations covering MR’s state-of-the-art.

For Corporate Researchers
Learn to integrate and sell the value of 
marketing research both internally and 
externally.

For Researchers
Specialists across disciplines share techniques 
to manage intelligence, uncover actionable 
insights and communicate research effectively.
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You’ll also gain a competitive edge through support from your 
fellow researchers which begins through hallway meetings and best-
in-class networking opportunities that can extend for a lifetime.
That’s why ISC is how the best researchers sharpen their game.

For Innovators

demonstrations will introduce new possibilities 
for marketing research due, among other 
factors, to the digital revolution.

For Research Executives
Manage creative resources and strategies critical 
to your business success through presentations 
and closed-door discussions. 
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Dan Teeter, Director, Vehicle Connected Services, Nissan

Dan Roam, Author, The Back of the 
Napkin, Blah Blah Blah, and (soon) 
Show & Tell

Some of our Keynote Speakers

Show & Tell
1. Lead with the truth and the heart  
will follow.
When we tell the truth in a presentation, 
three good things happen: we connect 
with our audience, become passionate 

2. Lead with a story and understanding 
will follow.
When we tell a story in a presentation, 
three great things happen: we make 
complex concepts clear, make ideas 
unforgettable and include everyone.
3. Lead with the eye and the mind  
will follow.
When we tell a story with pictures in 
a presentation, extraordinary things 
happen: people see exactly what we 
mean, we captivate our audience’s mind 
and banish boredom.

The Connected Car  
is Here – What’s Next?  
The Future of Mobility and 
Market Intelligence
Connected cars have taken off in the past 
couple years as smartphone and tablet 
technology has made its way to radios 
and nav screens. What seemed like the 
distant future (self-driving autonomous 
cars?) is now just right around the corner. 
Where is all this innovation going? Find 
out more about the future of mobility and 
how this will impact market intelligence.

MR  
Thought 
Leadership
Meet  
Our Keynote 
Speakers
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Diane Hessan, Chairman, Communispace

Simon Chadwick, Managing Partner, Cambiar

Jerry Haselmayer, CEO, SEEK

Lessons Learned: How to  
Build a Culture That Inspires 
Your People
What was once a small MR startup in the 
suburbs of Boston is now Communispace, 
employer of more than 500 people 
worldwide. While their size means they 

the company has been intentional 
about maintaining a vibrant startup 
culture. The 10 year growth experience 
taught chairman and former CEO of 
Communispace Diane Hessan how 
to successfully build and support an 
inspired team. In this session, learn to use 
agility, communication and authenticity 

stay small within a large company and 
maintain always-on innovation.

Revolution, Boiling Frogs and Big Data
Researchers live to discover trends, and there are none 
more important than those occurring within the research 
industry itself. Based upon a deep qualitative dive 
involving 33 industry leaders across a variety of modes, 
we explore the new Ying and Yang of research: emotion 
and big data. Despite all the hype, many are confused 
about where big data leads us as researchers. Meanwhile, 
the need to measure and leverage intimacy, connection 
and human interaction is on the radar like never before. 
How are both evolving as apex drivers of successful 
marketing? And perhaps most importantly, how must 
researchers act upon these new realities, modernize their 
approach, evolve their business model and reduce the 

challenge assumptions about the future of MR and to 
address the perceived barriers that limit us as researchers. 

the challenges facing the industry and offer real life 
examples of new and “traditional” companies that are 
addressing these issues successfully through innovation.
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 Taking Big Data to the  
Small Screen
Neal Massey, Executive 
Director, Business & Consumer 
Insights, Starz Entertainment

It is critical for 
researchers to bridge 
the gap for manage-

ment to turn large volumes of 
data into easily accessible 
insights. Discover how data 
visualization and interactive 
dashboards can insert research 
into management decisions to 
transform your business into a 
data-smart enterprise. This 
interactive, collaborative, 
mobile solution adopted by 
Starz’ management and 
research teams resulted in 
consistent understanding of 
customer engagement 
throughout the organization, 
shorter research cycles, better 
communication between 
managers and improved 
understanding of insights.

 
Success and ROI:  
What Does Success Look 
Like for the New, Evolved 

Katy Mallios, Consumer 
Insights & Intelligence 
Consultant, SPYCH Market 
Analytics and Drew Senesac, 
Customer Insights Coordinator, 
HSN

Traditionally, an online 
customer community is 
deemed successful 
when it lives up to its 
potential as a dedicat-
ed and real-time 

research space in which 
community members provide 
valuable insights over a period 
of time. Undoubtedly, when 
constructed and managed 
correctly, communities are 
highly valuable from an 

the desire for an agile and 
nimble research tool. What 
happens when a customer 
community becomes more 
than a research and insights 
hub? What larger impact can a 
truly evolved online communi-
ty have on the overall busi-
ness? What are the new 

In this presentation, you will 
see a detailed case study of 
how SPYCH and HSN’s 
approach to a branded 
3-month online customer 
community proved not only to 
be the ultimate insights-cura-
tion tool, but a means by which 
customer value and engage-
ment tangibly increased 
among HSN’s best and most 
valuable customers. Not only 
will you be exposed to a 
behind the scenes look at 
techniques and best practices 
from an insights perspective 
– how to inspire engagement, 
increase participation, fun/
insightful methodologies to 
utilize etc. – but also the 
positive impact the community 
had on HSN customers from a 
measurable and tangible value 
to the HSN business.

 The Zero Moment  
of Memory: How Yahoo 

Understand if Technology  
Is Helping or Hampering  
Our Memory
Olga Churkina, VP, Research, 
Fresh Intelligence and Nick 
Drew, Research Director, 
Yahoo Canada 

The nature of human 
memory is changing. 
What we choose to 
remember – if not what 
we’re actually able to 
remember – has 

changed as digital tools allow 
us to delegate more to devices 
and the Web. At the same time, 
they create new gaps and 
vulnerabilities in our lives: If we 
take a photograph of every 
moment, do we remember it 
better or worse? Yahoo 
Canada, working with Fresh 
Intelligence, developed a 
research study to uncover and 
explore the effect of technolo-
gy on memory. We will review 
the research approach, which 
combined brain-imaging 
technology, in-depth qualita-
tive mobile research and 
quantitative online research. 
The results have deep 
implications for publishers and 
marketers, across the range of 

 Market Research: Safety Net 
for High-Flying Innovation
Giulia Hamacher, Manager 
of Primary Market Research, 
Motorola Solutions 

When the market 
research function is 
designed to absorb 

individuals and teams are freed 
from the fear of failure. The key 
to innovation is the ability to 
rapidly assess a multitude of 
ideas and proceed with those 
that are most likely to succeed. 
It is well-accepted that market 
research delivers the data on 
which to base these decisions. 

and creativity soar when 
backed by a solid market 
research process – just as a 
trapeze artist gives his best 
performance knowing the 
safety net is in place. Several 
recent product innovations at 
Motorola Solutions were 
realized because early-stage 
research provided validation 

and focus. This presentation 
examines the structure of a 
market research program 
designed to encourage 
innovation, including establish-
ing a process for early 
screening of ideas that is 
recognized across business 
functions and designing 
research that measures the 
value-proposition of ideas.

 The New Mobile Research: 
Anyone, Anytime, Anywhere
Meredith Kunza, Head 
of Quality Assurance, 
WhistlerBlackcomb 

With mobile research 
on the rise, the ability 
to capture in-the-

moment customer experiences 
has never been greater. But not 
all mobile customers are alike. 
How do you target all kinds of 
mobile users? And how do you 
get the best results from 

This interactive presentation 
will highlight innovative ideas 
for starting or expanding your 
mobile research, even on a 
tight budget. Learn how to 
integrate your mobile research 
into a single source of 
customer insights, and how to 
create compelling, real-time 
reports that drive decision-
making. WhistlerBlackcomb 
added mobile research to its 
voice of the customer program, 
including capturing feedback 
from active sightseers, hikers 
and bikers using tablets to 

on the mountains. With an 
integrated approach, a small 
team can now create 
comprehensive, real-time 
reports in hours, rather than 
weeks, and for every level of 
the organization.

Business Leadership & 
Intelligence

Technical Skills & 
Techniques

Promoting the 
Value of MR

Analytics &  
Data Synthesis

Demographics & 
Target Markets

Intro to New MR Tools & 
Opportunities

Mobile &  
Online
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 Small Team, Big Results: 
How Strategic Partnerships 
Optimize Insights
Kristen Kolb, Insights 
Strategist, Clayton Homes 

You don’t need a big 
research team to have 
big insights goals. But 

how can a small research team 
really make a difference? 
Outsource too much and you 
risk wasting money; rely too 
heavily on internal research 
and you can burn out a small 
team. By seamlessly blending 
strong partnerships with 
internal efforts, lean teams can 
increase the impact of their 
insights tenfold. Learn how a 
one-woman research team 
transformed her organization 
into a data-driven company, 
doubling the amount of 
research to meet the unique 
research needs of six business 
units and over 300 retail 
locations while cutting 
research costs in half. Learn 
techniques to make your 
research faster and more 

of a tight research budget, how 
to coordinate vendors and 
technology for best results, 
consistently provide eye-open-
ing insights and prove the 
value of insights to become a 
trusted, strategic advisor.

 What Got You to the Top, 

Adapting Your Strategy for 
the Times
Melissa Barrow, Senior 
Marketing Analyst; Chris 
Roden, Senior Manager of 
Optics and Analytics and Rob 
Sáenz, Business Intelligence 
Analyst, Interstate Batteries

A major emphasis for 
Interstate Batteries this 

erosion – or decaying 
revenue and eventually 

lost customers. In this session, 
Interstate Batteries will cover 
the birth of their business and 
adaptive changes to their 
service model, the marketing 

intelligence team’s research 
approach and trials of getting 
tribal knowledge out of 
physical warehouse distribu-
tion centers and into a 
dimensional data warehouse in 
a usable format for discovery. 
The session will conclude with 
a demonstration of the data 
visualization process they used 
so that all players would be 
able to digest research 
insights, regardless of skill 
level.

 

That Lead to Great 
Advertising Decisions
Deanna Meyler, Ph.D., Partner 
in Charge, Strategic Planning 
& Smartargeting, Bozell 

Every research project 
has its own exciting 
parameters to work 

within. Learning from past 
projects sometimes impacts 
how we think about and 
implement similar research in 
the future. In this case study, a 
brand wanted to know which 
creative idea would work best 
on a national level. The creative 

ideas were excellent, but there 
were only three weeks to gain 
insight – on a small budget. 
The research solution was an 
online multi-method research 
approach of a short survey with 
follow-up chats among a 
national panel sample. The 
obstacle? Respondents loved 
more than one concept and 
could clearly articulate why. No 
clear concept winner required 
a deeper understanding of 
how respondents felt each 
concept was “sticky” and 
encouraged a greater “call to 
action” compared to the 

Brand Building: A Love Story
Gian Gonzaga, Ph.D., VP, Quantitative Insights,  
and Dan Lazar, President, Chatter Inc.

others. More advanced 
statistical analysis revealed a 
clear winner that thrilled the 
brand. The process revealed 
best practices for similar 
research moving forward. This 
presentation will share the case 
study of where the research 
started, what happened, and 
how subsequent research has 
been impacted from what was 
learned.

 Making a Splash: How 
Vitaminwater Dove Deep and 
Found Treasure
Roberto Cymrot, Knowledge 
& Insights Group Director, The 
Coca-Cola Company 

In an era of shortened 
attention spans and 
meeting the demands 

of consumer choice, it is a 
challenge for any brand to 
make an impact and stay 
relevant. Coca-Cola’s vitamin-

opportunity to both grow the 
ingredient-enhanced water 
category and evolve with it. The 
vitaminwater team partnered 
with Brandtrust to conduct 
emotional qualitative research 
into the psychological motiva-
tions related to consumption of 
their products and the essential 
equities of their brand. The 
results of the study informed 
their 2014 brand plan and 
helped anchor vitaminwater’s 
long-term growth strategy. In 
this session, learn how to face 
the chaos of an evolving 
category and reestablish your 
brand as a front-runner. 
Additionally, learn the ways in 
which a deeper, emotional 
understanding of consumers 
can provide the best direction 
for where to invest to improve 
your brand.

 Marketing of Research: 
Selling Insights Inside the 
Organization
Andrew Ladd, Sr. Manager, 
Strategic Insight, Tribune Co. 

presentation is rarely 
enough to maximize 

the impact of research in 
today’s ever-complex business 
environments. Research from 
the Corporate Executive Board 
(CEB) shows that superlative 
insights are rarely enough to 
break through the complex 
layers of modern organizations. 
Internally marketing our work 
becomes a chief challenge 
facing today’s research 
professionals. Existing 

productivity expectations have 
created a “deliver and dash” 
relationship between research-
ers and stakeholders. Develop-
ing a research communications 
position with insights teams 
helps work “live” beyond 
project timelines. The Tribune’s 
research team has worked to 
develop a unique research 
capability within its core 
insights team – the research 
communications function. Join 
Tribune in understanding the 
impact of this unique research 
capability within its core 
insights team – and how you 
can improve the impact of your 
work through some key lessons 
from their implementation to 

consistent communication on 
key subjects facilitates a 
“research ready” mentality 
within the organization, and 
tools that “socialize” research 
outputs – because it’s more 
important to internalize, than 
receive, research.
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 Latinacculturation: Beyond 
Traditional Acculturation
Erwin Chang, Marketing 
Research Manager, Novamex 

In the traditional 
acculturation model, 
immigrants to this 

country move from low/
unacculturated to mid-accul-
turation to high acculturation 
and, at some point, probably 
assimilated. Latinacculturation 
explains a different process of 
acculturation found among 
Hispanics in the U.S. It 
demonstrates that Hispanic 
immigrants embrace a very 
unique U.S.-Latino culture that 
differs from their origins before 
they move towards the 
mainstream culture. In this 
session, learn how taking into 
consideration Latinaccultura-
tion can make a difference 
when conducting research in 
the U.S. Hispanic market.

 
the Modern Moviegoer
Jon J. Penn, Founder and President of the Media and Entertainment 
Practice, Penn Schoen Berland and Rana el Kaliouby, Ph.D.,  

Affectiva

 Social Network Analysis 
Tools and Practical 
Applications

 
and Founder, 
Associates, Inc. and Michael 
D. Lieberman, Founder, 
Multivariate Solutions

Go behind the scenes 
at some of the nation’s 
largest media and PR 

how social media 
research is evolving on 

the front lines. By necessity, the 
young executives in media and 
PR industries are developing 
new and exciting ways of 
listening, managing and 
tracking social media conver-

brands. Hear their stories to 
learn what’s working and 
what’s missing. Then, learn to 
use social network visualization 
tools to make sense of Big 
Data and present results.

 
Between Loyalty and 

Rob Klein, President, Klein & 
Partners 

Often times satisfaction 
is a poor predictor of 
future behaviors 

because satisfaction is 
transactional. When you 
understand how people feel 
about your brand in addition 
to what they experience during 
a single transaction, you will 
have a better understanding of 
what they will do in the future. 
In this session, the origins and 
the theory of commitment and 
its use in brand research will 
be discussed. Using real data 
from the healthcare industry, 
attendees will see how 
understanding a person’s level 
of commitment to a brand tells 
so much more than simple 
satisfaction can. Additionally, 

an element to learning why 
people do what they do that is 
often overlooked is the 
concept of “market barriers.” 
Just because someone is 
attracted to your brand does 
not mean that they can or will 
actually choose it. Sometimes 
life gets in the way. When you 
understand how people feel 
about your brand, you will be 
way ahead of the game in 
marketing to them.

 Telephonic Survey Research: 
Reviewing the Present and 
Predicting the Future
David Dutwin, Ph.D., Executive 
Vice President and Chief 
Methodologist, Social Science 
Research Solutions (SSRS)

This presentation will 
provide information on 

and targeting abilities of 
landlines and cell phones, both 
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the state of the art today and 
projecting into the near future. 
It will review trends in  
costs and cooperation on both 
frames. It will then focus on a 
future in which cell phones are 
the only type of phones 
utilized to conduct high quality 
telephonic research and detail 
the methods by which one can 
target cell phones geographi-
cally and review the status and 
future status of targeted cell 
phone lists. Finally, the 
presentation will discuss the 
future possibilities of conduct-
ing surveys on smartphones 
and text.

 Using Multi-Faceted 
Research to Guide 
the Discovery and 
Understanding of New 

Christie Hickman, VP, 
Consumer and Market Insights, 
Outdoor Industry Association

As Gen Y emerges as 
the largest and most 
diverse population of 

consumers in history, compa-
nies are being forced to rethink 
their value proposition, brand 
relevance and marketing 
strategies. The outdoor 
industry, like many others, is 

relevance to an emerging 
customer base with unique 
values and expectations. In 
order to understand today’s 
new complex consumer, 
Outdoor Industry Association, 
the leading trade association 
for the outdoor industry, is 
using a multi-faceted research 
approach to create a holistic 
picture of its changing 
consumers. This presentation 
will focus on obtaining a 
customer-centric view of your 
industry/brand, marrying 
primary research with trends 
and social media listening to 
dimensionalize your knowl-
edge and using insights to 
drive innovation, strategy and 
best business practices.

 
Suppliers Really Think About 

Larry Brown, President 
& Founder, Bridgemark 
Solutions and John Geraci, 
President & Founder, Crux 
Research, Inc.

How do clients really 
choose which research 
suppliers to work with? 
What makes a good 
client from the 
supplier’s standpoint? 

In conjunction with Bridgemark 
Solutions, Crux Research 
recently conducted an 
extensive industry poll among 
290 individuals working in the 

session will look closely at both 
sides of the industry to shed 
light on what really makes 
these relationships tick in order 

and rewarding relationships 
between suppliers and clients. 
This will be a highly interactive 
session and attendees will be 
encouraged to share their own 
experiences and insights.

 The Truth Is In Their Stories – 
Lessons Market Researchers 

Tom Bernthal, CEO and 
Co-Founder and Gareth 
Schweitzer, President and  
Co-Founder, Kelton 

How do you strike the 
balance between fact 
and impact, when a 
good research 
presentation requires 
both? The best 

journalists are particularly 
adept at striking this balance, 
with numerous tools and tricks 
researchers can lean on to 
improve their storytelling 
techniques as well. Kelton’s 
founders, Tom Bernthal and 
Gareth Schweitzer, made the 
transition from journalism to 
research, bringing some of the 
fundamentals to their new 
trade. This actionable, how-to 
presentation will discuss 
important journalistic 

techniques that can help 
instantly improve storytelling 
capabilities.

 
Things: Understanding  

and Teens in a Qualitative 
Research Project
Pam Goldfarb Liss, President/
Big Brain, LitBrains – Igniting 
Ideas! 

In this workshop, 
multiple case study 
examples will be 

examined, including creative 
approaches to working with 
children and teens in a variety 
of qualitative research 
environments such as online, 
in-person and mobile. The 
presentation will address 
nuances with each age group 
and how to work more 

productive insights. Learn how 
to recruit the best possible kid/
teen respondents, things to 
consider in kid/teen qualitative 
research events, important 
cognitive differences between 
age groups, the best kid/
teen-friendly research 
approaches, projective tools 
and activities tailored for kids 
and teens, ways to best analyze 
and report on kid/teen 
insights, and opportunities to 
partner with parents for even 
better context surrounding 
subject matter.

 Brand Building: A Love Story
Gian Gonzaga, Ph.D., VP, 
Quantitative Insights and Dan 
Lazar, President, Chatter Inc. 

It is the holy grail of 
branding, but do we 
understand why 
someone loves a 
brand? Defends it? 
Proselytizes on its 

behalf? More importantly, how 
can we measure and research 
it? In this session, former 
eHarmony researcher Gian 
Gonzaga, Ph.D. will demon-
strate how academic research 

and methods around the 
psychology of human 
relationships can help strategy 
consultants and corporate 
researchers better study and 
create consumers’ love of a 
brand. He and company 
president Dan Lazar will give a 
sneak peek into Chatter Inc’s 
proprietary research on the 
psychology of love and the 
methods that can be used to 
algorithmically match brands 
with their highest potential 
customers – much like dating 
websites match couples.

 The Roadmap to  

Dave Kaplan, VP,  
Bravo Research, NBC 
Universal and Boaz Mourad, 
Ph.D., Co-CEO, Insight 
Strategy Group

Bravo Media and 
Insight Strategy Group 
conducted a study to 
understand social, 
psychological, and 
behavioral drivers of 

consumer passion – in 
particular, its effect on intent to 
buy, purchases and social 
advocacy for brands. This 

the levers that advertisers and 
brands can pull in order to 
propel consumers from simply 
“liking” a brand to “loving” it 
and from “loving” it to being 
“passionate” about it. Through 
interviews with people 
connected by secend and third 
degrees to a passionate 
person, the study also gauged 
how passion spreads and the 

people within their social 
networks. Tangible approaches 
to messaging and engaging 
with consumers were uncov-
ered in order to create a 
marketer’s “roadmap to 
passion.” Learn passion’s role 
in the future of entertainment 
media and how its positive 
marketing effect can be 
measured.

Choose Your Own Adventure 
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and Other Mobile Media  
for Analysis
Dave Koch, Vice President, 
ADAPT 

Researchers are often 
left with hundreds or 
even thousands of 

photos, videos and recordings 

way to analyze them. This 
presentation will tackle 
formatting issues and naming 
conventions to keep in mind 
when collecting multimedia 
formats. Areas covered will 
include mobile surveying, tips 
on how to set up questions 
and instruct respondents to 
make sure usable media is 
received, and how a combina-
tion of technology and human 

multi-media information into 

easily analyzed using standard 
industry analysis tools.

 Access Richer Insights 
Faster While Empowering 
Enterprise-Wide 

John Williamson, Founder, 
24tru 

Turn qualitative 
insights into search-
able data. Stakehold-

ers across the enterprise are 
able to discover and share 
relevant research insights 
within mouse clicks, putting 
research at the center of the 
innovation process where it 
can drive competitive 
advantage. Harness the power 
of video for unparalleled 
richness, gain more leverage 
from your qualitative research 
investment and avoid 
redundant projects due to lack 
of data preservation and 

access. Ignite collaboration 
around the “voice of the 
consumer” to put research 
where it belongs: in the hands 
of decision-makers.

 Emerging Technologies: 
Webcam Interviews and 
Their Role in the Qualitative 
Research Process
Wally Balden, Managing 
Director, Online Research, 
Delve (a Focus Pointe  
Global Company); Thor Falk, 
President, Falk Research 
Associates, Inc. and  
Lorelle Scheibe, Research 
Manager, Innovation Testing, 
Kimberly-Clark 

Webcam interviews 
have shown the 
potential to provide 

in-person. FPG/Delve 
teamed with Kimber-

ly-Clark to conduct a re-
search-on-research project to 
see how they compare. In this 
session learn what steps need 
to be taken to ensure research 

this new technology, what 
research applications are most 
applicable for webcam 
interviews, what in-person 
techniques work best for 
webcam interviews, how to 
effectively “connect” with the 
respondent via webcam, the 

technical issues that must be 
addressed in order to ensure a 
successful session and how to 
respond to technical issues 
taking place in the respon-
dents home environment.

 Your Mom Was Wrong –  
Why You Should Follow a 

Sandy McCray, Insights 
Curator, Intengo and Scott 
Tang, Marketing Strategy & 
Analysis Lead, SapientNitro 

It has never been more 
important for market-
ers to move from 
concepts to conclu-
sions to clarity at a 
hyper-pace, and that 

means expanding beyond 

methods that won’t compro-
mise quality. Let’s face it; 
nobody can create all the 
iterations that should be 
considered for any given idea. 
Crowdsourced ideation will 
uncover concepts and 

prior to concept screening/
testing. Prediction markets 
harness the power of the 
wisdom of the crowd and 
pinpoint successful concepts 
from the myriad of ideas, 
removing over-stated purchase 

Utilizing a general population 

sample, prediction markets are 

concept screening/testing 
results in as little as 10 days. 
This session will review a 
Sapient client case study to 
demonstrate the power and 
speed of crowdsourced 
ideation, followed by a 
prediction market exercise to 
identify the ideas most 

audience.

 
Success by Gathering 
Emotional Insight of the 
Modern Moviegoer
Jon J. Penn, Founder and 
President of the Media and 
Entertainment Practice, Penn 
Schoen Berland and Rana el 
Kaliouby, Ph.D., Co-Founder 

Affectiva 
2013 was a record year 
at the global box 

been harder for 
Hollywood marketers 
to win over the hearts, 

minds and attention of 
moviegoers. With enormous 
pressure on Hollywood 
marketers to show the social, 
monetary and free time value 
of watching a movie at a 
theater on opening weekend, 
80-85 percent of all spend in 
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 Unleashing the Power  
and Dynamics of Prediction 
Markets
Linda Rebrovick, CEO, Census 
Point and Julie Wittes Schlack, 
SVP, Innovation and Design, 
Communispace 

This session will describe 
the value of predictive 
market research in the 
broader trend towards 

techniques for consumer 
collaboration. It will begin with 
the global outlook for predictive 
market technology over the next 
three years and the importance 
of predictive market research 
methodology for the future of 
the industry. Case histories will 
illustrate how several of the 
largest global companies have 
used prediction markets in 
support of everything from 
prioritizing features and new 
initiatives to optimizing 
concepts, messaging, and 
promotions.

 Visual BI – The Better Way  
to Present Data
Rudy Nadilo, President, North 
America, Dapresy and Aaron 
Reid, Ph.D., Founder & Chief 
Behavioral Scientist, Sentient 
Decision Science 

It’s time to ditch 
PowerPoint for research 
reporting. New visual BI 
technology can provide 
visually engaging, 
dynamic reporting 

capabilities in an easy to use, 
cost effective manner. This 
market research information 
strategy is organization friendly, 
makes data more operational 
and deploys data in a visually 
engaging manner via personal-
ized “role based” dashboards 
and infographics. There will be 
visual examples of how data can 
be deployed with actual client 
case studies of how tracking 
research with continual weekly, 
monthly and quarterly data 
collection are enhanced with 
automated reporting.

theatrical marketing cam-
paigns is on TV ads, which now 
must engage moviegoers in 
new and different ways given 
the changing environment. 
The old adage that your TV 
campaign could just drive 
awareness and purchase intent 
is over; campaigns today must 
break through to create social 
and emotional engagement 
and purchase urgency. Penn 
Schoen Berland (PSB) and 
Affectiva will show a compari-
son of all measures to box 

new measurement methods 
are needed to understand the 
modern moviegoer and 
ultimately help movie ad 
companies maximize returns 
from their marketing cam-
paigns. In addition, they will 
illustrate the synergistic 

with both PSB’s survey 
measurement system and 
Affdex automated facial 
coding through case studies 
that bring the utility of this new 
measurement system to life.

 Meet Generation World
Chip Walker, Director, Global 
Brand Strategy,  
BAV Consulting 

New research from 
BAV Consulting 
conducted in the U.S., 

many consumers hold views 
that are the opposite of what 
they tell us. In this session, the 
audience will learn how global 
consumers respond conscious-
ly and unconsciously regarding 
their personal values and to a 
range of brands, how to 
understand a new global 
consumer with a psyche that is 

how brands like Land Rover 
and Virgin have taken 
advantage of growing 

new branding approach called 
“Brand Paradox.”

 Moment-of-Truth Market 
Research: iBeacons and the 
Possibilities of Mobile
Venkat Rajagopal, Director, 
Business Development and 
Sriram Subramanian, CEO & 
Co-Founder, ZoomRx

 In the summer of 
2013, Apple an-
nounced a key new 
feature in iPhones and 
iPads: iBeacons. The 
basic functionality 

enabled by iBeacons is 
micro-location targeting. By 
knowing the micro-location of 
a customer, companies can 
push highly targeted and 
relevant content to the custom-
er’s smartphone. Applications 
of this technology are many, 
but the most interesting 
possibility is conducting 
Moment of Truth (MOT) 
research. By leveraging 
iBeacon technology, research-
ers can survey customers 
directly at the moment of truth 
for a much lower cost than 
traditional MOT research. This 
session will focus on: 1) 
Familiarizing researchers with 
the emergence of iBeacons, 2) 

iBeacon-technology in retail 
and healthcare market 
research, 3) Best practices for 
using iBeacon-technology in 
regards to privacy and security, 
and 4) A live demonstration of 
iBeacon-technology enabled 
market research.

 Did You Save Room for 
 

Research Modes Fueled by 
the Makers Movement
Chris Robson, PRC, Senior 
VP, Research Science, ORC 
International 

Over the last few years 
a movement of 
amateur inventors – 

known as “Makers” – has 
radically altered the invest-
ment and skills needed to fully 
realize an Internet connected 
hardware device. Central to 
this is the open availability of 

Choose Your Own Adventure 

cheap and accessible 
platforms such as the Arduino 
and Raspberry Pi. The 

and open-source hardware 
development opportunities 
brings exciting new opportuni-
ties for researchers to move 
away from the tired paradigms 
of questioning and surveys, 
towards new modes of digital 
ethnography where we watch 
and measure rather than ask. 
Want to build a biometric 
feedback device? Need to 
count who is looking at a shelf 
display in a store? Could you 
use custom audience feedback 
devices? Would you rather 
measure what people are 
actually doing rather than ask 
them questions afterwards? 
Better yet, do you want to do 
this all for $50? The opportuni-
ties for brand new research 
modes are only limited by your 
imagination.

 Tuning in to the Voice of the 

Beyond Google
Sean Campbell, CEO, Cascade 
Insights 

 Bring the Voice of the 
Competitor’s (VOTC) 
customers, partners, 

building. During this presenta-
tion attendees will learn how to 
use over 20 web-based tools 
and sites to better collect and 
analyze OSINT from the Web. 
Attendees will also take away 
knowledge of how to effective-
ly gather and analyze informa-
tion about a competitor’s 
customers and partners, vary 
VOTC collection and analysis 
efforts based on the geogra-
phy or region targeted, 
methods for effectively 
integrating competitor 
interviews into VOTC efforts, 
and ways in which VOTC 
contrasts with VOC research 
and lessons that can be 
learned from this comparison.
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Research Executives

 How to Think and Lead More 
Productively

CLOSED SESSION: 
EXECUTIVES ONLY

This session will 
introduce and practice 

acclaimed  
curriculum. This is an interac-
tive, hands-on working session 
open only to research 
executives. Participants will 
practice new approaches and 
tools in small groups, working 
on issues from participating 
leaders.
Part 1: Good Thinking  

Introduction to the curriculum, 
presentation, provision of ma-
terials and assignments, etc.

Attendees break into groups 
to discuss curriculum, create 
innovation solutions, etc., 
as John works with each as 
prudent.

Outcomes
Attendees from the earlier ses-
sion regroup to share learner 
outcomes.

 
Market Research
Rob Stone, Ph.D., CEO, Market 
Strategies International

 Long-Term Digital 

Insights
Erin Barber, VP, Online 
Immersion, C+R Research 
and Kerry Hecht, Director (US), 
Dub

Learn how to leverage 
digital communities for 
quick and insightful 
research. We’ll look at 
the online community 
through multiple case 

studies (retail, quick serve 
restaurant and consumer 
packaged goods), diving into 

mobile, webcam and co-
creation. Through our research 
in several 4-6 month 
communities, we were able to 
dig into shoppers’ and 
consumers’ experiences and 

commands attention online 
and in stores, how social media 
is being used by consumers for 
brands and in stores and what 
consumers – especially 

Choose Your Own Adventure 

Taking Big Data to the Small Screen
Neal Massey, Executive Director, Business & Consumer Insights,  
Starz Entertainment

recommendations and 
considerations for implement-
ing a mindful awareness 
program in your workplace.

 Privacy By Design:  
How to Become A Trusted 
Research Partner
Stuart Pardau, Managing 
Partner, 
L. Pardau & Associates

The maintenance of 
robust privacy/data 
security policies and 

practices is a key component 
of being a trusted research 
partner. This session will 

the privacy by design and the 
two primary principles which 

choice and transparency. The 
session will cover the need for 
simple, clear and transparent 
privacy policies and clear 
language for registration and 
respondent engagement. We’ll 
address privacy audits of your 

training of your employees, the 
creation and maintenance of 
protective client and vendor 
agreements, the connections 
between technology and 
privacy, best practices and 

Millennials – think of brands’ 
ideas and marketing.

 
to Achieve Business Goals 
Through Mindful Awareness
Qua Veda, IT Market Research 
Analyst, Intel Corp.
CLOSED SESSION: 
EXECUTIVES ONLY

In this session, Qua 
Veda will describe 
how employees at 

Intel began to apply mindful 
awareness practices to meet 
increasing demands at work 
while improving their 
wellbeing. As employees 
shared their experiences with 
colleagues, the program 
expanded and evolved. 
Within a year, hundreds of 
engineers, knowledge 
workers and managers had 
completed the 9-week series 
of sessions, called Awake@

Intel. The Awake@Intel 
program integrates intention-
al awareness with intellectual 
and emotional understanding. 
This wisdom is then applied 
to the challenges of the 
workplace and the elevation 
of one’s wellbeing and 
happiness. Qua will provide 
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industry requirements that 
include MRA’s Code of 

and risk management 
strategies, including obtaining 
adequate insurance.

 Implementing an Early 
Warning System to Monitor 

Rick Britton, Senior Market 
Research Consultant and 
Douglas Dunham, Market 
Research Consultant, Health 
Care Service Corporation

With the health 
insurance industry in a 
state of disruption 
from Affordable Care 
Act (ACA), what other 
environmental 

changes could affect the 
landscape of health insurance 
in the next 3-5 years and 
beyond? The HCSC trends 
management program is 
designed to be an early 
warning system for trends that 
are or soon could be affecting 
consumers, employers, 
providers or brokers. By 
sensing upcoming develop-
ments from within and outside 
the health care industry and 
understanding their implica-
tions, Blue Cross and Blue 
Shield plans can align strategic 
initiatives to stay ahead of the 
market and competitive curve. 
The objectives of this session 
are to discuss why understand-
ing evolving, imminent and 
longer term trends are 
important for health insurance 
carriers; exploring how to 
identify, prioritize and 
understand long range trends 
that can affect the industry; 
presenting ways of integrating 
trend knowledge in a strategic 
manner; and identifying ways 
to disseminate relevant trend 
insights to key internal 
stakeholders.
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Networking Opportunities at ISC

Expo Reception

One of the main reasons market researchers come to ISC is to check out the latest MR products in 
person and to meet their champions face-to-face. Grab a light bite and bond over cocktails while 
perusing cutting-edge product, service and technology solutions.
Designated Expo hours are also offered between education sessions to allow you plenty of time to 
visit with exhibitors

Opening Night Reception

The Chairman’s Party has become an attendee favorite! Cocktails, a dinner buffet and live jazz and 
blues set the stage for a fun and festive atmosphere. This is the perfect venue to catch up with old 
colleagues and make new friends.

Colleague Connections

Connections program, you will be paired up with a veteran member and or industry leader who will 
help you make new business acquaintances and get the most out of your conference experience. 

interest, the Connections Program will help you achieve your goal. 
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Can you imagine being able to say you saw Chris Farley perform Matt Foley, 
Motivational Speaker on stage before it ever hit SNL? Or that you saw Tina 
Fey, Stephen Colbert or Mike Myers before they were famous? With its ever 
increasing roster of comedy superstars, The Second City is where up-and-
coming comedians cut their teeth… and where you will be on Thursday night!

Prepare to laugh until you cry over original scenes, songs and hilarious  
improv in two acts, written and performed by six of the nation’s best 
comedians. The entertainment, full service bar and dinner buffet are for ISC 
attendees and their guests exclusively. Transportation will be provided to and 
from the theatre. 

One ticket included with Conference registration. Guest tickets available for 
$150 each.

A full belly laugh is a good icebreaker.

Evening at The Second City
Thursday, June 5, 6:30-10 PM
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Register for ISC Today!

Thank You Exhibitors, Genius Lab Hosts and Sponsors

2014 MRA INSIGHTS & STRATEGIES CONFERENCE • JUNE 4-6, 2014 • CHICAGO
ISC.MARKETINGRESEARCH.ORG/QUIRKS

Conference Hotel
 is a dramatic 33-story hotel located in Chicago’s South Loop 

immediately off I-55 and connected to the McCormick Place Convention Center via an enclosed 
“Grand Concourse” pedestrian walkway to the South Building, North Building, and Lakeside Center. 

Conference Pricing
Your registration includes: Breaks, breakfasts and lunch • Expo Reception • Opening Night  
Reception • Evening at The Second City • All education sessions • Entry to the Expo • Access to the 
Genius Labs • Free Conference App • Colleague Connections networking program • Attendee roster

Register them all at the 
same time to take advantage of reduced registration fees while building the knowledge of your team.

Standard

Member $1,249 $1,549

Non-member $1,599* $1,899*

REGISTER TODAY AT ISC.MARKETINGRESEARCH.ORG
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IIf you’ve ever interacted with members of Generation Z – the kids coming up behind 
Millennials – you’ve likely discovered that they are savvy, smart, completely plugged in and 
more engaged with the world than anyone who has ever come before them. There are many 
reasons for this: the media, the Internet, our pace of life, our connectedness. 

While keeping any community engaged is critical to market research, it’s even more 
essential with today’s kids, given the myriad things vying for their attention (Snapchat 
and Instagram, anyone?). Here are 12 strategies for doing exactly that.

1. Understand what’s important to them.
Don’t guess, assume or harken back to your own teenage years and think you’ve got today’s 
children figured out. We know Bob Dylan said “The times they are a-changin’,” but today’s 
kids are into different music, different shows, different everything. 

So how do you discover what’s important to them? Hang out (virtually, that is) in 
some of the same places they do. Watch the TV shows that matter to them (or at least 
have a strong working knowledge of what they’re about). Subscribe to the Instagram, 
Tumblr and YouTube accounts they do. 

To start, you can follow some of the leaders in the Gen Z space, like Teen Vogue or 
Seventeen, and then research the social media accounts that those big-name players fol-
low. And, yes, you’ll need to adjust your list depending on the age group you’re target-
ing. If your community has younger members, say between the ages of five and nine, 
you’ll want to follow accounts that cater to them, like Disney or Nick. 

2. Respect their language but avoid mimicry.
Kids can sniff out condescension, so never talk down to them. They’ll also see right through 
a robot mentality, so don’t auto-message/text/tweet them – ever. Always keep the medium 

The CMO of 

FashionPlaytes on the 

right – and wrong 

– ways to approach, 

interact with and 

learn from the pre-

Millennial generation.
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you’re using in mind. Anything kids 
read online, especially on smaller 
screens like smartphones, should be 
written in short, punchy, conversa-
tional text. (This is true for all commu-
nities, not just ones for kids.)

At the same time, avoid trying 
too hard. If you throw in too many 
phrases they use, like “totes adorbs,” 
it will sound forced (and so uncool). 
Talk to them like real human be-
ings. By simply showing an interest 
in – and an understanding of – their 
world (see the point above), you’ll 
earn their trust. You don’t need to 
use their lingo in order to get them 
to engage with you.

3. Ask questions – constantly.
For better or worse, our world today 
allows for instant comments, interac-
tions and feedback. The Generation 
Z community is no exception. They 
don’t shy away from questions; just 
the opposite. They enjoy sharing their 
opinions, so be sure to pose open-
ended questions, allow them to talk 
and be sure to listen – really listen – 
especially to the subtext. At the same 
time, never make assumptions. If you 
need them to clarify something, ask 
them. They will tell you.

4. Talk back…
Today’s kids understand the give-and-
take of an Internet community better 
than anyone else does. They put the 
“social” in social media. What does 
this mean for market researchers 
working with this demographic? It 
means you need to talk back to them. 
The Gen Z community isn’t interested 
in talking to the void. They want 
to know they’ve been heard, which 
means they expect responses from you 
and their fellow members. In fact, 
you’ll likely learn just as much from 
observing interactions between com-
munity members as you would from 
talking directly to each person.

5. …but moderate the 
conversations.
This is your community, so you’re 
allowed to set ground rules (e.g., no 
bullying). Because you’re dealing with 
people who are under 18, it also makes 
sense to moderate comments. If you’re 
catering to kids 13 and under, this isn’t 
even an option. In order to be compli-

ant with the Children’s Online Privacy 
Protection Act (COPPA), you need to 
provide comment moderation, among 
other things. (Learn more at www.
business.ftc.gov/privacy-and-security/
childrens-privacy.) 

6. Consider including moms and 
dads.
Again, if you’re working with the 
under-13 crowd, this is automatic: You 
need to get parental permission and 
sometimes, involvement. But even if 
you’re engaging older kids, it can’t 
hurt to have a space on your site dedi-
cated to parents, especially those who 
monitor what their kids – even their 
older children – are up to and where 
they spend their time online. 

What should you tell parents? 

• Outline the goals of your commu-
nity. Transparency is essential (and 
refreshing).

• Detail how and what information 
you’re collecting.

• Clearly state your privacy policies 
and terms of use.

• Offer an FAQ section.
• Provide a way for parents to reach 
you and offer feedback.

• Give tips on how parents can engage 
their own kids regarding this com-
munity their children are involved 
with.

7. Provide a way for the kids to 
engage you.
Don’t offer only one-way engagement 
where you send out a query and wait 
for their response. Create a commu-
nity where members can easily sub-
mit content, ask questions and talk 
(virtually) with other members. 

And this is important: If a child 
takes the time to reach out to you, 
acknowledge his or her efforts – 
within the boundaries of COPPA 
guidelines, of course.

8. Be prepared to move – fast.
Kids jump from one thing to the next, 
get bored and jump again. It’s like the 
channel-flipping. It’s important to 
understand that you could lose your 
audience at any minute, which is 
why re-engagement is just as critical 
as initial engagement. Your research 
strategy must be nimble enough to 
make adjustments on the fly, based 
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on the reactions (or lack of reactions) 
from your community members. 

So how do you re-engage your audi-
ence?

Reach out when a member’s activ-
ity has diminished beyond a certain 
point (try “we miss you” texts or 
e-mails).

Always have new offers in the 
pipeline so that you have a steady drip 
of fresh things to entice people back or 
to stick around longer.

Use multimedia. Different people 
respond in different ways to messages, 
depending on the medium. Release 
your messages and offers through a 
variety of channels – visual (images), 
visual (video), text, applications, 
social media.

9. But know you can count on some 
tried-and-true methods.
Here are some methodologies to con-
sider adding to the engagement mix:

Quick polls. Make the poll ques-
tion compelling in both subject and 
the way it’s presented. Make it easy 
to answer as well (e.g., select from 
four choices).

Surveys. These are typically longer 
than polls. They should still be fun, 
not overly long and written in kid-
friendly copy (short, bullet-points, 
conversational).

Contests. Nothing engages a com-
munity of kids like a fun, easy-to-enter 
contest with a cool prize. 

Forums. A forum is just a fancy 
way of saying a place where mem-
bers can interact with one another. 
For example, your forum might be 
a blog where members are allowed 
to comment on the posts and to one 
another’s comments.

“Tell Us What You Think” fea-
tures. This goes back to the above 
point about making it easy for kids 
to communicate with you. Featuring 
a place on your site where kids are 
invited to provide feedback is one way 
to accomplish this.

Visuals. A great image goes a long 
way with Gen Z – think Snapchat, 
Pinterest, Tumblr. Whenever possible, 
replace text with images; this goes for 
polls as well as posts.

10. Make it all mobile.
We don’t consider them the most 
connected generation for nothing. 

Cell phone and smartphone usage 
among tweens and teens will only 
continue to grow, as will the number 
of kids who access the Internet via a 
mobile device, according to the Pew 
Research Center. 

They have a “mobile-first” mental-
ity, which means you need to as well.

• Make sure all communications you 
send to your community are mobile 
friendly.

• Make sure your Web site is built us-
ing responsive design (which allows 
the site to automatically adjust to 
fit whatever sized screen it’s being 
viewed on).

• Consider the power of the app. 
Creating an app for your community 
is another way to keep your commu-
nity engaged. Yes, custom apps are 
an investment, but a smart one.

11. Experiment – and ask them how 
it worked.
Don’t be afraid to try new things with 
your kid community. Ask them for 
feedback on what worked and what 
didn’t work. Don’t be surprised (or put 
off!) by their honesty, because they 
will tell you what they think.

12. Let them direct. 
Set the ground rules and have a strong 
infrastructure but hand the reins over 
to your community members and let 
them do their thing. You’ll be amazed 
at what happens when you give them 
their space and allow them to create 
their own magic.

Interested in sharing
Generation Z, digital natives, kids 
today – whatever your term for them, 
this community is bright, eager, 
informed and interested in sharing 
their thoughts with you and hearing 
what you think. Take the time to learn 
about them, who they are, what they 
love, what they hope for and create 
communities that foster conversations 
these young people crave.

Guaranteed, you’ll be surprised at 
what you discover. 

Jeanne Connon is CMO of FashionPlaytes, 
the Beverly, Mass.-based creator 
of FPgirl.com and the FPgirl online 
community. She can be reached at 
jconnon@fashionplaytes.com.

LET C&C MANAGE 
YOUR NEXT MARKET 
RESEARCH PROJECT 

TODAY!

www.ccmarketresearch.com 

1200 South Waldron 
Road # 138 Fort Smith, 

AR 72903

corp@ccmarketresearch.com  

1-877-530-9688

Specializing in 
Data Collection,  

Focusing on You!

47 Mall Locations & 
27 Focus Facilities 

Across North America

mailto:jconnon@fashionplaytes.com
http://www.ccmarketresearch.com
mailto:corp@ccmarketresearch.com
http://www.quirks.com


Quirk’s Marketing Research Review // April 2014 www.quirks.com60

OOnline panels and communities have enjoyed a run of popularity in the marketing research 
industry. But the air may have gone out of the balloon, and our romantic vision of consum-
ers who come together, self-guided, to dissect, praise, constructively criticize and rebuild 
brands has become quaint. The truth is, most consumers are simply less passionate than 
brand managers. 

In this post-community environment, how can brand teams leverage the potential power 
of communities to achieve their business goals? Five lessons we’ve learned from a recent 
multigenerational panel may help.

1. There is no one-size-fi ts-all.
Every business goal deserves its own custom approach. Sometimes the best approach is a 
large-scale online community with frequent touchpoints and the ability for respondents 
to generate their own conversations. Other times, an intimate in-person panel that meets 
quarterly to review progress on business objectives is more appropriate. And every approach 
in between. It’s important to evaluate the business objectives thoroughly before engaging 
in what is usually a large research spend, to ensure that the approach will be efficient and 
effective. Choosing a vendor or an online platform is secondary to determining the right 
solution and approach to the objectives.

Similarly, when the target spans generations, multiple methodological approaches are 
likely necessary to maximize the quality of insights derived from the community of respon-
dents. Millennials and Boomers in particular, while providing feedback on the same business 
objectives, may be best approached via different methodologies. 

2. Participants are in charge.
C+R Research recently conducted an eight-week, six-phase pop-up panel as a research-on-

A research-on-research 

look at what happens 

when you create and 

manage a community 

of Millennial, Gen 

X and Boomer 

participants.
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research endeavor into brand loyalty 
across Millennial, Gen X and Boomer 
generations. The methods included: 
quantitative attitude and usage 
surveys; qualitative mobile shopping 
missions; quantitative mobile shop-
ping diaries; qualitative collages; 
qualitative consumer-generated com-
mercials; and in-person qualitative 
“game shows.”

Participation rates across the 
six phases varied by generation. 
For example, Gen Xers were more 
comfortable than Boomers and 
even Millennials in completing 
the mobile shopping missions. 
Millennials had higher rates 
of submitting commercials, not 
surprising given their greater 
likelihood to be used to being 
filmed frequently. The two most 
traditional methods, the quantita-
tive A&U and the qualitative collages, 
garnered the highest response rates 
across generations. This suggests that 
many respondents are still most com-
fortable and familiar with traditional 
marketing research techniques but 
open to newer methods that pique 
their individual curiosity. Not one 
of the newer methods was the best 
fit for every respondent. Our lesson 
learned is that it’s important to offer 
a variety of ways to give opinions so 
that every participant can find the 
best fit for him- or herself.

3. Mobile laughs fi rst but not last.
Mobile is one of the biggest buzzwords 
in marketing research today. Every 
reputable online community and plat-
form software provider has a mobile 
application. Increasingly, respon-
dents engage in quantitative surveys 
and qualitative discussions via their 
mobile devices. In particular, ethnic 
minorities and younger generations 
prefer to participate using smart-
phones or tablets versus computers. 

As marketing researchers, we con-
stantly strive to optimize our instruc-
tions and questionnaires to include 
the fewest number of words for easy 
and convenient reading on mobile de-
vices. We also engage software to allow 
drag-and-drop, ranking and collage 
tasks that are easily completed using 
mobile devices.

That said, mobile is not for every 
respondent. Many participants ex-

ecute their responses to us while at 
work on a desktop computer. Others 
do not own smartphones or are simply 
uncomfortable using an app at all or 
responding via text, photo or video 
while in public (e.g., while shopping).

Respondents who are less comfort-
able with mobile are still consumers, 
shoppers, brand champions and im-
portant voices to be heard by product 
and service providers. In our recent 
study, the consumers who were 
least likely to participate in mobile 
activities were still open to tradi-
tional quantitative surveys, online 
qualitative discussions and in-person 
qualitative interviews.

The lesson is that while marketing 
researchers are forging ahead with 
mobile applications for research, mo-
bile is not a panacea. “Mobile-first” 
is a great idea if it means simplify-
ing and streamlining questionnaires; 
respondents on any device appreci-
ate a less-is-more approach to being 
questioned. However, “mobile only” 
does not accommodate every respon-
dent; other avenues of submitting 
opinions are crucial to achieving a 
thorough understanding of consum-
er and shopper feedback.

4. In-person engagement is worth 
its weight in gold.
The most thrilling part of our recent 
research-on-research study was the 
in-person qualitative game show we 
called Name The Price! We constructed 
a decorative and glittery set in our 
offices with multiple cameras, a host 

and three generations of contes-
tants: Millennials, Gen Xers and 
Boomers. Sure, this could have been 
accomplished in traditional focus 
groups but we wanted to make it a 
little more fun.

The rules of the game were simple: 
In each of the three rounds, the con-
testants guessed the price of several 
products across categories. The con-

testant closest to the actual price of 
each product, without going over, 

won 10 points. At the conclusion 
of the game, the contestant with 
the highest number of points 
won a basket full of the types of 
products we’d been discussing.

The beauty of the game 
emerged from the qualitative 

discussions between the price-
guessing rounds, when the contes-

tants explained their affinities for 
some products and their emotional 
attachments to the equities of the 
brands. Of note, all of the respondents 
from all of the generations performed 
very poorly in predicting the price of 
most products – things they admitted 
they buy frequently but don’t really 
know the cost of. Thus their true mo-
tivations for brand loyalty emerged: 
self-actualization through perceived 
environmentally-sustainable purchas-
es; nostalgia for cultural or childhood 
memories; and social influences.

Approaching this discussion in a 
playful and in-person manner yielded 
a rich conversation and helped us as 
researchers build empathy for the 
drivers of consumers’ and shoppers’ 
brand equity perceptions and pur-
chase drivers. Moreover, the interplay 
between respondents yielded powerful 
insights into differences between the 
generations. Specifically:

• Millennials questioned our pricing 
of most of the products. They tended 
to believe that their guesses were 
more correct than the prices we 
researched in-store and online. They 
bonded over their challenging of us 
as researchers – so how powerful 
would their bond be against a per-
ceived injustice from a corporation?

• Boomers were surprisingly savvy: 
They knew Grumpy Cat and one 
even said she’s obsessed with 
Pinterest and has used it to start 
making homemade laundry de-
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tergent. Another was a “green” 
enthusiast with the same motiva-
tions one might expect from a 
younger generation.

• Gen Xers, not surprisingly, ex-
pressed a mixture of responses 
reflective of both of the generations 
on each side of them. They were 
surprised by some of the prices they 
mis-guessed but did not accuse us 
of being wrong. They were on social 
media and liked environmentally-
friendly and organic products but 
still kept frozen pizza around con-
stantly for their children. Their life 
stage seemed to define them more 
than their birth year. 

5. Brand loyalty varies by 
generation and category.
At the end of our eight-week pop-up 
panel with six phases, we uncovered 
some interesting results. 

Across generations, consumers 
have about two favorite brands of 
coffee, cleaning products and frozen 
foods – most have at least one that 
they name top-of mind. However, 
true loyalty, measured as the “only 

brand they buy,” only sees minor 
differences across categories and 
generations. There is a myth that 
Millennials are less brand loyal 
than other generations but in these 
categories it’s simply not the case. 

Boomers are more loyal to the 
cleaning products they use versus 
other generations, buying mul-
tiple products within a brand that 
they trust. Their years of experi-
ence with cleaning have taught 
them what works effectively, while 
Millennials are more likely to rely 
on the brands they saw their par-
ents using as children. 

Of interest in the cleaning 
category, Millennials tend to make 
more frequent purchases and to use 
convenient cleaners like Swiffers 
and cleaning wipes compared to 
the older generations. Given that 
Millennials are less likely to own 
their own homes compared to older 
generations, it makes sense that 
they will be living in smaller spaces 
with less need to do deep cleaning. 
Homes with children or homes that 
entertain family and friends more 

often are more likely to need deep 
cleaning products.

A long-term approach 
For clients who are thinking about 
launching a longitudinal panel 
or community, it is important to 
consider: the business objectives to 
be addressed over the life of the com-
munity first, before the method; the 
target respondents and how they will 
prefer to interact with the commu-
nity; the possibilities for and role of 
an in-person component to the com-
munity; and the need for mobile and 
its role and influence in the overall 
community. In addition, it’s helpful 
to design a long-term approach and 
to choose a provider partner who 
can help meet the business goals of 
the brand in a way that will let the 
consumers and shoppers set the rules 
for how they interact, to achieve the 
most natural and actionable feed-
back for the brand team. 

Mary McIlrath is senior vice president 
at C+R Research, Chicago. She can be 
reached at 312-828-9200 or at marym@
crresearch.com.
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WWe may look back on 2013 as the year, after a 30-year journey, when phrases such as “profit 
with purpose,” “conscious capitalism” and “shared value” finally migrated from B-schools, 
think-tanks and a relative handful of innovative companies and entered the popular lexi-
con of business and society in general.

In the slow recovery from the global financial crisis – and fuelled by growing aware-
ness that social media and global digital connection have empowered consumers in ways 
that few business leaders imagined even just a decade ago – companies across the entire 
business spectrum are now embracing sustainable business models.

Among recent comments, these three are representative:

“I don’t subscribe to the notion that companies exist to create value strictly for their shareholders. I think they 
are there to create value for their customers, and that gets to the mission of the company. And ultimately, doing 
that, they create value for society.” 

Bill George, retired CEO of medical devices manufacturer Medtronic in a December 2013 inter-
view with McKinsey.

“Profitability is a shallow goal if it doesn’t have a real purpose and the purpose has to be share the profits with 
others. We are equally proud of what we are doing in the community, what we are doing with our people and how 
the company has built itself around a purpose that is not just about making money.” 

Howard Schultz, Starbucks CEO, in a September 2013 CNBC Mad Money interview.

“Business does not operate in a vacuum – it operates under a license from society. We recognized early that 
when we transform our business to deliver for our customers, protect our environment and invest in our employees, 
we achieve sustained value. In fact, these actions fuel our financial returns.” 

Indra Nooyi, PepsiCo Chairman and CEO, in a 2012 letter to shareholders. 

How companies 

can create, monitor 

and manage brand 

experiences and 

successful stakeholder 

relationships.
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Formerly lone voices, high-pro-
file standard-bearers such as these 
now find themselves at the center 
of the conversation.

Every available touchpoint
In recent years, a series of paradigm 
shifts have occurred in the relationships 
between brands and consumers, and 
between companies and their sharehold-
ers. Brands are creating meaningful 
and personally relevant experiences 
and engaging with consumers through 
every available touchpoint, not just by 
building awareness through mass media; 
consumers are increasingly motivated 
to participate with brands through co-
creation and co-ownership. Companies 
are adopting sustainable practices that 
integrate the triple bottom line-thinking 
of “profit, people and planet” into the 
core of their business models and pur-
pose; shareholders have found they now 
compete for primacy with customers and 

a whole raft of other stakeholders.
There are many elements of a compa-

ny’s sustainable performance that can be 
quantified or objectively measured. Best-
practice reporting protocols are offered 
by organizations such as ISO and the 
Global Reporting Initiative. But whether 
or not the company receives credit for its 
actions – and therefore achieves the full 
range of desirable outcomes and returns 
sought – is hugely dependent on the 
subjective perceptions and opinions of 
its stakeholders. In a very real sense the 
performance of a company is whatever its 
stakeholders believe it to be.

Thus, sustainability is a reputational 
issue. As marketers, corporate communi-
cations experts and market researchers 
specializing in branding, loyalty, commit-
ment and satisfaction have long known, 
a company’s reputation can at best be 
subtly managed but it cannot ultimately 
be controlled. Corporate reputations, in-
cluding reputations for sustainable busi-

ness commitments, can be influenced by 
anyone who chooses to have an opinion.

All of which begs the question: If 
sustainability is a reputational issue, how 
does a company create and nurture the 
kinds of relationships with stakeholders 
that are founded on shared values, mutu-
ality and reciprocity and that promote en-
gagement and advocacy? And how should 
these relationships be measured and moni-
tored so they can be better managed?

Identify relevant stakeholders
At the simplest level, companies devel-
oping and implementing a sustainable 
business model (for a product or corpo-
rate brand) will first identify their key 
relevant stakeholders; then develop and 
test messages that resonate in positive, 
emotional and intentional ways with 
each stakeholder group. They implement 
communication programs targeted to 
those stakeholder groups and engage in 
dialogue with them; monitor the impacts 
on stakeholder engagement; and experi-
ence a positive feedback loop or virtuous 
cycle of desirable outcomes that enable 
them to pursue their purpose more profit-
ably, with more support and less friction.

Stakeholders, literally, include 
anyone who chooses to have an opinion 
about the brand or company. Categories of 
stakeholder include internal groups (em-
ployees, owners and managers), share-
holders, those who transact with the 
company (the supply chain of suppliers, 
vendors and resellers), influencers (ana-
lysts, interest groups and the media) and 
regulators (government, policy makers). 
Stakeholders today are better-informed 
about a company’s values and actions. 
They are increasingly sophisticated, savvy 
and skeptical about corporate commu-
nications. Greater transparency means 
they hold companies to a higher standard 
than before. They expect a meaningful 
two-way dialogue and conversation with 
companies. They may withhold approval 
from (or even punish) companies whose 
values and actions they perceive to be 
inconsistent with their own.

The goal of communication is to pro-
mote engagement. In order for companies 
to be able to pursue and execute their pur-
pose without friction and get full credit 
for their sustainable business practices 
and citizenship commitments, they need 
the acceptance, permission and advocacy 
of relevant stakeholders.

Engaging effectively with stakehold-

People 
social 

Profit 
financial 

Planet 

environmental 

Triple Bottom Line of Sustainable Business Models 

Air and water quality 
Energy consumption 

Resource management 
Waste management 

Product responsibility 

Employee retention 
Labor practices 

Fair trade 
Community impacts 

Human rights impacts 
Cause marketing 

Revenue 
Margin 

Cash flow 
Sales growth 

ROI 
Job creation 

Figure 1 
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ers means finding common cause and 
shared values. Stakeholders want to 
transact with and have relationships 
with companies whose values are consis-
tent with and supportive of their own.

It makes sense to adapt a traditional 
“hierarchy of engagement” framework to 
specifically address the types of relation-
ships that companies need to have with 
stakeholders and where sustainable prac-
tices and good citizenship are integral to 
the company’s purpose and values. The 
hierarchy we have developed models four 
levels of engagement:

Understanding often begins with 
simply seeing and hearing other people 
talk about a company. Familiarity and 
knowledge build over time with aware-
ness and experience. When a stake-
holder understands what the company 
stands for, there is a foundation for 
engagement to occur.

Affinity may occur when an under-
standing of what the company stands for 
is a fit with the stakeholder’s personal 
values. When these values are shared, 

the stakeholder may identify with the 
company (connection), may become loyal 
(commitment) and may recognize it 
strives to deliver on its promises and com-
mitments (belief).

Involvement. Stakeholders who iden-
tify with the company may get involved 
with the company (participation) or “go 
the extra mile” to transact or interact 
(conviction). In fact, the positive involve-
ment the company seeks cannot occur 
without affinity: it implies reciprocity 
and mutuality.

Advocacy, the Holy Grail of effective 
stakeholder engagement, is the ultimate 
expression of a stakeholder-company 
relationship. It may occur when a 
stakeholder is sufficiently invested in 
the company’s purpose that they will 
actively help and support, endorse and 
encourage, the company.

Encourage relationships to form
Effective stakeholder engagement be-
gins with developing effective messages 
that encourage relationships to form. As 

the old aphorism goes: “A good relation-
ship is when someone accepts your past, 
supports your present and encourages 
your future.” Relationships connect the 
stakeholder to the company, just as they 
connect consumers to brands. Decoding 
these relationships is key to creating 
the basis for engagement.

A relationship is self-evidently a two-
way construct. Most communication strat-
egies however focus only on one direction, 
that is, the company’s promise to the 
stakeholder. They may ignore the recipro-
cal element of how the stakeholder experi-
ences or relates to the company. Because 
experiences are so often overlooked when 
developing a communication strategy, 
they can be more valuable than expected 
as a source of competitive advantage – as 
well being insightful for messaging and 
tone of marketing communications.

Relationships, even in business, are 
inherently more emotional than ratio-
nal. Stakeholders’ responses to a com-
pany may be emotional and unconscious 
and strongly influenced by the attitudes 
and behaviors of others. Engaging with 
stakeholders so as to execute corporate 
strategies with a beneficial outcome 
and the least possible friction means 
viewing engagement as emotional and 
comprising the sum of all perceptions, 
attitudes, beliefs and expectations that 
stakeholders have about a company in 
relation to their own agenda. 

In proprietary research conducted in 
2012 the author and colleagues explored 
how certain promises (perceptions, 
imagery, equities), when combined with 
certain experiences, can create relation-
ships that have emergent or superaddi-
tive properties (i.e., these combinations 
of promise and experience have greater 
than predicted impacts on market value). 
The research identifies five such “power 
relationships” based on analysis of 48 
mono-brands and corporate brands across 
nine different B2B and consumer cat-
egories among 1,500 survey respondents. 
Four of the power relationship types are 
particularly relevant to corporate com-
munication and dialogue about sustain-
able business models (Figure 3).

Reinforcement. Superior company or 
brand performance and high satisfaction 
that makes me feel and look better and 
smarter to others.

Identification. I am strongly at-
tached to the company/brand; it commu-
nicates to others who I am.



Quirk’s Marketing Research Review // April 2014 www.quirks.com68

Role Model. The company/brand’s 
charisma makes it a leader and helps me 
be one also.

Self-Differentiating. The company/
brand’s difference includes me and makes 
me feel different too.

The power relationships each embody 
a different type of experience.

Self-Esteem is the experience of 
making one look good to others and feel-
ing good about oneself. When coupled 
with a perception of superior perfor-
mance it produces a relationship based 
on Reinforcement. Oil companies and 
personal care companies index high on 
Self-Esteem and Reinforcement. (So too 
did the presidential candidates in the 
run-up to the 2012 elections.)

Self-Expression is the experience of 
helping one to express oneself, free-
ing one to be oneself and simplifying 
one’s life. When associated with strong 

emotional attachment it forms a relation-
ship characterized by identification. 
Compared to other categories, credit card 
companies, mass-market retailers and e-
tail companies such as Amazon all index 
highly on Identification. (It is no ac-
cident that credit card companies market 
“affinity cards”).

Mentoring is the experience of 
being challenged to think differently, 
taught, inspired and having shared 
values. When a company or brand is 
perceived to have charisma (is a leader, 
progressive, dynamic and excitingly 
innovative) and the stakeholder experi-
ences being mentored or inspired, a 
Role Model relationship is formed. 
Relative to other categories, banks, cor-
porate brands such as 3M and GE and 
digital companies (Google, YouTube, 
Facebook) tend to index high on Role 
Model relationships.

There For Me experiences have 
to do with empathy and responsive-
ness: appreciating my business, being 
recommended by people I care about, 
responding to my needs and having my 
interests at heart. When the company is 
also perceived as distinctive and unique 
in positive ways, the relationship can 
be characterized as Self-Differentiating. 
Casual dining (including brands such as 
Olive Garden, Outback Steakhouse and 
Applebee’s) index highly here (as well 
as on Entertaining relationships based 
on relaxed stylish perceptions and plea-
surable experiences).

Constantly changing
The relationships between stakehold-
ers and companies (just as between 
brands and consumers) are constantly 
changing in today’s digitally-connect-
ed world. Stakeholders increasingly 
esteem companies that they believe 
fundamentally understand them and 
that interact with them in human 
ways. And, importantly, they expect to 
have access. Companies are responding 
by creating opportunities through a 
wide range of touchpoints for person-
ally relevant meaningful experiences 
to occur. The relationships that form 
as a result, involving elements of 
co-creation, co-ownership and shared 
interest, make possible a range of de-
sirable outcomes including increased 
loyalty, satisfaction and advocacy, 
increased profitability, social license 
(permission and acceptance), risk miti-
gation and improved talent acquisition 
and retention (Figure 6).

Researchers have an invaluable 
role to play in key areas such as: iden-
tifying the relative importance of vari-
ous stakeholder groups; identifying 
the areas of interest and the emotional 
triggers for each stakeholder group; 
determining the types of experience 
and relationship that will resonate 
on an emotional level and promote 
engagement; evaluating the content, 
tone and style of messaging; measur-
ing the depth of engagement; and 
monitoring outcomes and performance 
against key indicators. 

Mark Stapylton is president of 
BrandPanorama Research and Consulting 
LLC, Rhinebeck, N.Y. He can be reached 
at 845-702-2045 or at mark.stapylton@
brandpanorama.com.

http://www.quirks.com
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Names of Note

Quirk’s Marketing Research Media, 
Eagan, Minn., has named Alice 
Davies news editor and Ralene Miller 
directory editor. 

Don Marek, executive director of the 
Marketing Research Institute International, 
Athens, Ga., has announced his retire-
ment, effective September 2014. 

Ipsos MarketQuest, New York, has 
named Jerry Forristal president of its 
Censydiam Institute.

 London research company BrainJuicer 
Group PLC has promoted Mark Johnson 
to managing director, Continental 

Europe, including Germany, France, 
Italy, Switzerland and the Netherlands. 

Schlesinger Associates, an Iselin, N.J., 
research company, has transferred Pam 
Lintner from San Francisco to Chicago 
as vice president, qualitative solutions, 
Midwest market. Scott Baker has been 
appointed to replace Lintner in San 
Francisco as vice president, account 
management, West Coast. 

Facts International, an Ashford, U.K., 
research company, has named Sarah 
Carter research director.

ABI Research, Oyster Bay, N.Y., has 
hired Malik Saadi as practice director. 

Elizabeth “Liz” 
Griffiths has joined 
Johnson City, Tenn., 
research company 
SmaryPants as creative 
visionary. Griffiths 
will be based in San 
Francisco. 

MSW•ARS Research, Lake Success, N.Y., 
has hired Tom McGee as vice president, 
qualitative insights.

Catherine Nodar
has joined The
Marketing Workshop, 
a Norcross, Ga., 
research company, as 
vice president, client 
services. 

 New York research 
company OnePoint Global has hired César 
Rodriguez as sales director, Iberia. 
Rodriguez will be based in the company’s 
Madrid, Spain, office. 

 Indianapolis customer intelligence 
firm Walker Information has hired 
Chawntae Applegate as vice president.

 Windsor Heights, Iowa, research com-

pany Quester has hired Garrett McGuire
as vice president, corporate strategy. 

MARSC Limited, a Surrey, U.K., research 
company, has promoted Allan Shaw to 
associate director, sales and marketing. 

 Taylan Akay has joined Effective Measure, 
a Melbourne, Australia, research company, 
as global measurement scientist.

 As part of its European expansion, 
San Francisco research company Peanut 
Labs has hired Will Carroll and Lewis 
Reeves to its London team. Carroll will 
serve as associate director, Peanut Labs, 
Europe, and Reeves will serve as head 
of sales, U.K. 

 New York research company Hall & 
Partners has named Caroline Frankum
CEO of its European consumer business 
and Grant Bird managing partner, 
London. Both will be based in London. 

The Council of American Survey Research 
Organizations, Port Jefferson, N.Y., has 
named Abby Willman director, govern-
ment and public affairs. 

Sherry Shaw has joined New York re-
search company Lieberman as senior vice 
president, specialty health care practice. 

 Reston, Va., research company com-
Score Inc. has named Serge Matta CEO 
and Manish Bhatia chief revenue of-
ficer. Bhatia will be based in New York. 

Additionally, Magid Abraham has 
been named executive chairman of the 
board of directors and Gian Fulgoni 
will serve as chairman emeritus of the 
board of directors. 

Joe Davis has been named CEO 
of Portland, Ore., research company 
Webtrends Inc. 

 New York researcher The Nielsen 
Company has named Jamere Jackson 
CFO and promoted Brian West to COO. 

quirks.com/articles
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Griffi ths

Nodar

In the March issue, an incorrect pho-
to was attributed to Kelly Mayer, se-
nior account manager at The Marketing 
Workshop, a Norcross, Ga., research 
company. The photo that accompa-
nied her release belongs to Stephan 
Mayer, vice president, operations 
and client services, at Chennai, 
India, research company Cross-Tab. He 
will be based in Los Angeles.

Kelly Mayer Stephan Mayer
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IIR will hold the 2014 Total 
Customer Experience Lead-
ers Summit, themed "Return 
on Relationships: Factoring 
Empathy into the Stakeholder 
Equation,” on April 9-11 at 
the Trump International Beach 
Resort in Miami. Visit http://
customers1stblog.iirusa.com.

Empresarial will host its 
spring studies trade show 
on April 10-11 at the Palais 
Brongniart in Paris. Visit www.
printemps-etudes.com.

Marcus Evans will hold its 
annual Internal Branding 
and Employee Engagement 
Conference, themed “Achieving 
Brand Consistency and Greater 
Organizational Alignment,” on 
April 29-30 in Chicago. Visit 
www.marcusevans.com. 

The 2014 Canadian Pharma 
Market Research Conference 
will be held on April 29-30 at 
the Sheraton Toronto Airport and 
Conference Centre in Toronto. 
Visit http://pharmamarket-
researchconference.com.

The Association for Qualitative 
Research and the Qualitative 
Research Consultants Asso-
ciation will hold the Worldwide 
Conference on Qualitative 
Research, themed “River Deep 
– Mountain High,” on April 30-
May 2 at the Budapest Marriott 
Hotel in Budapest, Hungary. 
Visit www.qrca.org/?page=2014_
Worldwide_Confe.

Worldwide Business Research 
will hold its conference, 
“eTail Canada,” on May 5-7 
at the Hyatt Regency Toronto 
in Toronto. Visit http://
etailcanada.wbresearch.com. 

The Society of Competitive 
Intelligence Professionals will 
hold its annual international 
conference and exhibition on 
May 5-8 at the Caribe Royle in 
Orlando, Fla. Visit www.scip.org. 

The Mobile Marketing 
Association will hold its 
annual New York forum on 
May 6-7 at the Crowne Plaza 
Hotel in New York. Visit www.
mmaglobal.com/events/
forums/newyork2014/overview.

Confirmit will hold its annual 
community conference on May 
8-9 at the Ritz-Carlton Orlando 
Grande Lakes in Orlando, Fla. Visit 
www.confi rmit-community.com.

The 2014 Predictive 
Analytics World Toronto 
conference will be held on 
May 12-15 at the Metro 
Toronto Convention Centre in 
Toronto. Visit http://www.
predictiveanalyticsworld.com/
toronto/2014/.

Marcus Evans will hold its 
pharmaceutical marketing 
innovation summit on May 
12-14 at the Eau Palm 
Beach Resort and Spa in 
Palm Beach, Fla. Visit www.
pharmamarketingsummit.com.

The Pharmaceutical Business 
Intelligence and Research 
Group will hold its annual 
general meeting on May 18-
21 at the Atlanta Hilton in 
Atlanta. Visit www.pbirg.com.

IIR will hold its Future 
of Consumer Intelligence 
conference on May 19-21 at 
the Sheraton Universal in 
Universal City, Calif. Visit 
www.iirusa.com/technology/
homepage.xml. 

Worldwide Business Re-
search will hold its confer-
ence, “eTail Latin America,” 
on May 19-21 at the Eden Roc 
Renaissance in Miami Beach, 
Fla. Visit www.wbresearch.
com/etaillatinamerica/home.aspx.

The Mystery Shopping 
Providers Association 
will hold its annual Europe 
conference on May 27-29 at 
the Divani Apollon Hotel in 
Athens, Greece. Visit www.
mspa-eu.org/en/Upcoming_
annual_conference.html.

The Merlien Institute will 
hold a conference, themed 
“Market Research in the Mobile 
World North America,” on May 
27-30 in Chicago. Visit www.
mrmw.net/north-america.

The C ouncil of American 
Survey Research 
Organizations will hold its 
annual technology innovation 
event on May 28-29 in 
Chicago. Visit www.casro.org.

The Marketing Research 
Association will hold its 
Insights and Strategies 
Conference on June 4-6 
in Chicago. Visit www.
marketingresearch.org/
conferences.

The Marketing Research and 
Intelligence Association 
will hold its annual 
conference, themed “Dig 
Deep and Discover,” on 
June 8-10 in Saskatoon, 
Saskatchewan. Visit http://
mria-arim.ca/news/mria-
news/mria-conference-2014.

The International Quality 
and Productivity Center will 
hold a conference, themed 

“Shared Services Exchange and 
Outsourcing,” on June 15-17 
in Greensboro, Ga. Visit www.
sharedservicesexchange.com.

The American Marketing 
Association will hold its 
annual advanced research 
techniques forum on June 
22-25 at the Eldorado Hotel 
in Santa Fe, N.M. Visit www.
marketingpower.org.

The International Quality 
and Productivty Center will 
hold its Market Research 
Exchange conference on June 
22-24 in Texas. Visit www.
marketresearch-exchange.com. 

Worldwide Business Research 
will hold its conference, “eTail 
Europe,” on June 23-25 at the 
Queen Elizabeth II Conference 
Centre in London. Visit http://
etaileurope.wbresearch.com. 

The European Pharmaceutical 
Market Research Association 
will hold its annual conference, 
themed “Embracing Change, 
Cultivating Opportunity,” 
on June 24-26 in Brussels, 
Belgium. Visit www.ephmra.
org/event/2014-conference.

 IIR will hold a conference, 
themed “Shopper Insights in 
Action,” on July 14-16 at Navy 
Pier in Chicago. Visit www.
shopperinsightsevent.com.

CALENDAR OF EVENTS
••• can’t-miss activities

To submit information on 
your upcoming conference 
or event for possible inclu-
sion in our print and on-
line calendar, e-mail Emily 
Goon at emily@quirks.com. 
For a more complete list 
of upcoming events visit 
www.quirks.com/events.
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Research 
Industry News

News notes

The Direct Marketing Association 
(DMA), New York, sent a letter to 
Congress on February 3, restating its 
longstanding commitment to ensuring 
the security of consumer data across 
the data-driven marketing economy. 

The letter states, in part: “The 
DMA aims to preserve the benefits 
of data-driven marketing by ask-
ing Congress to focus its legisla-
tive efforts on passing a national 
breach notification law that would 
preempt state laws.”

The letters goes on to ask that 
Congress not pass other types of 
prescriptive legislation that would 
stifle innovation. 

Savitz Research Solutions, Dallas, 
has closed for business. 

Acquisitions/transactions

 Redwood Shores, Calif., soft-
ware company Oracle has acquired 
Cupertino, Calif., big data platform 
BlueKai. BlueKai will be integrated 
with Responsys for B2C marketing au-
tomation and Eloqua for B2B market-
ing automation. 

 New York researcher The Nielsen 
Company has acquired Nexium 
Customer Solutions, a Madrid, 
Spain, research company. Nexium will 
be folded into Nielsen. 

 Blueocean Market Intelligence, 
Seattle, has acquired London 
research agency Cognicient. The 
acquisition will allow Blueocean 
to bring its LINK data solution to 
enterprise companies. Cognicient 
CEO Mike Page will join Blueocean 
Market Intelligence as vice presi-
dent, client services and technology, 
at the company’s new London office. 

 GreatBlue Research, Cromwell, 
Conn., has acquired Suburban Focus 
Group – Boston in Dedham, Mass.

Alliances/strategic partnerships

 Montreal research company Leger 
Metrics and RED C Research, 
Dublin, Ireland, have partnered 
extend Leger Metrics into Europe by 
combining RED C’s market research 
and analytics with Leger’s survey 
data capture and reporting technol-
ogy for CEM solutions. 

 Reston, Va., research company 
comScore Inc. and Acxiom, a Little 
Rock, Ark., information company, 
have partnered to enhance their 
respective audience reporting and 
one-to-one multichannel marketing 
capabilities. ComScore’s validated 
Campaign Essentials (vCE) platform 
and Acxiom’s Audience Operating 
System will be the foundation for 
multiple integration initiatives. 

Separately, Epsilon, an Irving, 
Texas, research company, has part-
nered with comScore to integrate 
Epsilon’s demographic data with 
comScore’s vCE platform. 

Finally, Batanga Media, Miami, 
has agreed to provide its adopted pro-
prietary ethnicity data to comScore’s 
vCE audience reporting for U.S. 
Hispanic consumers. Batanga Media 
is comScore’s first Hispanic content 
partner to provide data to the digital 
campaign measurement tool.

The Carlson Group, a Lombard, 

Ill., research company, has partnered 
with New York research company GfK 
and RGLA, a Schiller Park, Ill., retail 
design and branding firm, to improve 
its retail solutions.

 Bazaarvoice Inc., an Austin, 
Texas, research company, has col-
laborated with Menlo Park, Calif., 
research company Medallia to inte-
grate the Medallia Promote offering 
with Bazaarvoice Conversations, 
allowing clients to collect authen-
tic customer reviews as part of the 
same process consumers use to pro-
vide survey responses for customer 
satisfaction tracking.

 Salt Lake City research company 
The Modellers has merged with 
New York research company Hall & 
Partners. 

Awards/rankings

 New York research company Hall & 
Partners has been recognized as one 
of the U.K.’s leading B2B brands on 
the 2014 list of Business Superbrands. 
A Superbrand is defined as a business 
that has established the finest reputa-
tion in its field and offers customers 
significant advantages over its com-
petitors in terms of quality, reliability 
and distinction. 

New accounts/projects

 Reston, Va., research com-
pany comScore Inc.’s validated 
Campaign Essentials (vCE) ad and 
audience delivery validation solu-
tion has been selected by Unilever 
Brazil, Sao Paolo, to identify 
sources of suboptimal in-target and 
in-view campaign delivery. 

Unilever, Rotterdam, the 
Netherlands, has signed an agreement 
with WPP, London, to address shopper 
marketing in the U.S. quirks.com/articles

ID 20140413
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 Yahoo! Inc., Sunnyvale, Calif., 
and Carnegie Mellon University 
(CMU), Pittsburgh, have signed 
a five-year, $10 million partner-
ship to launch Product InMind to 
develop a mobile toolkit allowing 
CMU researchers to experiment 
with Yahoo’s real-time data services 
and test how machine learning and 
interface technologies can improve 
personalized user experiences.

 CBS Television Stations 
has selected Portland, Ore., 
research company Rentrak 
Corp.’s Advanced Automotive 
Demographics local TV ratings 
data for seven channels in Dallas-Ft. 
Worth, Minneapolis-St. Paul, Miami-
Ft. Lauderdale, and Pittsburgh. 

Additionally, Wyse Advertising, 
Cleveland, has adopted Rentrak’s local 
TV ratings data in 50+ markets. 

Finally, San Antonio advertising 
agency The PM Group has added 
Atlanta, Denver, Houston, Orlando, 
Fla., and Phoenix to its contract for 
Rentrak’s StationView Essentials lo-
cal TV ratings data. 

 Intermountain West 
Communications, Las Vegas, has 
selected New York researcher The 
Nielsen Company’s television 
audience measurement and Nielsen 
Local Custom Toolbox in the Las 
Vegas market.

 New York research company 
Ebony Marketing Systems has 
added the Fordham Road Mall to 
its range of services in New York. 
The location will primarily be used 
for intercept surveys.

New companies/new divisions/
relocations/expansions

 Audience insight groups Lumi 
Mobile, London, and IML Worldwide, 
Hampshire, U.K., have rebranded as 
Lumi, following last year’s combina-
tion of the two businesses.

 Stockholm, Sweden, research com-
pany Nepa has opened an office in 
Helsinki, Finland. 

 New York research company 
OnePoint Global has opened in of-
fice in Madrid, Spain, serving the 
Iberia region.

 Murray, Utah, research com-
pany Mindshare Technologies 
has established a Global Center of 
Excellence in Birmingham, U.K. 
Nan Russell has been appointed 
head of the operation.

 New York research company Hall 
& Partners has relocated its Chicago 
office to a larger location on N. 
Michigan Avenue. 

 San Francisco research company 
Peanut Labs has expanded into 
Europe with a dedicated team based 
in London.

 Ogilvy Public Relations, New 
York, has launched Insight & 
Strategy, a group intended to gener-
ate research-based insights and de-
velop or identify the best strategies 
for capitalizing on emerging oppor-
tunities and threats. Michael Briggs 
will lead the group. 

 Kyle Henderson and 
Derek Carter have launched 
YouEye, a Mountain View, Calif., 
research company and cloud-based 
usability lab. The company is on-
line at www.youeye.com.

 U.K. research company Vision One 
has opened its third office, adding a 
location in Willenhall, U.K. 

 In the U.K., Spring Research and 
Tuned In Research have merged to 
form Tonic Insight, with offices in 
London and New York. The company is 
online at www.tonicinsight.com.

Research company earnings/
fi nancial news

 Ipsos, Paris, reported full-year 2013 
revenue of 1,712.4 million euros, down 
4.3 percent from 2012.

 RDA Group, Bloomfield Hills, 
Mich., announced revenue of $20.83 
million for 2013, up 9 percent over 
2012 and up nearly 50 percent over the 
past five years. 

 Quester, Windsor Heights, Iowa, 
reported a 40 percent year-over-year 
revenue growth for 2013. 

 Decipher Inc., Fresno, Calif., an-
nounced 27 percent year-over-year 
revenue growth for 2013. 
  

 The GfK Group, Nuremberg, 
Germany, achieved organic growth of 
almost 1 percent in financial-year 2013. 

 The Nielsen Company, New York, 
announced financial results for 
the fourth quarter and year ended 
December 31, 2013. 

Revenues for the fourth quarter 
increased 11.8 percent to $1,611 million, 
compared to the fourth quarter of 2012. 
Revenues for 2013 increased 5.5 percent 
to $5,703 million, compared to 2012. 

 Gongos Research, Auburn Hills, 
Mich., achieved 12 percent revenue 
growth in 2013 and its full-time em-
ployee roster rose 15 percent. 

 ComScore Inc., Reston, Va., 
announced financial results for 
the fourth quarter and year ended 
December 31, 2013. Fourth-quarter 
2013 revenue was $76.5 million, up 
15 percent from fourth-quarter 2012. 
Annual revenue was $285.5 million, 
up 16 percent over 2012. 

 Rentrak Corp., Portland, Ore., an-
nounced 27 percent revenue growth to 
$31.6 million for the 2014  third fiscal 
quarter ended December 31, 2013. 

http://www.youeye.com
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The basics
Is the facility able to scale appropriately between small 
and large projects? What kind of contact services are 
provided? Do you have inbound and outbound calling 
capabilities? Do you provide additional contact capabili-
ties (e.g., Web, mail, e-mail, etc.) for multimode re-
search? Do you have international/multilingual reach?

The staff
What are the required qualifications for interviewers? 
How are interviewers trained and what ongoing training 
is provided? What is the supervisor-to-interviewer ratio? 
What percentage of interviewer completes is monitored? 

Available technology
Does the telephone research facility have clear 
remote-monitoring capabilities to adequately moni-
tor projects as they first go into the field? What 
ability will I have to do live monitoring of active 
interviews? Can you record interviews? If so, how 
would I receive the recordings? How do you handle 
states where two-party consent is required? Do you 

have cost-saving 
technologies like 
interactive voice 
response and pre-
dictive dialing? 
Do you provide 
online real-time 
reporting capabili-

ties on survey data? Does the CATI software ensure 
that no data or sample is stored on the local inter-
viewer computer in the call center? Does the CATI 
software provide separation of data for each project 
dialed? Does each project have its own database?

Standard operating procedures
How are interviewers incentivized? What times do 
you normally dial business and consumer studies? 
How do you oversee interviewer dialings/completes? 
How are cell phone numbers handled, if at all?

Quality control
What are your quality-control procedures? Is there a 
secure on-site server? If so, how often is it backed up? 
How do you keep track of monitorings and validations? 
What percentage of phone calls is actively monitored 
for quality? How is the quality of a phone call measured 
and reported? What metrics are used? Do interviewers 
read verbatim or are they allowed to paraphrase if a 
respondent does not understand the question?

Your deliverables
During and after the telephone interviews, what are 
the deliverables? What time are my reports ready 
each day and how do I receive them?

Special thanks to Thoroughbred Research Group, 
Louisville, Ky., and DataPrompt International, Chicago, 
for providing input on the questions.

Questions you should ask when 
selecting a telephone facility

??
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The 2014 Directory of Telephone 
Interviewing Facilities was 
compiled by sending listing 
forms to firms we identified as 
having permanent telephone 
interviewing facilities. The online 
version of this directory lists 
nearly 700 firms. The 80 firms 
included in this print version 
are those that purchased listing 
enhancements. In addition to the 
company's vital information, we've 
included a line of codes showing 
the number of interviewing 
stations, the number of stations 
that use CATI and the number of 
stations that can be monitored on-
site and off-site.

2014 
Telephone 
Facilities 
Directory

A searchable version of 
this directory is available 

at www.quirks.com

http://www.quirks.com
http://www.quirks.com
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2. CATI - No. of stations using computer-aided interviewing
3. ON-SITE - No. of stations which can be monitored on-site
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Arkansas

C&C Market Research, Inc.
Fort Smith, AR 
Ph. 479-785-5637 
corp@ccmarketresearch.com
www.ccmarketresearch.com
Craig Cunningham, President
19-8-19-19

C&C is the global leader in market 
research and the largest data collection 
company in the U.S., with 47 locations 
nationwide. C&C is the No. 1 choice 
for your market research project. C&C - 
offering our clients every demographic 
diversity across the United States.
(See advertisement p. 59)

Arizona

Behavior Research Center
Phoenix, AZ 
Ph. 602-258-4554 or 800-279-1212
info@brc-research.com
www.brc-research.com
Earl de Berge, Research Director
32-32-32-32

BRC Field & Focus Services has 45 
years of experience providing a full 
spectrum of high-quality telephone 
data collection services throughout the 
U.S. and Latin America. BRC has pre-
dictive dialing, 32 CATI stations with 
ACS WinQuery 11.0 (fully backwards 
compatible), remote monitoring and 
40% of our carefully-trained interview-
ers are skilled in both English and 
Spanish. Specialities include Latino, 
executive, B2B, medically-at-risk 
populations, Native Americans, low-
incidence. Network of face-to-face 
interviews across the western U.S. 
Expert professional design, processing, 
analysis services also available.

California

Directions In Research, Inc.
San Diego, CA 
Ph. 800-676-5883 or 619-299-5883
info@diresearch.com
www.diresearch.com
David Phife, President
350-350-350-350

Directions In Research was founded in 
1985 and is an established firm offer-
ing both quantitative and qualitative 
services, while utilizing the latest tech-
nology and data collection methods. We 

Connecticut

SSI
Shelton, CT 
Ph. 203-567-7200 
info@surveysampling.com
www.surveysampling.com
Tom Johnson 
1700-1700-1700-1700

SSI (www.surveysampling.com) is the 
premier global provider of sampling, 
data collection and data analytic 
solutions for survey research, reach-
ing respondents in 86 countries 
via Internet, telephone, mobile/
wireless and mixed-access offerings. 
Additionally, SSI staff operates from 25 
offices in 18 countries, to offer 1,700 
CATI stations, questionnaire design 
consultation, programming and host-
ing, online custom reporting and data 
processing. SSI serves more than 3,000 
clients worldwide. Please contact us for 
a complete list of languages spoken.
(See advertisement cover, p. 57)

Florida

NORS Surveys, Inc.
Miami, FL 
Ph. 305-553-8585 or 800-989-4600
quality@norssurveys.com
http://norssurveys.com
Daniel Clapp 
75-75-75-75

NORS ... we deliver what we promise. 
America’s premier data collection 
specialists provide local, national 
and international multilingual qual-
ity services in English, Spanish 
and Haitan-Creole with our 125 
non-accented, bilingual and highly-
experienced staff. NORS offers 
sophisticated 80-station CATI - multi-
lingual interviewing, quick turnaround, 
professional translations and cus-
tomized tables. Service + Quality + 
Integrity = NORS.

Schlesinger Associates Orlando
Maitland, FL 
Ph. 407-660-1808 
orlando@schlesingerassociates.com
www.schlesingerassociates.com
Stephenie Gordon, Vice President
14-0-14-14
(See advertisement on inside front cover)

Thoroughbred Research Group
Cape Coral, FL 
Ph. 502-276-5503 
info@torinc.net
www.torinc.net
Steve Alsbury, President
75-75-75-75

have earned a well-deserved reputation 
for providing the highest-quality data 
while maintaining a superior level of 
client service. Our data collection capa-
bilities include CATI interviewing, Web 
surveys, IVR and recruit-to-Web. DIR’s 
headquarters are in San Diego with 
call center locations in Grand Rapids, 
Mich., and Costa Rica.

Harmon Research Group, Inc.
Anaheim, CA 
Ph. 714-280-0333 
info@harmonresearch.com
www.harmonresearch.com
Joey Harmon, President
200-200-200-200

HRGI specializes in data collection 
via Web and CATI. 200 CATI stations 
located in Costa Rica and Mexico run-
ning the latest Web/CATI software 
available. HRGI’s management team 
has provided data collection services 
for most of the top-50 Honomichl 
research companies. They have taken 
that knowledge base to create the 
best, highest-quality, low-cost data 
collection solution in the industry.

I/H/R Research Group
Tustin, CA 
Ph. 714-368-1884 
lynn.stalone@ihr-research.com
www.ihr-research.com
Lynn Stalone, Partner
100-100-100-100

State-of-the-art data collection. 120 
stations. Software: Ci3 CATI, Sawtooth 
WinCati, Query. Complete digital 
recording as well as playing of audio 
clips within surveys. Full audio and 
video monitoring. Five full-time CATI 
programmers on site. Plus, CATI-help 
interviewing/CATI management system, 
including computerized timekeeping 
and automated production/job status 
reports. Top-notch interviewers, includ-
ing Spanish. National, international 
and 800-inbound, plus complete mixed-
mode phone and online capabilities. 
Exceptional quality and outstanding 
performance on even the most chal-
lenging data collection projects.

Interviewing Service of America, Inc.
Van Nuys, CA 
Ph. 818-989-1044 
halberstam@isacorp.com
www.isacorp.com
Michael Halberstam, President
200-200-200-0

ISA is one of the largest marketing 
research data collection and process-
ing companies in the U.S. with 325 

CATI positions. We are known for our 
superior, expert service and as the 
industry leader in multicultural data 
collection, having conducted interviews 
in 67 languages. Online interviewing 
with SoapBoxSample, our innovative 
in-house online sampling leveraging 
multi-modal recruiting methodologies. 
Q-insights, ISA’s qualitative division 
with two LA-area facilities, provides 
national focus group recruiting plus 
field management for national F2F/
intercept specializing in outside-the-
mall approach for interviewing ethnic/
hard-to-reach targets. IVR interview-
ing plus programming, complete data 
processing, including coding, and 
translations available.

Interviewing Service of America, Inc. 
- Alhambra
Alhambra, CA 
Ph. 818-989-1044 
halberstam@isacorp.com
www.isacorp.com
Michael Halberstam, President
60-60-60-60

Interviewing Service of America, Inc. 
- Lancaster
Lancaster, CA 
Ph. 661-726-9480 
halberstam@isacorp.com
www.isacorp.com
Michael Halberstam, President
75-75-75-75

Luth Research
San Diego, CA 
Ph. 800-465-5884 or 619-234-5884
info@luthresearch.com
www.luthresearch.com
Maryanne Bennetch, Director 
Quantitative Research
110-110-90-90

For more than 35 years, Luth Research 
has been advancing next generation 
consumer intelligence with innovative 
market research approaches. Powered 
by our proprietary online research 
panel and cross-platform digital track-
ing capabilities, as well as traditional 
focus group and call center services, 
our innovative research methods help 
today’s businesses thrive.

Schlesinger Associates Los Angeles
Los Angeles, CA 
Ph. 310-295-3040 
LA@schlesingerassociates.com
www.schlesingerassociates.com
18-0-18-18
(See advertisement on inside front cover)

Schlesinger Associates San Francisco
San Francisco, CA 
Ph. 415-781-2600 
sf@schlesingerassociates.com
www.schlesingerassociates.com
Jason Horine, Managing Director
16-0-16-16
(See advertisement on inside front cover)
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Georgia
Schlesinger Associates Atlanta
Atlanta, GA 
Ph. 770-396-8700 
atlanta@schlesingerassociates.com
www.schlesingerassociates.com
Stephenie Gordon, Vice President
20-0-20-20
(See advertisement on inside front cover)

Hawaii

QMark Research
Honolulu, HI 
Ph. 808-524-5194 or 808-544-3020
barbara.ankersmit@anthologygroup.
com
www.qmarkresearch.com
Barbara Ankersmit, President
30-30-30-30

QMark’s mission is to find the answers 
to the questions that often underlie 
expensive decisions. From the public’s 
perceptions of a client to the motivat-
ing factors for a particular audience, 
QMark provides decision makers with 
sound information so that they may 
proceed in an educated, effective 
manner. We are a full-service market 
research company that also provides 
field service and/or data entry and 
tabulation services for U.S. mainland 
clients. QMark’s in-house calling 

center is equipped with a bank of 30 
telephone stations equipped with CATI 
software (Sawtooth Ci3 and Sensus 
Web/telephone). Our brand-new focus 
group facility seats 13 in the client 
room with tiered theater-style seating.

Illinois

Fieldwork Quantwork
Skokie, IL 
Ph. 888-TO-FIELD or 888-863-4353
KarynP@fieldwork.com
www.fieldwork.com
Karyn Picchiotti, President
50-25-50-50

Your resource for high-quality 
recruiting and quantitative data col-
lection. Specializing in all aspects of 
qualitative and quantitative research, 
including online, mail, telephone inter-
views and nationwide recruiting for 
TDIs, Bulletin Boards, Shop alongs, etc. 
Predictive dialing, data processing/
tabulation and on-site programming 
according to your specifications. 
Fieldwork Quantwork - where quality 
research is more than just talk!
(See advertisement p. 23)

Schlesinger Associates Chicago
Chicago, IL 
Ph. 312-587-8100 
chicago@schlesingerassociates.com
www.schlesingerassociates.com
Matthew Bahnson 
38-0-38-38
(See advertisement on inside front cover)

Indiana

Issues and Answers Network, Inc. 
(Br.)
Global Marketing Research
Connersville, IN 
Ph. 757-456-1100 (corporate) or 800-
23-ISSUE
peterm@issans.com
www.issans.com
135-135-135-0
(See advertisement p. 77)

Iowa

Epley Research & Consulting
North Liberty, IA 
Ph. 319-626-2567 or 800-733-7539
info@epleyrc.com
www.epleyrc.com
Steve Epley, President
10-0-10-0

For 26 years our Epley Probe® 
methodology has been uncovering 
motivations, expectations and root 
causes of behavior for a wide variety 
of industries. Qualitative interviews 
help you learn what is beneath the 
surface in your relationships with 
anyone affecting your bottom line. 
Engagements focus on issues such as 
sales wins/losses/renewals, product 
development, customer satisfaction, 
preventing declining relationships and 
winning back lost customers. Services 
include reporting on each interview, 
coding, analysis and optional .wav 
files, aggregate analysis/reporting and 
presentations.

DID YOU KNOW...

AAND DONT FORGET…
Issues & Answers is also a Qualitative Resource with 4 moderators on staff!

Peter McGuinness
Apparel

Insurance
Telecommunications

Amber Reilly
Agriculture

Government
Medical

Shelly Clark
Beverage Sector

Financial
Travel

Carla Lindemann
B2B

Consumer Goods
Pharmaceutical

Peter McGuinness or Carla Lindemann
info@issans.com

757-456-1100
5151 Bonney Road, Suite 100

Virginia Beach, VA 23462

ISSUES & ANSWERS HAS ADDED AN INTERNATIONAL CALL CENTER 
WHILE CONTINUING TO MAINTAIN 5 CALL CENTERS IN THE U.S. 

This latest expansion includes a fully equipped CATI facility with both B to B and Consumer 
capabilities. The additional facility boasts a fully bi-lingual staff conversant in almost two dozen 
languages. This unique expansion will allow us to do telephone research in Europe, Asia, and 
MENA.
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Information Specialists Group, Inc. 
(ISG)
Bloomington, MN 
Ph. 952-941-1600 or 800-279-5314
rmcgarry@isgmn.com
www.isgmn.com
Bob McGarry, President
40-40-40-40

Information Specialists Group Inc. 
(ISG) is an independent, full-service 
market research firm founded in 1996. 
Over the past 17 years, ISG has become 
an industry leader, delivering timely 
and cost-effective data collection and 
research analysis solutions. As a full-
service market research firm, ISG has 
its own call center with state-of-the-
art survey administration facilities. All 
services are performed in-house. ISG 
is a member of the Market Research 
Association, American Marketing 
Association and American Association 
for Public Opinion Research.

Missouri

Communications For Research, Inc.
Steelville, MO 
Ph. 573-775-4550 
info@cfrinc.net
www.cfrinc.net
Curtis Burrow, VP; Director Research 
Services
130-130-130-130

We utilize innovative practices, run-
ning a paperless telephone facility and 
seamlessly integrating mixed-mode 
methodologies. You receive additional 
benefits including real-time access 
to quota reports and data. Honest, 
dependable, knowledgeable project 
managers offer superior service to 
ensure optimal results. Industry-
leading researchers have partnered 
with CFR for their data collection since 
1997. Contact CFR today to discuss 
your quantitative and/or qualitative 
research needs.
(See advertisement p. 36)

Nebraska

Wiese Research Associates, Inc.
Omaha, NE 
Ph. 402-391-7734 
mary_arkfeld@wraresearch.com
www.wraresearch.com
Tom Wiese, President
120-120-120-120

WRA is a full-service research firm with 
30+ years of experience. State-of-the-
art call centers have 150 CATI lines 
and digital recording, staffed by expe-
rienced consumer and B2B interviewers 
(English and Spanish). We offer assis-
tance beyond simple data collection 
as needed, including study design and 
questionnaire consultation, coding, 

Schlesinger Associates Boston, Inc.
Boston, MA 
Ph. 617-542-5500 
boston@schlesingerassociates.com
www.schlesingerassociates.com
Terri-Lyn Hawley, Vice-President
20-0-20-20
(See advertisement on inside front cover)

Michigan

Issues and Answers Network, Inc. 
(Br.)
Global Marketing Research
Iron Mountain, MI 
Ph. 757-456-1100 (corporate) or 800-
23-ISSUE
peterm@issans.com
www.issans.com
Peter McGuiness, President
60-60-60-60
(See advertisement p. 77)

Issues and Answers Network, Inc. 
(Br.)
Global Marketing Research
Escanaba, MI 
Ph. 757-456-1100 (corporate) or 800-
23-ISSUE
peterm@issans.com
www.issans.com
Peter McGuinness, President
66-66-66-66
(See advertisement p. 77)

Minnesota

Anderson, Niebuhr & Associates, Inc.
Arden Hills, MN 
Ph. 651-486-8712 or 800-678-5577
info@ana-inc.com
www.ana-inc.com
John Steinlicht 
28-28-28-28

Full-service, custom-design research 
firm with 40 years of experience in 
health care, education, B2B, B2C, 
industrial, association, government 
and more: satisfaction research, brand/
image awareness and perceptions, 
needs assessment, market potential, 
member/nonmember surveys, etc. 
Conduct phone (CATI), mail, Web, 
focus groups and in-depth interviews, 
specializing in high response rates. 
Provide national and on-site research 
training workshops. Capabilities: study 
design, sampling, question-writing, 
data collection, complete data process-
ing/analysis and easy-to-understand, 
actionable reporting.
(See advertisement p. 63)

Maryland

Maryland Marketing Source, Inc.
Bay Area Research LLC
Randallstown, MD 
Ph. 410-922-6600 
cspara@mdmarketingsource.com
www.mdmarketingsource.com
Christopher Spara, CEO
40-40-40-40

Maryland Marketing Source Inc., 
established in November 1986, is a 
full-service market research company 
specializing in qualitative and quan-
titative custom-designed research. 
We are a hands-on organization that 
believes in high-quality, actionable 
and reliable research results. We don’t 
believe in cookie-cutter research; our 
capabilities are multifaceted and we 
tailor all of our projects to meet the 
specific needs of our clients. We main-
tain a state-of-the-art CATI facility, 
have established interviewer training 
procedures and are certified as MBE by 
State of Maryland, Baltimore City and 
other municipalities. Be it for assis-
tance with part or your entire project, 
we are here to help.

Massachusetts

Bernett Research Services, Inc.
Boston, MA 
Ph. 617-746-2703 
info@bernett.com
www.bernett.com
Matt Hayes, President and CEO
250-250-250-250

Bernett has the technology and the 
programming skills for you to monitor 
the progress of your project, listen to 
digitally-recorded interviews or run 
crosstabs through your own branded 
password-protected Web site. No other 
data collection company provides this 
level of service. Call centers are the 
core capability of Bernett Research. 
But, whether your market research 
project requires call centers, Web sur-
veys, focus groups or data processing 
services, Bernett has made an art of 
the science of data collection since 
1972.

Kadence International
Framingham, MA 
Ph. 508-620-1222 
usafws@kadence.com
www.kadence.com
Elizabeth Staples 
20-20-20-20

Kentucky

Service Industry Research Systems, 
Inc. (SIRS)
Field & Focus Group Facilities
Highland Heights, KY 
Ph. 859-781-9700 
lkolde@sirsinc.com
www.sirsinc.com
Lori Kolde 
95-95-95-95

Understanding consumer attitudes 
that are related to behavior is more 
important than ever in today’s 
competitive environment. SIRS quan-
titative research provides results that 
lead to successful strategic, business 
or brand planning. SIRS designs the 
best research approach for you, begin-
ning with problem and methodology 
definition. Then we devise lifestyle 
scenarios and pre-screening questions 
that encourage the highest percentage 
of relevant respondents. Analysis can 
include multivariate statistics com-
bined with sales, lifestyle data, market 
and competitive conditions and norma-
tive information.

Thoroughbred Research Group
Madisonville, KY 
Ph. 270-643-0222 
info@torinc.net
www.torinc.net
Steve Alsbury, President
70-70-70-70

Thoroughbred Research Group
Mayfield, KY 
Ph. 270-650-2080 
info@torinc.net
www.torinc.net
Steve Alsbury, President
75-75-75-75

Thoroughbred Research Group
Louisville, KY 
Ph. 502-276-5503 
info@torinc.net
www.torinc.net
Brad Larson 
220-220-220-220

Thoroughbred Research Group is a 
full-service research firm with over 35 
years of experience. Our consultative 
approach to each engagement ensures 
the most appropriate methodology 
is employed, the correct population 
is surveyed and that the results are 
meaningful. Services include question-
naire design, telephone interviews, 
programming and hosting Web surveys, 
traditional and online focus groups/
IDIs, advanced analytics and reporting.
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dedicated inbound 800-number capa-
bilities. Experienced programmers and 
IT staff provide impeccable data, real-
time reporting, data files and banners. 
Extensive experience and outstanding 
staff provide the elements required for 
an exceptional research partner.

I.C. International
Hicksville (Long Island), NY 
Ph. 516-479-2200 x1002 or 800-631-
0209
scottsycoff@icinternationalcorp.com
http://icinternationalcorp.com
Scott Sycoff, CEO
50-50-50-50

IC International is a world leader in 
data collection and global field man-
agement services. Our experienced and 
dedicated staff provides marketing 
research services for clients both in the 
U.S. and internationally. We offer a full 
suite of qualitative and quantitative 
data collection services and deliver 
quality actionable data, which allows 
our clients to meet their research 
goals. Our consultative approach cou-
pled with the experience of operating 
since 1983, stringent quality controls 
and customer-centric commitment is 
why clients work with IC International.

data collection company providing 
qualitative and quantitative research 
services across the U.S., the U.K. and 
worldwide. Our expert teams specialize 
in recruitment for any methodology 
and telephone interviewing is in high 
demand from our clients in the health 
care, consumer and B2B markets. 
We also offer the flexibility of multi-
methodology studies so that clients 
can combine an online survey and 
telephone interviews simultaneously 
through just one point of contact.
(See advertisement on inside front cover)

New York

Adelman Research Group - A 
SurveyService Company
Buffalo, NY 
Ph. 800-507-7969 or 716-876-6450
sadelman@surveyservice.com
www.adelmanresearchgroup.com
Susan Adelman, President
60-60-60-60

Adelman Research Group provides data 
acquisition, analytics and insights for 
telephone, Web and direct-mail meth-
odologies and is regarded as a reliable 
source for obtaining data provided by 
experienced, quality-driven research 
professionals. ARG specializes in cus-
tomer satisfaction, health care and 
wellness, market assessment and con-
sumer goods research. Our telephone 
center features digital recording and 

New Jersey

MAXimum Research, Inc.
Cherry Hill, NJ 
Ph. 856-874-9000 or 888-212-7200
sales@maximumresearch.com
www.maximumresearch.com
Robert A. Malmud 
100-100-100-100

MAXimum Research is proud to be 
providing over 14 years of high-quality 
research and the best customer service. 
We are a large research facility with a 
small-business, hands-on management 
approach. We can handle your whole 
project or be your invisible arm by pro-
viding you with the data you need to 
get the results you want, all in-house. 
We offer 100 CATI stations with a CfMC 
interviewing and Internet package with 
hosting. We have the capacity for quick 
turnaround of large studies.
(See advertisement p. 79)

Schlesinger Associates New Jersey
Iselin, NJ 
Ph. 732-906-1122 
info@schlesingerassociates.com
www.schlesingerassociates.com
AJ Shaw 
80-0-80-80

Schlesinger Associates and The 
Research House is a full-service 

verbatim cleaning, various data file 
formats, tabulation, statistical analyses 
and custom reporting. Interviewers 
are accent-neutral and our Midwestern 
location makes us very cost competi-
tive. We are quality and client-service 
oriented - let us impress you!

Wiese Research Associates, Inc. (Br.)
Lincoln, NE 
Ph. 402-483-5054 
may_arkfeld@wraresearch.com
www.wraresearch.com
Mary Arkfeld 
57-57-57-57

Wiese Research Associates, Inc. (Br.)
Norfolk, NE 
Ph. 402-391-7734 
mary_arkfeld@wraresearch.com
www.wraresearch.com
Tom Wiese, President
63-63-63-63

Nevada

Precision Opinion
Las Vegas, NV 
Ph. 702-483-4000 
info@precisionopinion.com
www.precisionopinion.com
Jim Medick, President
500-500-500-500

Precision Opinion for the past 20 
years has been the most prestigious 
name for phone and online data col-
lection. Precision is one of the largest 
field-service firms in the United 
States, complete with a government 
compliance division that oversees the 
company’s HIPPA, GSA and ISO 20252 
certifications. Precision Opinion Phone 
is home to 500+ CATI stations pow-
ered by Voxco and Pronto 6 Predictive 
Dialers. Methodologies include land-
line, cell, IVR, online and multi-mode. 
Precision Opinion’s clients’ include 
social science researchers, government 
agencies, Fortune 500 Companies, 
associations, and highly regarded 
research corporations in CASRO 
and AAPOR. Other services include 
Precision OnLine (a patent-pending 
Internet platform); and Precision 
Focus+ (for qualitative research). 
To discuss how a relationship with 
Precision Opinion might benefit your 
firm, call 702-483-4022 or email 
info@PrecisionOpinion.com.
(See advertisement p. 7)

Survey Technology & Research Center 
(STR)
Las Vegas, NV 
Ph. 800-482-3550 
info@strcenter.com
www.strcenter.com
Meg Ryan, Vice President
40-40-40-40

100 CATI Stations  
Online Studies/Hosting 
IVR—Inbound and Outbound 
Consumer, Medical, Executive, IT and In-Depth Interviews 
Recruitment for Online or IDIs 
Continually updated Healthcare Professional Database of 3/4 million + 
On-site Programming, Questionnaire Development, Coding, Tabulations and Analysis 
Toll-free inbound lines for B2B and Pharma Studies 
Specially Trained Interviewers able to Handle All Respondents 
Digital Monitoring and Recording System 
Capacity for Quick Turnaround of Large Studies 

1860 Greentree Road , Cherry Hill, NJ 08003          
Phone) 856-874-9000  Fax) 856-874-9002 

Email) Sales@MAXimumResearch.com 
For more information or to fill out an On-Line Bid Request: 

Www.MAXimumResearch.com 
 

SERVICESSERVICES  

We are ready to take on just your data collection or your whole project from beginning to end.     
All Done Under One Roof, 

Proudly Providing Quality          
Market Research For Over 14 Years 
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STR specializes in multi-mode data 
collection, reaching hard-to-reach 
respondents, cell/cell-only interview-
ing, address-based sample designs, 
high response rate requirements and 
executive-level B2B projects. Our expe-
rienced project managers, programmers 
and executive interviewers, as well as 
our cutting-edge technology, provide 
our clients with an effortless data col-
lection experience. STR partners with 
our clients to provide high-quality 
data collection solutions while working 
within clients’ research budgets.

Texas

Creative Consumer Research
Stafford, TX 
Ph. 281-240-9646 or 281-804-8171
ppratt@ccrsurveys.com
www.ccrsurveys.com
Patricia Pratt, President
75-75-75-75

Over 160 phone lines for interviewing, 
including over 130 with CATI for data 
collection. Nationwide and interna-
tional calling capabilities. Executive, 
in-home product placements, languages 
and more. Experienced in political 
polls, product placement, callback 
interviewing, advertising awareness, 
market share/penetration, bilingual 
interviewing.

Customer Research International
San Marcos, TX 
Ph. 512-757-8100 or 512-757-8102
michelle@cri-research.com
www.cri-research.com
120-120-120-120

Customer Research International Inc. 
(CRI) is a 200-station data collec-
tion call center located in the Austin 
metropolitan area. In its 18-year his-
tory, CRI has conducted over 5,000 
telephone survey projects for a variety 
of clients, including municipal entities, 
retail, high-tech, public opinion poll-
ing and more. We help you develop the 
research strategy you need to accom-
plish your business decisions. www.
CRI-Research.com

Galloway Research Service
San Antonio, TX 
Ph. 210-734-4346 
info@gallowayresearch.com
www.gallowayresearch.com
David D. Galloway, VP of Client Services
83-83-83-83

Galloway Research Services, the premier 
quantitative research firm in the Alamo 
City houses 83 networked CATI stations 
with access to the Internet, Sawtooth 
WinCATI Survey System. With over 40 
years of experience, you can trust GRS 
to meet all your needs. Our project 
management team works hand-in-hand 
with you to meet your demands. We 

Oregon

VuPoint Research
Portland, OR 
Ph. 800-344-8725 
info@mdcresearch.com
www.mdcresearch.com
Chris Creelman 
108-108-108-108

Data collection experts, VuPoint 
Research uses CATI (telephone) and 
web-based solutions to conduct over 
a million consumer and business 
surveys each year. Clients range from 
independent researchers to Fortune 
500 companies. Small, medium or large 
scale; from questionnaire programming 
to data collection to response coding, 
we’re here to provide the business 
information you need, when you need 
it. We are committed to excellence and 
continual improvement. We pride our-
selves on delivering the data you need 
quickly and efficiently - so that accu-
rate and comprehensive data can help 
guide your decision-making process. 
VuPoint Research works closely with 
our sister companies, which include: 
VuPoint San Francisco and VuPoint 
Portland focus group facilities; and 
MDC Research, a full-service primary 
market research consultancy.

Pennsylvania
Schlesinger Associates Philadelphia
Philadelphia, PA 
Ph. 215-564-7300 
lindita@schlesingerassociates.com
www.schlesingerassociates.com
Lindita Mezani, Managing Director
26-0-26-26
(See advertisement on inside front cover)

Survey Technology & Research Center 
(STR)
Sharon Hill, PA 
Ph. 800-482-3550 
info@strcenter.com
www.strcenter.com
Meg Ryan, Vice President
30-30-30-30

Survey Technology & Research Center 
(STR)
Reading, PA 
Ph. 800-482-3550 
info@strcenter.com
www.strcenter.com
Meg Ryan, Vice President
40-40-40-40

Survey Technology & Research Center 
(STR)
Allentown, PA 
Ph. 800-482-3550 
info@strcenter.com
www.strcenter.com
Meg Ryan, Vice President
200-200-200-200

Survey Technology & Research (STR): 
STR provides a full range of data col-
lection services, including telephone, 
online, IVR and mailing/scanning. 

Ohio

Burke, Incorporated
Cincinnati, OH 
Ph. 800-688-2674 
info@burke.com
www.burke.com
Damon Jones, Telphone Operations
60-60-60-60

As a full-service marketing research 
and decision-support company, Burke 
capitalizes on its state-of-the-art 
research execution, advanced ana-
lytical techniques and leading-edge 
technology to provide decision-support 
solutions to companies across all major 
industry sectors.

Convergys Analytics Solutions
Cincinnati, OH 
Ph. 800-344-3000 
marketing@convergys.com
www.convergys.com\solutions\analytics
Ann Georgesen, Director
60-60-60-60

Combining a network of innovative 
analytics solutions, Convergy’s expert 
team of researchers, analysts and 
consultants takes the guesswork out 
of understanding and improving the 
customer experience. By focusing 
exclusively on three core business 
issues - improving customer loyalty, 
identifying and driving incremental 
revenue and lowering service deliv-
ery costs – our integrated model is 
the strategic answer to transforming 
customer experiences into a com-
petitive advantage.

Oklahoma

OLC Global
formerly On-Line Communications, Inc.
Bartlesville, OK 
Ph. 800-765-3200 or 918-338-2000
askus@olcglobal.com
www.olcglobal.com
Peggy O’Connor 
225-225-225-225

We are now offering bi-lingual/bi-liter-
ate capability both near shore (which 
is on the river in Juarez, Mexico) or 
El Paso, Texas. Great facility, great 
people, great work ethic!

Sample Solutions
East Islip, NY 
Ph. 866-519-6343 or 631-277-7000
bid@mktginc.com
www.samplesolutions.com
Howard Gershowitz, Senior Vice 
President
160-160-160-160

Mktg., Inc., with 31 years of data col-
lection expertise, has always had a 
reputation for quality data collection. 
Our staff has an average tenure of 
over 25 years in the market research 
industry. Our CATI facility has been in 
continuous operation since opening 
in 1979 and all of our 160 interview-
ing stations have predictive dialer 
capability. The Sample Source Auditors 
division provides unique online sample 
quality measures and solutions. We 
offer the quality control metrics 
needed to insure a consistent data 
output and give researchers a stable 
sampling frame.

SurveyService - Division of Adelman 
Research Group
Buffalo, NY 
Ph. 800-507-7969 or 716-876-6450
sadelman@surveyservice.com
www.surveyservice.com
Susan Adelman, President
60-60-60-60

WorldOne
New York, NY 
Ph. 212-358 0800 
info@worldone.com
www.worldone.com
Matt Campion, President US/Global 
Accts
200-200-200-1000

WorldOne, the leading global 
healthcare insights and intelligence 
company, offers clients in over 80 
countries online and offline access to 
healthcare professionals; supporting 
the full range of quantitative market 
research services. Providing accurate, 
timely, and cost-efficient data col-
lection with access to millions of 
fully verified physicians and allied 
health professionals, WorldOne can 
tailor any project to meet a client’s 
specific needs.
(See advertisement on inside back cover)
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we conduct thousands of telephone in-
language interviews with multicultural 
consumers annually. Our data collec-
tion experience includes consumer, 
in-language ethnic, medical and B2B 
interviewing. We also offer coding, 
tabulations, PowerPoint report genera-
tion and dashboard creation services.

Telepoll Market Research Inc.
Toronto ON Canada
Ph. 416-977-0608 x222 
cschmakies@telepoll.net
www.telepoll.net
Christine Schmakies, Director of 
Operations
60-60-60-60

Telepoll is a boutique data collection 
firm specializing in telephone market 
research. Our telephone surveys assist 
organizations manage brands, markets, 
marketing campaigns and consumer 
perceptions. For over 20 years, Telepoll 
has been discovering the mysteries to 
markets around the world - uncovering 
the intricate details of target mar-
kets by conducting telephone market 
research to both business and con-
sumer audiences.

China
Kadence International
Shanghai China
Ph. 86-152-1944-0322 
chinafws@kadence.com
www.kadence.com
Cara Au, Fieldwork Manager
100-100-100-75

Costa Rica
Harmon Research Group, Inc.
La Uruca, San Jose Costa Rica
Ph. 714-280-0333 
info@harmonresearch.com
www.harmonresearch.com
Joey Harmon, President
110-110-110-110

Germany
Schmiedl Marktforschung GmbH
A Schlesinger Associates Company
Munich Germany
Ph. 49-89-231810-100 
info@schmiedl-munich.de
www.schmiedl-marktforschung.de/
munich/english/
Stephan Schmid, Managing Director
60-60-14-14
(See advertisement on inside front cover)

Hong Kong
Kadence International
Wanchai Hong Kong
Ph. 852-2834-8970 
china@kadence.com
www.kadence.com
Cara Au, Fieldwork Manager
10-10-10-10

is located just 1.5 miles from the air-
port and 2-miles from famed Lambeau 
Field, home of the Green Bay Packers. 
The Green Bay office features a beauti-
ful focus group suite and call center 
and offers business-to-business, medi-
cal, technical and consumer research. 
Quality research with unsurpassed 
customer service. 

Canada

Consumer Vision Ltd.
Toronto, ON Canada
Ph. 416-967-1596 or 866-967-1596
info@consumervision.ca
www.consumervision.ca
Kristi Turnbull, Vice-President
62-0-62-0

Located in the heart of downtown 
Toronto, Consumer Vision has been 
providing qualitative and quantita-
tive field management services for 
more than a decade to clients across 
Canada and the U.S. We operate seven 
state-of-the-art focus group facilities 
and our own in-house recruiting and 
quantitative telephone survey center. 
We have Canada’s largest recruiting 
database for capturing those tough-to-
reach consumers and professionals in 
sectors spanning packaged goods and 
financial services to more difficult-to-
reach small business people, physicians 
and health care professionals.

Elemental Data Collection, Inc.
Ottawa, ON Canada
Ph. 613-667-9352 
info@elementaldci.com
www.elementaldci.com
Colin Kiviaho, Partner
70-70-70-70

Elemental Data Collection provides a 
full range of field services including: 
CATI interviewing, online surveys, elite 
B2B, remote monitoring, multilingual 
capabilities, mail/data entry, coding 
and tabulation services. We are an 
independently-owned and -operated 
company. As your research partner, 
we ensure high-quality data and fast, 
responsive service at affordable prices. 
Working with you to ensure your suc-
cess – it’s in our nature!

Research House, Inc.
Toronto, ON Canada
Ph. 416-488-2328 or 800-701-3137
info@research-house.ca
www.research-house.ca
80-80-80-80

Research House was founded in 1976 
and is one of the most diversified 
independent data collection and 
data processing companies in North 
America. Our 80-seat, centrally-located 
CATI facility proudly adheres to MRIA, 
MRA and ESOMAR quality standards. In 
addition to English and French surveys, 

out the research menu. Experience 
includes many areas: agriculture, col-
leges and universities apparel, finance, 
pharmaceuticals, insurance, legal, state 
and local governments, fast moving 
consumer goods, utilities and customer 
satisfaction/retention.
(See advertisement p. 77)

Issues and Answers Network, Inc. 
(Br.)
Global Marketing Research
Grundy, VA 
Ph. 757-456-1100 (corporate) or 800-
23-ISSUE
clindemann@issans.com
www.issans.com
Carla Lindemann, COO
85-85-85-85
(See advertisement p. 77)

West Virginia

McMillion Research Service
Mindfield Online - featuring IQD
Charleston, WV 
Ph. 304-343-9650 
jmace@mcmillionresearch.com
www.mcmillionresearch.com
Gary or Sandy McMillion, Owners
100-100-100-100

The McMillion Companies provide 30 
years of experience across all phases 
of data collection and technology. 
McMillion Research provides 100 CATI 
stations for consumer- and business-
side data collection. Our online panel, 
Mindfield Online, uses the latest pro-
prietary software integration for the 
best panel and programming experi-
ence available. Breakthrough health 
care research combines a multi-method 
approach to physician and patient 
surveys. Our Web development team 
provides stunning data collection 
tools to give not only the respondent 
but your clientele the most advanced 
means of data collection.

Wisconsin

The Martec Group - Green Bay
Green Bay, WI 
Ph. 920-494-1812 or 888-811-5755
linda.segersin@martecgroup.com
www.martecgreenbay.com
Linda Segersin, General Manager
38-38-38-0

People do business with people 
because they choose to, not because 
they have to. You can always find 
others doing the same thing or selling 
the same product; it’s the personal 
connection that makes the difference. 
That’s why companies choose to do 
business with the Martec Group, offer-
ing full-service marketing research and 
consulting with a commitment to client 
relationships. Martec’s Green Bay office 

produce quality data on time and in 
budget. We care. Galloway Research 
maintains staff with Professional 
Research Certification.

Schlesinger Associates Dallas
Dallas, TX 
Ph. 972-503-3100 
dallas@schlesingerassociates.com
www.schlesingerassociates.com
Nancy Ashmore, Vice President
18-0-18-0
(See advertisement on inside front cover)

Utah

Discovery Research Group
Salt Lake City, UT 
Ph. 800-678-3748 or 801-569-0107
info@discoveryresearchgroup.com
www.discoveryresearchgroup.com
Robert Higginson 
450-450-450-450

With over 25 years of experience in 
market research, Discovery Research 
Group offers a wide range of research 
solutions and telephone interviewing 
capabilities that are customized for 
each project. We field telephone stud-
ies of all shapes and sizes, including 
tracking studies, complicated B2B 
projects and recruits. We are solutions-
oriented, innovative, flexible and have 
high-quality data that is consistently 
delivered on time. We offer a full range 
of quantitative and qualitative research 
services including large-volume tele-
phone interviewing capabilities.

SSI (formerly Opinionology and 
Western Wats)
Opinionology/Western Wats is now 
part of SSI
Orem, UT 
Ph. 801-373-7735 or 855-477-4726 
(toll free)
info@surveysampling.com
www.surveysampling.com
1700-1700-1700-1700

Virginia

Issues and Answers Network, Inc.
Global Marketing Research
Virginia Beach, VA 
Ph. 757-456-1100 or 800-23-ISSUE
peterm@issans.com
www.issans.com
Peter McGuinness, President
400-400-400-400

An independent global marketing 
research firm with five call centers 
in the US and one multi-lingual 
call center in Europe covering 40+ 
languages. Issues & Answers offers 
services ranging from the simplest to 
most complex, intended to meet all of 
your research needs. Issues & Answers 
has alliance partners worldwide pro-
viding its clients with a one stop, 
single responsibility research source. 
Telephone, web, in-depth one-on-ones, 
ethnographies and focus groups round 
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Kadence International
London United Kingdom
Ph. +44-20-7620-8393 
europe@kadence.com
www.kadence.com
Paul Donnelly, Global Fieldwork 
Services Dir.
60-60-60-25

Through our 7 integrated offices in 
USA, UK, India, Singapore, Indonesia, 
Vietnam and China, Kadence 
International provides high-end inter-
national telephone data collection 
in over 50 countries using native-
language speakers. Methodologies 
include CATI, recruit to web, qual and 
quant, IDIs and recruitment. Our team 
of 1,500+ professional interviewers 
expertly engage with C-suites, senior 
execs, KDMs, policy leaders, health 
care professionals and HNWI audiences. 
Clients have access to our web-based 
data capture systems, 24/7 online 
reporting and ISO9001/ISO20252 qual-
ity accredited processes.

Kudos Research
London United Kingdom 
Ph. 44-20-7490-7888 or 44-20-3217-
2850
info@kudosresearch.com
www.kudosresearch.com
Efisio Mele or Chris Smith 
95-95-95-95

Kudos Research provides high-value 
international telephone data collection 
into 80+ countries using native-lan-
guage speakers. Methodologies include 
CATI, online/mixed-mode, qual and 
quant, IDIs and recruitment. Our 
panel of 500 professional interviewers 
act as excellent ambassadors for you 
and your client, expertly engaging 
with C-suites, senior execs, KDMs, 
policy leaders, health care profession-
als and HNWI audiences. Centralized 
interviewing and project management 
from our London offices facilitates 
communication, coordination of qual-
ity and harmonization across markets. 
www.kudosresearch.com.

The Research House
A Schlesinger Associates Company
London United Kingdom   
Ph. 44-20-7935-4979 
bids@research-house.co.uk
www.schlesingerassociates.com/
Laura Haxton-Wilde, Managing Director
14-0-14-0
(See advertisement on inside front cover)

200+ seats. By focusing on one spe-
cific service, telephonic field work, all 
processes and procedures within the 
GDCC organization are centered towards 
providing the highest possible quality 
CATI field work, in the most effective 
and efficient way. GDCC has an inter-
viewer corps of more than 500 native 
speakers with more than 32 different 
nationalities. GDCC is the preferred 
fieldwork provider for various market 
research and consultancy companies in 
both Europe and the USA.

Philippines
Convergys Analytics Solutions
Makati City, Manila Philippines
Ph. 800-344-3000 
marketing@convergys.com
www.convergys.com\solutions\analytics
Kathy Renaker, Dir. Mkt. Research 
Outsourcing
150-150-150-150

Singapore
Kadence International
Singapore  
Ph. 65-6372-8710 
singapore@kadence.com
www.kadence.com
Greg Clayton, MD
30-30-30-30

United Kingdom
Kadence International
London United Kingdom  
Ph. 44-208-246-5400 
severard@kadence.com
www.kadence.com
Simon Everard, Managing Director
60-60-60-60

Kadence International
New Delhi India
Ph. 91-11-4556-8400 
india@kadence.com
www.kadence.com
Aman Makkar, Managing Director
50-50-50-50

Indonesia
Kadence International
Wisma Bakrie 2
Jakarta Selatan Indonesia
Ph. 62-21-5794 2133 
indonesia@kadence.com
www.kadence.com
Vivek Thomas, Managing Director
10-10-10-10

Netherlands

Global Data Collection Company 
(GDCC)
Rotterdam Netherlands
Ph. 31-10-300-3003 
sanne.krom@gdcc.com
www.gdcc.com
200-200-200-200

GDCC conducts global telephonic 
fieldwork from its 2 call centers with 

India

Cross-Tab Marketing Services
Mumbai India
Ph. 91-22-40682822 
sales@cross-tab.com
www.cross-tab.com
Ashwin Mittal 
45-45-45-20

Our service offerings include research 
operations management (ROM) (end-
to-end management of research 
projects from survey programming to 
fieldwork, analysis and reporting); 
global online and CATI data collection 
(conducting 1.5 million interviews 
across 65 countries worldwide in 
a year); market research process 
outsourcing (survey programming, 
open-end coding, data preparation and 
tabulation and reporting) and data 
analysis.

Kadence International
Mumbai India
Ph. 91-22-4232-8600 
india@kadence.com
www.kadence.com
Divesh Charan, Asia Fieldwork 
Coordinator
55-55-55-55
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www.quirks.com/resources/calculator.aspx


€ Moderating to the Max 
A Full-Tilt Guide to Creative, Insightful Focus Groups and 
Depth Interviews
Jean Bystedt, Siri Lynn, and Deborah Potts, Ph.D.

         978-0-9830436-2-1; paperback, list price $34.95

Qualitative Tips, Tricks, and Trends  ‹
What Every Researcher Should Know
Mary Kathryn Malone

978-0-981869-9-9; paperback, list price $24.95

€ Refocusing Focus Groups      
A Practical Guide  
Robert J. Morais

978-0-9819869-7-5; paperback, list price $19.95 

Custom Surveys Within Your Budget  ‹
Maximizing Profits Through Effective Online Research Design  
Brian Cooper and Maria Philips

978-0-9819869-3-7; paperback, list price $34.95

€ Customer Worthy
How and Why Everyone in Your Organization Must Think 
Like a Customer
Michael R. Hoffman

978-0-9819869-1-3; paperback, list price $49.95

Stir It Up!  ‹
Recipes for Robust Insights & Red Hot Ideas
Laurie Tema-Lyn 

978-0-9830436-3-8; paperback, list price $24.95

€ The Art of Strategic Listening
Finding Market Intelligence through Blogs and Other Social Media
Robert Berkman

978-0-9786602-7-7; paperback, list price $39.95
Also available in an interactive download edition

Practical Books for Smart Professionals

Paramount Market Publishing, Inc.
950 Danby Rd., Ithaca, NY 14850

www.paramountbooks.com
toll-free: 888-787-8100

MARKETING RESEARCH

ORDER DIRECT AND SAVE 
FREE SHIPPING with your PMP order, 
no minimum purchase!

Go to paramountbooks.com and 
use promo code QMRR12
 

http://www.paramountbooks.com
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••• cover-to-cover
Facts, fi gures and 
insights from this 
month’s issue

Reducing data waste by 30-40 
percent gets you much closer 
to the metrics that matter.

White papers reign 
supreme as the most-used 
and influential asset type 
throughout the purchasing 
process.

It is usually more important 
to talk to the right people 
than it is to worry about 
consistency of sample 
sourcing.

There must be someone in 
the organization charged 
with creating a relentless 
focus on the customer.

Anything kids read online, 
especially on smaller screens, 
should be written in short, 
punchy, conversational text.

Millennials tended to 
believe that their guesses 
were more correct than 
the prices we researched 
in-store and online.

BEFORE YOU GO ••• issue highlights 
      and parting words
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Coming in the May Quirk’s

••• data visualization
How correspondence analysis can be used to create strategic insights on brand placement and 
competitor reactions. 

••• data analysis
Why direct sales attribution to a marketing channel is problematic and potentially dangerous to your 
bottom line.

••• qualitative/health care
Mark Wheeler explores the application of behavioral economics to physician decision-making and 
prescribing.

In California, Quirk's knows how 
to party

We hope that you are enjoying our Cocktails with Quirk's events as much 
as we are - because there are more to come yet this year! On May 19, 

Quirk's will host another free networking event in conjunction with IIR's 
Future of Consumer Intelligence Conference in Los Angeles. The event will be 
held at the Karl Strauss Brewing Company Universal CityWalk from 8-11 p.m.

This is a great opportunity for researchers to network with their peers 
in a casual, comfortable environment. The party is free to attend and open 
to all Quirk's subscribers but space is limited, so please register in advance 
at http://linktrack.info/cocktails_la.

Cocktails
with

http://linktrack.info/cocktails_la
http://www.quirks.com


North America            South America            Europe            Asia-Pacific

With 17 offices around the world, WorldOne offers global healthcare data collection from a local perspective. 

WorldOne has ground-level access to physicians and other providers, providing timely, cost-effective and high 

quality data for your project. Whether Quantitative or Qualitative, WorldOne is the source for your research needs. 

For more information visit www.worldone.com

                GGGGGGLLLLLOOOOOOOOBBBBBBBBBBBBBBBBBBAAAAAAAAAAAAAAAAAAAAAALLLLLLLLLLLLLL  RRRRRRREEEEEEEEAAAAAAAACCCCCCCCCHHHHH..  LLOOCCAALL  TTOOUUCCHH..
1.8 MILLION VERIFIED GLOBAL HEALTHCARE PROFESSIONALS

http://www.worldone.com
www.worldone.com
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