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Certainty Matters
Especially these days, very few things in life or in 
business are certain. But with Logit as your data 
collection partner, you can be certain that your next 
project will be stress free - we guarantee it.

You can be certain about our fair and consistent 
pricing.  No hidden charges, add-ons or surprises.  
You can also be certain about the Logit team 
delivering results on time and with the highest levels 
of quality in the business.  

Call John Wulff at 1-866-845-6448 ext 248.  
If he doesn’t answer,  he’ll be certain to 
call you back.

www.logitgroup.com
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MRA’s new headquarters (white building at 
far right) is pictured in an image that could 
only be captured in one place. The view south 
on 15th Street in Washington’s downtown 
business district culminates with the 
Washington Monument. MRA’s new DC office 
opened on February 1.

Correction: In "Getting to Why – Uncovering New Perspectives on Familiar Topics: 10 Reasons to Take a Creative 
Approach to Qualitative Projects in the Healthcare Space" in December's issue, we correctly reported the authors as 
Donna Kelly and Stephanie Ludwig of Gfk Healthcare, but inadvertently indicated Alice Liftin instead of Stephanie 
Ludwig at the end of the article. Stephanie Ludwig is a Research Manager at Gfk Healthcare. Alert! regrets this error.

MRA

mailto:amy.shields@marketingresearch.org
mailto:lisa.lockwood@marketingresearch.org
alert.MarketingResearch.org
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How appropriate that contributions 
for February’s issue, Globalization and 
Marketing Research, come to us from the 
United Kingdom (Stockport and London), 
Greece, Brazil and the US (East and West 
Coast). It can only be described a good 
thing when your biggest “problem” as an 
editor is having too much content, which 
is exactly what happened this month. 
Thank you to all of the contributors who 
forced us to get very creative with layout 
in order to guarantee all of the brilliant 
insights reached the hands of readers. 
While you would expect and indeed might 
notice reoccurring themes in some of 
the articles, it’s the diverse perspectives 

relating to international marketing 
research and how to successfully conduct 
research on a global level that’s truly 
impressive. Almost all of the authors 
are first-time contributors, many of 
which responded to messages I sent 
via LinkedIn (after I saw and read other 
articles they had blogged or posted). I 
have found this to be an unparalleled 
resource in terms of content for Alert! and 
encourage readers who view compelling 

content elsewhere to contact me. It really 
is as simple as forwarding a link to an 
article or story that sparks interest and I 
will take it from there. While we are not 
focused on printing content that has been 
published previously or elsewhere, this is 
more an exercise in identifying exciting 
new topic areas as well as talented writers 
who offer a unique point of view.

As we gear up for an exhilarating first 
half of 2012, with the development of 
the Annual Conference in San Diego 
(www.MarketingResearch.org/ac12), 
modifications to PRC (see article on 
page 40), the relocation of headquarters 
(see article on page 16), and many first-
time themes for Alert! magazine (www.
MarketingResearch.org/print-advertising), 
MRA is hard at work. With a renewed 
commitment to keeping members and 
the general public informed about the 
Association’s efforts on behalf of the 
profession, we will, more than ever, utilize 
Alert! as a channel for communicating key 
objectives and progress from committees, 
task forces, the Board and staff.

Balancing the need to provide current 
content with the desire to “work ahead”, 
e.g. having articles assigned well in 
advance, I am always thinking about 
issues two to three months in the future. 
On a recent flight, I picked up January’s 
issue of Fortune magazine, The Future 
Issue. Realizing that it will already be off 
the stands and might well be old news 
by the time you are reading this (circle 
back to previously mentioned challenge of 
current content), I still must recommend 

finding a way to get your hands on this 
visionary issue of Fortune online. With 
an upcoming theme of technology in 
May’s Alert!, I was devouring each word 
of each article, as an editor and research 
practitioner – the possibilities for the 
future are endless, as are the areas we 
should be discussing. While it is common 
sense to examine new technology as 
it relates to marketing research, that 
doesn’t mean we should restrict our 

conversations to this limited area. As 
The Future Issue successfully did, why 
should we not also delve into the grander 
picture? Forget about “thinking outside 
the box” and assume for a minute that 
there is no box, no limit, no restriction. 
How will advances in technology impact 
us as residents of our respective cities, 
business persons, and researchers? I 
challenge readers to think big for May’s 
“Emerging Technology “ issue of Alert!, to 
start thinking about it now, and to reflect 
on who and how content might best be 
delivered. To begin this process, consider 
some of the fascinating topics covered 
in Fortune’s January issue: a guide to 
the future (supercomputers that fit in the 
palm of your hand, meat that grows in 
labs, solar power from space), the office of 
tomorrow (a technology wonderland filled 
with 3-D printers, hologram tables, office 
windows that turn into media screens, 
teleconferencing with programs that can 
translate languages instantaneously), a 
new vision for cities (foldable cars and 
flexible apartments), data scientists 
(by 2020 there will be 50 billion devices 
emitting information and talking to one 
another nonstop, which will create the 
need for teams of data scientists to mine 
data), education (a more market-minded 
approach where K-12 classrooms learn 
from businesses), banking (big US banks 
getting even bigger), food (lab-grown 
meat feeds the world), medicine (a map 
of the brain leads to cures), and radical 
technologies that solve the energy 
challenge (building a 500-mile car battery, 
harnessing the sun’s power, creating 
electricity in space).

The future is mind-boggling but 
imminent. 2020 will be upon us before 
we know it. What does the road (or, 
more appropriate, the superhighway) 
look like? What challenges will some 
of these unconventional predictions 
for technology raise for the marketing 
research profession? Are we embracing 
technology and other advancements at 
the same rate as other industries, or are 
we behind with adoption? Let’s really look 
ahead and, together, make May’s issue of 
Alert! as zany, creative, far-reaching, and 
illuminating as possible.

Amy Shields, PRC is the Editor of 
Alert!. She can be reached at 
amy.shields@marketingresearch.org.

Letter From the Editor

What’s Next?

“ Let’s really look ahead and, together, make 
May’s issue of Alert! as zany, creative,  
far-reaching, and illuminating as possible.”

www.MarketingResearch.org/ac
www.MarketingResearch.org/print
www.MarketingResearch.org/print
mailto:amy.shields@marketingresearch.org
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NEW: Miami Call Center: Gen. Pop & Hispanics
NEW: New Focus Group Facility in Shanghai
NEW: EFG Middle East: FGs, F2F, CATI, online
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Willkommen. Schlesinger Associates is now in Germany.

YOUR GLOBAL RESEARCH PARTNER, ANYWHERE, ANYTIME.

Focus Groups  >  Online  >  Recruitment  >  Technology  >  Global Project Management

Meet your customers. Anywhere. Anytime. Schlesinger Associates has added to its growing European 

network by acquiring the leading market research firm Schmiedl Marktforschung GmbH in Germany. 

With high specification research facilities in the key markets of Berlin, Frankfurt and Munich, 

Schlesinger Associates delivers single source solutions for qualitative and quantitative research in 

Germany with the uncompromising commitment to success you expect from every project we deliver. 

Call +49 (0) 30 23 509 690 to learn more about our expanding global capabilities.

USA  l   UK  l   FRANCE  l   GERMANY © 2012 Schlesinger Associates.

SA_Germany_Alert.indd   1 11/28/11   9:51:00 AM
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Cultural Differences: We Should Never Be Surprised to Get  
Varied Responses to Global Research Because Each Country  
and Its People Are Different
By Nick Hague

“We tend to have a human instinct that, ‘deep inside’, all people are the same, 
but they are not. Therefore, if we go into another country and make decisions 
based on how we operate in our own home country, the chances are we’ll 
make some very bad decisions.” – Professor Geert Hofstede.

Any global market research company 
accustomed to delivering research 
findings to a myriad of companies, 
in countries ranging from the USA to 
the Netherlands to China, knows how 
very important it is to understand the 
differences of individual countries. 
These dissimilarities might be 
cultural, behavioral or attitudinal, but 
a researcher needs to know what lies 
behind a given score before making 
informed recommendations for action. 

Implementing and evaluating research 
that covers multiple geographies requires 
an understanding of not only the different 
cultures but the infrastructures within 
a particular country. Will a Chinese 
respondent answer an unsolicited 
telephone call? Will an e-survey alienate 
half your target market in Spain? 
Additionally, making sure the translated 
questionnaire has the same meaning 
across all geographies can be a complex 
(but important) process. 

A Global Phenomenon: The Impact of 
Online and Social Media on Marketing 
Research
Understanding the impact of social media 
on marketing research involves close 
communication with real people across 
countries and cultures, therefore cross-
cultural difficulties flare up faster when 
actions and words occur instantly, often 
without much forethought. In face-to-
face cross-cultural communication, the 
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“When marketing to a variety of cultures 
online or digitally, researchers need to look 
at variations such as Web maturity, local 
infrastructure, and the online habits of the 
local population. These habits should affect 
decisions regarding how to meaningfully 
communicate with respondents in varying 
counties...China is currently undergoing 
a technological revolution, with Internet 
penetration and mobile telecommunications 
usage rates at an all-time high.”

non-verbal communication can help you 
to pick up on difficulties but with some 
research methods, especially written, 
potential difficulties have to be considered 
before any research takes place.

When marketing to a variety of cultures 
online or digitally, researchers need to 
look at variations such as Web maturity, 
local infrastructure, and the online habits 
of the local population. These habits 
should affect decisions regarding how 
to meaningfully communicate with 
respondents in varying counties. For 
example, China is currently undergoing 
a technological revolution, with Internet 
penetration 
and mobile 
telecommunications 
usage rates at 
an all-time high. 
While, for cultural 
reasons, face-to-
face interviews may 
be the preferred 
methodology 
for Chinese 
respondents, social 
media advances 
are increasingly 
changing the way 
marketing research 
is conducted in 
China. 

Another 
necessity is for 
researchers to find 
the best marketing 
channel(s) to use, 
be it websites, 
blogs, Twitter (etc), forums, newsletters 
or ezines, videos or audios. While social 
media has made marketing and market 
research easier in many ways, it has also 
brought more challenges to collecting 
and analysing data because the profiles 
of respondents need to be properly 
validated.

Marketing and Advertising
Because they have a marked influence on 
purchasing decisions, cultural differences 
are often the basis for international 
marketing communications, as well as 
global brand management strategies. 
With advertising, the message can be 
used to promote the benefits of a product 
or company and, at the same time, focus 
on preventive appeal. Regardless, the 
success of the advertising depends on the 
culture of the people being marketed to. 

Being aware of cultural norms can also 

help narrow down the target audience 
and produce more cost-effective 
marketing. For instance, in Japan and 
Austria, men usually are in control of 
decision-making, whereas in Sweden, 
women make the majority of purchasing 
decisions. However, it is not just about 
whom to target, but also how to target 
them. A continuous and relentless 
multi-channel approach is critical in any 
country, but especially in a country like 
China – where brand loyalty is constantly 
being tested by growing competition and 
an ever-increasing variety of goods and 
services in the marketplace. Therefore, 

even though the promotional mix may 
be very different in China than it is in US 
(direct mail represents just 5% of Chinese 
companies’ advertising spend, compared 
to 35% of American firms), China likely 
could retain value in grabbing the 
attention of potential customers through 
direct mail precisely because not as many 
companies in their country are using it for 
promotion.

Cross-cultural Methodology
In a world where business activity is 
increasingly global, researchers have to 
be sensitive to cultural differences that 
can have an impact on what is acceptable 
and what is not, right down to “basic” 
questions about age or income. In regions 
such as Asia and the Middle East, it is 
considered bad form to ask questions 
about employees, performance, standards, 
and financing.

Failure to adequately address the 
myriad of complex methodological 
issues to be considered in cross-cultural 
marketing research will severely limit 
the usefulness of the project. From 
a data collection viewpoint, variable 
response styles represent a major threat 
to the correct interpretation of market 
research findings. This threat is further 
increased due to samples of respondents 
from different cultural backgrounds. 
Unfamiliarity with the cultures and 
environmental factors of the countries 
where the research is being conducted 
can greatly increase the difficulty 

of attaining 
comparability.

Therefore, one of 
the most important 
aspects of carrying 
out international 
research is having 
insight as to why 
individuals from 
countries around the 
world convey such 
different ratings 
when receiving 
a similar (if not 
identical service) 
from the same 
global organization. 
This is especially 
true in “voice of the 
customer” surveys. 
Many factors impact 
a person’s response 
to research surveys, 
including: the 

domestic political situation (some cultures 
have a very strong sense of nationalism 
and government pride and, therefore, are 
more comfortable and willing to purchase 
from companies with some sort of 
government backing); religious attitudes 
(different religions and the depth of a 
person’s own beliefs will alter research 
answers); environmental and world 
opinions (such as how a person views 
the environment, climate, the economic 
situation, etc.); family values (which play 
a great part in an individual’s response, 
in additional to responses that vary as a 
result of the national characteristics of 
their country).

Customer Satisfaction Research  
on the Rise
Inquiries for customer satisfaction and 
loyalty research have risen as the global 
recession bites harder and companies 
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have increasingly turned attention 
towards retaining their existing customer 
base. 

Taking a closer look at the voice of the 
customer ratings in a typical customer 
satisfaction survey, the norm is to use 
a 10-point scale where 1 means totally 
unsatisfied and 10 means totally satisfied. 
When asking this question to customers 
across different countries, certain trends 
manifest:
•	 Anglo respondents e.g. USA, UK, 

Canada, Australia, Nordic and a 
number of Western European cultures, 
tend to use all points on the scale;

•	 Across Asia (and especially in countries 
such as China, Hong Kong and Japan), 
respondents tend to use the middle of 
the scale, avoiding the extremities of 
very satisfied or not very satisfied;

•	 Respondents from Latin countries e.g. 
Italy, Spain, Brazil, and Argentina, are 
inclined to use the end of the scales, 
thus are more likely to register high 
scores overall.
It is important to recognize that while 

these observations are generalizations, 
we do see that respondents from North 
America typically give higher satisfaction 
scores than their UK or Western European 
counterparts. Of course, this outcome 
is due to cultural differences. As an 
anecdotal example, I have an American 
colleague who works within our European 
headquarters and, on his first day at B2B 
International, he greeted me with the 
question, “how are you today,” to which 
I replied “OK.” He looked aghast and 
then asked, “Why? What’s the matter?” 
There was no problem – nothing was the 
matter, but my usual English response 
led my colleague to think that something 
was wrong based on our different cultural 
backgrounds. 

Based on differences similar to this 
example, many Americans would 
typically rate a product or service as a 9 
or 10 (totally satisfied or excellent) while 
Europeans would rate a similar issue as 
a 7 or 8 (an okay, acceptable, satisfactory 
score). Another reason for higher 
satisfaction scores in the US could be that 
Americans are more likely to respond to a 
survey, even when service levels are good 
and expectations are being met, while 
Europeans only respond if the service is 
poor or they have a gripe to bear. 

Typologies that Impact Response Styles
To some degree, this point of view 
regarding rating variances is a personal 

one, so like any good researcher, I 
wanted to know if any external research 
(specifically looking at geographical 
scoring differences) had been carried 
out. Indeed, I located one such piece of 
research that was conducted with 116,000 
employees of IBM Corporation, operating 
in more than 40 countries. Using these 
findings, Geert Hofstede from Maastricht 
University, developed a framework 
that identified four different typologies, 
based on national culture that impacted 
response styles. 

Power distance: The degree to 
which people in a country accept a 
hierarchical or unequal distribution of 
power in organizations. Respondents from 
cultures high in power distance typically 
score mid-response ratings. Countries 
showing this type of response style 
include Malaysia, Taiwan, Singapore, 
India, Philippines, China, Brazil, Chile and 
Mexico.

Uncertainty avoidance: The degree 
to which people prefer structured 
vs. unstructured situations. Cultures 
high in uncertainty avoidance prefer 
unambiguous situations and are more 
likely to use the endpoints of the scale as 
opposed to the middle, thus exhibiting 
an extreme response style. Countries 
showing this type of response include 
Belgium, Poland, France, Spain, Portugal, 
Turkey, Korea and Japan.

Individualism: The degree to which 
people in a country focus on working as 
individuals vs. working together. Cultures 
high in individualism are less likely 
to exhibit a middle satisfaction score 
because they emphasize their individual 
opinion, as opposed to their perception 
of the group opinion. Among all the 
response styles, individualistic cultures 
may exhibit extreme response styles and 
include countries such as US, Canada, 
Australia, UK, Denmark, Sweden, Norway, 
Belgium, Italy, Hungary and France.

Assertiveness: The degree to which 
people in a country emphasize traits 
such as assertiveness and insensitivity 
to feelings. One could hypothesize that 
individuals in these cultures favor more 
extreme response styles and that “softer,” 
more “sensitive” cultures exhibit more 
modesty or middle response styles. 
Countries that have been categorized 
as assertive are the UK, Germany, Italy, 
Hungary and Japan. However, it should 
be pointed out that Geert’s research is 
inconclusive with regards to the impact of 
this dimension on response scores.

Conclusion
Every global business needs a feedback 
loop to assess their performance and 
provide an ongoing measurement and 
benchmark for future progress. Voice of 
the customer surveys are excellent at 
delivering this feedback, but different 
country cultures do impact responses 
and response rates. When analyzing 
international research findings, a 
researcher needs to use their knowledge 
and judgment regarding whether a 
response is based on different levels 
of performance, or simply as a result of 
cultural difference. 

When comparing international voice of 
the customer research findings, consider 
the following three steps:
1. Compare internal satisfaction scores for 

a particular country and avoid cross-
country comparisons; for example, 
comparing county or state satisfaction 
scores within your country.

2. Compare same country results 
relative to previous waves of research 
(benchmarking changes and 
improvements).

3. Make sure that your voice of the 
customer survey is not just quantitative 
in design. The customer satisfaction 
toolbox is wide and varied. Above and 
beyond a scalar response to “overall, 
how satisfied are you with the service 
delivered,” it is equally important to 
find out qualitatively what a customer 
does and doesn’t like, and what future 
changes need to be made.
Finally, remember that when it comes 

to customer service and customer 
satisfaction, an issue that transcends all 
geographies is simply this: it is imperative 
that the customer is listened to, and feels 
valued and cared for. Relationships are 
key in any business-to-business market 
throughout the world. Invest in your 
people. They are the face of your business 
and, more often than not, are the driving 
force behind excellent satisfaction scores 
– whether you are based in Texas, Tokyo 
or Timbuktu. 

Nick Hague is a Director and founding 
member of B2B International, which 
has offices in New York and Chicago, 
Manchester and London UK, Brussels 
EU, Moscow, Beijing and Shanghai. B2B 
International is a specialist business-to-
business market research consultancy 
that provides customized business-to-
business market research and intelligence 
studies on a global scale. 
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Welcome New Members
Kellie Arthur
Embry-Riddle  
Aeronautical University
Pensacola, FL

Ila Brouder
Fresenius Kabi USA  
(APP Pharmaceuticals)
Schaumburg, IL

Edward Gleeson
Printing Industries of America
Pittsburgh, PA

Al Gonzalez
Dallas-Fort Worth  
International Airport
DFW Airport, TX

Jane Kartheiser
Teva
Kansas City, MO

Hal Koenig
Oregon State University
Corvallis, OR

This education award is given to selected qualified candidates 
who are currently in the survey and opinion research 
profession or those interested in pursuing a career in this 
profession.  The award has been established by the Marketing 
Research Association to provide financial assistance for 
qualified individuals to enhance their education in the survey 
and opinion research profession. It is given in recognition of 
MRA’s first Executive Director, Betsy J. Peterson.

The recipient of the award will get the Principles of  
Marketing Research Program (MRII) administered by the 
University of Georgia.  

Applications will be reviewed and the award will be 
presented to the student(s) or person(s) who meet all 
eligibility requirements and who, in the opinion of the 
scholarship committee, will make a positive contribution to 
the profession of survey and opinion research. 

The application deadline is March 31, 2012.  Apply today  
at http://www.marketingresearch.org/scholarships

MRA now Accepting ApplicAtions foR the
beTsy j.  peTerson AwArd

Roy Kokoyachuk
ThinkNow Research
Burbank, CA

Jean Ann Kruell
Food Perspectives
Plymouth, MN

Kevin Lyons
Lipman Hearne
Melrose, MA

Jennifer Macway
Meta Research, Inc.
Sacramento, CA

Cory Mann
Cory Mann Consulting
Wakefield, MA

Sloane Moore
Nia Enterprises, LLC
River Forest, IL

Claudia Portella
Hope Enterprises USA LLC
Fort Lauderdale, FL

Doug Smith
Epley Research & Consulting
North Liberty, IA

Eric Snider
Lifestory Research
Newport Beach, CA

Diane Traiger
Clarion Research Inc.
New York, NY

Donald Vivrette
MacKenzie Corporation
Irvine, CA

Adam Watkins
Lifestory Research
Phoenix, AZ

For more information on joining MRA,  
visit www.marketingresearch.org/
membership

www.marketingresearch.org/membership
www.marketingresearch.org/membership
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Science. People. Innovention

info@surveysampling.com   surveysampling.com

®

More than three decades ago, Linda Piekarski joined 
SSI—and became one of the pioneers inventing the 
    sampling industry.  Ever since, she has helped us 
       continue to lead the way, constantly innovating 
            and advancing the field we created.  But no 
                 matter how much things change, Linda is            
                 on a mission to ensure one thing remains 
                    the same.  SSI stays  true to our heritage of 
                     rigorous science, methodological excellence
                      and uncompromising quality.  So you know 
                      every project you trust to us—whether online
                          or o�  ine, global or local—is in safe hands.  
                       Linda wouldn’t have it any other way.

MISSION
Linda is  on a 

Linda Piekarski

Just one of the people working for you at SSI.
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We always like to hear about the 
experience of our members. Can you 
tell us how long you’ve worked in 
marketing research, as well as what 
your specific role is? 

I have been working in marketing 
research for about 18 years now. I started 
as a moderator and today I have my 

own company. I am still very involved 
in qualitative research, but also in 
prospecting new clients and am very 
concerned with training and education in 
this area. My goal today is to make sure 
that the people who work with me are 
trained and updated regarding all of the 
new technology and insights.

Member Spotlight

Falling in Love with Market Research (and Ana Lucia Mendes)
By Amy Shields, PRC

You walk into a crowded room and see someone 
on the opposite side whose very presence puts you 
at ease and makes the room seem more friendly 
and welcoming. Often, that person for me has been 
Ana Lucia Mendes. I first met Ana many years 
ago when we served on the MRA Board together 
and it seems to me that it would be difficult, if not 
downright impossible, to not be taken in by her 
positive outlook, brilliant mind and contagious 
smile. Talk about a triple threat! Because this 
month’s theme is Globalization and Marketing 
Research and Ana is an international researcher 
located in Brazil, we wanted to spotlight this special 
member, in case you haven’t had the pleasure of 
meeting her yourself.

Please tell us your story – how you 
got started in the industry.

I started in marketing research by 
accident and never thought I would fall 
in love with it…but I did! I was working 
at a company as a financial manager 
and I was very unhappy, but at the 
time, I was a single parent with three 
children and needed the paycheck. One 
morning I got up and decided that it 
would be my last day at that company. 
At lunchtime, my ex-sister-in-law called 
and offered me a temporary job at Sao 
Paulo State University in the Economics 
and Managing Department. They needed 
people who knew about economics 
(right up my alley) but the position they 
needed to fill had something to do with a 
job they were specifically commissioned 
to do from the Ministry of Education. I 
accepted the temporary position, even 
though I was uncertain exactly what 
the job entailed or what I was supposed 
to do. As it turned out, it was research 
(not marketing research because it 
was for the government). I had to go to 
several Brazilian states, interviewing the 
Secretary of Education about their budget 
and training interviewers to go in-field to 
interview at local and city levels. By the 
end of the job, I was friends with a girl 
whose father owned a market research 
agency and needed someone who spoke 
English and was a good moderator for 
some special work with a very important 
client. Guess who that client wound up 
being? Elizabeth Anne Champion – my 
best American friend, as I now call her. I 
worked at this company for several years, 
until 2004, when I decided to open my 
own business, Albar Research. A decision 
I am glad I made, since we are doing very 
well! 

What motivated you to become 
an MRA member and, as an 
international member, what do you 
consider the greatest benefits of 
your membership to be? 

I was motivated to become a proud 
member of the Philadelphia Chapter 
(since 2006), again as a result of my 
friendship with Bette Anne, who 
recommended I do so. As an international 
member, the benefits are education, new 
technology, and networking with other 
professionals from, and in, the US. 
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I obviously know you were on the 
Board of Directors for MRA. Can you 
tell us what the experience was like 
for you?

My role was to represent the 
international members of the MRA who 
are members of a chapter in the US, 
but are not able to participate as much 
as they would like (due to distance, 
travel expenses, etc.) It was one of the 
most interesting experiences for me. 
As someone from outside the US, I 
learned through real experience how an 
association works in the United States. 
Being on the Board of Directors made 
me realize how hard one has to work to 
provide benefits for the majority of the 
members, and to 
think with different 
hats. Above all, 
however, the 
best part of the 
experience was 
making all the 
friends I did. I miss 
you all. 

Please share, 
specifically, your 
experience with 
international 
research. As the 
world changes, 
the differences 
between 
countries become 
magnified – how does this affect the 
research you’re doing? 

While not exclusively, we do mainly 
work with the healthcare and beauty 
industries. Further, the majority of 
our work is being commissioned on a 
global level, which means that other 
agencies are conducting the research 
internationally, with Albar conducting 
the Latin American piece of the project. 
Our challenge includes adapting the 
methodology (and the discussion guide 
and questionnaire) to our reality, without 
affecting the methodology of the global 
study. And, educating the client – 
that it is a different reality altogether. 
International clients have to take into 
consideration cultural and technology 
differences. Although 48% of our 
population in Brazil has Internet access, 
this is not the best method for collecting 
data because our connections are not 
as “broad” as in the States. We have to 
adapt. 

One of my favorite things to 
learn from members is what they 

considered the most fun part of 
marketing research to be. 

Meeting people! No doubt about 
it. And, by this, I mean not only other 
professionals, but also the diversity of 
respondents that I have met and how 
much I have learned from them; their 
values, their way of life, their knowledge 
on a specific subject. It is fun, but also 
very touching. 

What has been your most 
rewarding experience as a 
researcher been? 

I have been blessed with so many 
rewarding experiences. For me, it is very 
rewarding and makes me proud when 
I receive an email from someone that 

I don’t know, requesting a proposal or 
asking for a meeting because another 
client has referred us. That makes my day. 

What is the strangest request 
you’ve ever had from a client?

I’ve had some strange requests, but 
the one that is unbeatable is when 
we were commissioned to conduct an 
ethnographic project about shampoo. 
It was an international project and the 
male CEO was coming to Brazil for the 
fieldwork. The problem arose because 
they wanted the female respondents to 
take a shower, using shampoo, and they 
wanted to film the action. Of course, 
we informed the clients that the only 
way we could conduct the research 
was if the respondents were in bathing 
suits, and that only the interviewer and 
the videographer (both females) would 
be allowed in the bathroom while the 
respondents were shampooing. The client 
we were working with, also a woman, 
tried to convince us that it was very 
important for the male CEO to watch and 
she simply could not foresee any issues 

since Brazilians dance almost naked 
during carnival. She was not, of course, 
Brazilian. (Just so you know, I was firm in 
my position!)

Now the fun part for you, where 
you get to wax poetic about what 
matters most to you; interests, 
family, etc.! 

I love to cook, to read, to go to the 
movies and basically just enjoy my family 
and my friends. And, I love to travel. I 
support ecology causes in different ways 
and try to implement new attitudes in 
work and family environment. I also 
support educational causes for needy 
children in my country. I have been 
married to Renan for 10 years now, going 

on another 10 at least. 
I have three “boys”: 

Bernardo, 28, who works 
for Google and is married 
to Gabriela (my beloved 
daughter-in-law who works 
at Albar Research); Leonardo, 
26, who is a mining engineer, 
and Breno, 23, who is a 
social scientist and works for 
Millward Brown. 

Finally, what are the 
most challenging issues 
you’re facing as a business 
person and are there any 
quotes you live by?

I believe that the biggest 
challenge of a business 

owner is maintaining the business. It is 
an everyday struggle, especially when 
you have people who work for you and 
rely on the stability and growth of your 
business. Of course, one has to plan, think 
strategically, know the industry very well, 
and be prepared for the bad times. Some 
of which is easier said than done.

“It is better to shoot up the struggle 
in pursuit of better days, even at the 
risk of losing everything, rather than 
remain static, like the poor in spirit, 
not strive, but also cannot win, they 
do not know the pain of defeat, nor 
the glory of rising from the rubble. 
Those poor in spirit, at the end of his 
journey on earth do not thank God for 
having lived, but excuse themselves 
before Him, because they only last for 
life.” –Bob Marley

To recommend an MRA member 
with a special story or background to 
be interviewed for a future Member 
Spotlight, please contact the editor at 
amy.shields@marketingresearch.org.

“ I have been blessed with so many 
rewarding experiences. For me, it 
is very rewarding and makes me 
proud when I receive an email from 
someone that I don’t know, requesting 
a proposal or asking for a meeting 
because another client has referred us. 
That makes my day.”

mailto:amy.shields@marketingresearch.org


14                                                                                                                                                                MRA’s Alert! Magazine – February 2012

spoken in the San Francisco Bay Area. 
Most of the conversations I overhear 
on the subway are not in English. This 
cultural richness is also reflected in the 
foods we eat, the holidays we celebrate, 
and even the clothes we wear. Like most 
Bay Area residents, I thrive in this global 
village. Like many marketing researchers, 
I travel around the country quite a bit. 
After a few days on the road, I start to feel 
a void. I just don’t feel right. Many years 
ago, I realized I was missing the diversity 
of San Francisco. Get me back in town, let 
me walk down most any crowded street, 
and I am cured.

With our company headquartered in 
San Francisco, people just assumed we 
had international capabilities. We weren’t 
founded with plans to do international 
work, but quickly discovered we had 
to build this expertise. It has been 
a delightful experience. We quickly 
learned it is both a very small and a very 
large world. To this day, our first rule for 
international work is to remember we 
aren’t in Kentucky anymore. We can’t 
assume the same study design and 
survey instrument can be applied in other 
countries. Results cannot be interpreted 

with the same assumptions as you would 
make in a US study. You must be careful 
when comparing results across countries.

One of my favorite lessons learned, and 
one I will never forget, is the difference 
in response rate. We do a lot of IHUTs. 
Back when product placement was 
mostly through mall intercepts, we would 
typically see an 80-85% after-use response 
rate. Now that most of these studies 
are completed online, we see a 60-65% 

response rate. Recently, we conducted 
an IHUT in the US, Germany and Japan 
regarding a fairly high-end, expensive 
product. As expected, we got a 62% 
response rate in the US. This climbed to 
85% in Germany. Then I received what 
I feared was an ominous call from our 
partners in Japan. They were calling to 
apologize because they only achieved a 
98% after-use response rate. They were 
sincerely disappointed and felt they had 
failed us. I’m still not sure if they believed 
me when I told them this was well beyond 
our expectations.

Another aspect of the globalization 
of our industry is the offshoring of work 
to other countries. I probably receive as 
many sales solicitations from companies 
outside the US as I do inside the US. In 
these cases, I have been disappointed 
that the non-US companies have not 
taken the time to learn cultural differences 
when they are selling to US firms. 
The tactics employed by their sales 
representatives are often rude and well 
beyond acceptable business decorum. 
I’m not saying this is true for all non-US 
companies, but it is more the norm than 
the exception. While I try to be open to 
any potential partner situations, this turns 
me off and keeps me from considering 
these companies. 

Globalization is definitely here. It is part 
of our everyday lives and a big part of our 
industry. But I’m not sure if the world will 
continue to shrink or if it will grow larger.

Ken Roberts, PRC is the Chairman of 
the Marketing Research Association and 
President of Cooper Roberts Research.  
He can be reached at  
kroberts@cooper-roberts.com. 

I Don’t Think We’re in Kentucky Anymore

I know the saying is Kansas, but 
since I grew up in Northern Kentucky, I 
thought I could take a little license with 
the slogan. While Northern Kentucky/
Greater Cincinnati was the home to 
some international companies such as 

Procter and Gamble, there was nothing 
international feeling about the area. 
Almost everyone spoke English, probably 
99% of the population was Caucasian or 
African American, and the vast majority 
were born and raised in the area.

I moved to San Francisco in 1984, 
where I soon discovered one of the most 
culturally and ethnically diverse cities in 
the country. According to the US Census 
Bureau, 112 different languages are 

Chairman’s Perspective

“ ...our first rule for international work is to 
remember we aren’t in Kentucky anymore. 
We can’t assume the same study design and 
survey instrument can be applied in other 
countries. Results cannot be interpreted with 
the same assumptions as you would make 
in a US study. You must be careful when 
comparing results across countries.”

cooper-roberts.com


MRA’s Alert! Magazine – February 2012                                                                                                                                                                                  15



16                                                                                                                                                                MRA’s Alert! Magazine – February 2012

Moving Forward
Message From MRA’s CEO

MRA has moved its headquarters from 
Glastonbury, Connecticut to Washington, 
DC. It’s a big move for us that includes 
many benefits for you as an MRA 
member, and it was a long time coming, 
(as you might remember from my article 
six or so months ago). 

The notion of where MRA should be 
headquartered has been kicked around 
for decades. For as long as anyone can 
remember, we’ve been in Glastonbury. 

A suburb of Hartford, the MRA office 
there was large and serviceable, but in 
recent years there was a realization that 
inertia was less than a good reason for 
MRA to be headquartered somewhere. 
Of course, there was a reason we were 
in Connecticut. Legendary former MRA 
executive director Betsy Peterson was 
from Glastonbury, making it her home. 
In that context, the location made all the 
sense in the world. With her retirement, 
however, that rationale vanished.

Two years ago, in my first interview 
for this job, I asked, “Why Glastonbury?” 
“Good question,” came the quick reply. 
It didn’t take a rocket scientist to realize 
that my question was unoriginal. There 
seemed to be a quiet sense that a move 
was overdue, but the idea was just that, 

quiet. Moving to Washington was not a 
given, either. Chicago (home to AMA and 
many in the research profession) as well 
as New York were mentioned. MRA is 
incorporated in the State of New York and 
one of our largest chapters is based there, 
as well as scads of researchers.

But I digress. Sensing the latent need 
to base our presence strategically, in 
October of 2010 I proposed to the MRA 
Board of Directors that MRA relocate 
its headquarters from Glastonbury to 
Washington, DC. This was not an idle 
thought. While reading the PowerPoint 
slide deck en route to the meeting, one 
Board member said that as she read 
through the proposal, a flight attendant 
noticed her furrowed brow and asked if 
everything was ok. Heavy stuff, really. 

The idea was met with questions 
and reflection. Was this a good idea? 
What would it mean? How would the 
membership benefit? What would it cost? 
A briefing memo covering all the pros 
and cons was drafted and went through 
dozens of revisions before distribution. 
The Board wanted to look at the issue 
with eyes wide open, and they did. In a 
telecon in December of 2010, a serious 

discussion ensued with many of the 
positive and negative points covered in 
detail, and all with passion. In the end, 
a solid majority ruled and the move was 
scheduled for a year later.

It took a little longer than I had hoped 
(doesn’t everything?) and we ended up 
closing our Glastonbury office in late 
January, officially opening our doors in 
Washington on February 1. We considered 
about 65 different office spaces in DC, 
visited 25, and narrowed it down to 12, 
then 5, then 3, then 1. In the end, I was 
pleased to be able to report that we ended 
up with the first choice of all that we saw. 

Moving, as I’ve rediscovered, is 
exciting, renewing and invigorating – as 
well as a huge pain in the tukhus and in 
this I understate. The number of contracts 

that need to be cancelled or renegotiated, 
services that need to be stopped and 
started, and the unavoidable and 
considerable disruption in people lives 
– Wow! As I write, there are dozens of 
unopened boxes littering my new office. 

Among the determining factors in 
deciding for the move to DC was the 
realization that this was a strategic 
initiative. Dividends would be years in 
the making and in some cases years in 
the delivery. Chief among them was the 
availability of a labor pool of association 
professionals among the best in the 
world. Washington is home to the Federal 
government, law firms, associations, and 
support companies for all of the above. DC 
simply is the place to be for associations 
and association talent. Better talent 
means better performance providing 
products and services you can use to 
succeed in the research profession. 

Also key was the role that the Federal 
government – FCC, FTC and Congress, 
among others – plays in the marketing 
research profession. The legislative and 
regulatory epicenter of U.S. privacy law 
is in Washington. The importance of 
government affairs is why MRA merged 
with lobbying organization CMOR several 
years ago and why we have a full-time 
lobbyist and attorney on staff today. This 
often is proximity driven; Washington 
is a town of political coalitions where 
the key players usually are a cab ride 
away. If you have a presence here, you 
greatly enhance your ability be a player, 
daily. “Let’s get together for lunch and 
try to solve this,” can be a practical, 
regular approach – if you understand 
the power of face-to-face relationships 
and communication. BTW, we also have 
closed MRA’s existing DC office as we 
consolidate into one new location. 

Moving forward is sometimes difficult 
but after the boxes are unpacked and 
files re-filed, MRA has found a new home 
in Washington (on the third floor of the 
building on the right side of this month’s 
cover photo). Stop by when you’re next in 
DC. We look forward to seeing you here 
for many years to come. 

David W. Almy is MRA’s CEO.  
He can be reached at  
david.almy@marketingresearch.org. 

“ Moving forward is sometimes difficult but 
after the boxes are unpacked and files re-filed, 
MRA has found a new home in Washington.”

mailto:david.almy@marketingresearch.org
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“My volunteer experience with MRA is a key 
contributor to my career achievements and has 
made me a better employee, manager and mentor.”
Hilary Fischer, PRC
COO, US, All Global
Member Since 1998

  Industry leading networking
  Cutting-edge continuing education
  New Corporate Researchers Conference
  Increased market exposure 
  Accurate reference information
  Latest news and information
  Monthly Alert! magazine 
  Veteran, full-time legal counsel
  Full-time lobbying staff
  Direct support for problem solving
  Enhanced professional credibility
  Career opportunities
  Job leads
  Professional certification (PRC)
  New, easier-to-use website

Since 1957, the Marketing Research  
Association has been the leading  
and largest association of the opinion  
and marketing research profession.  
Today, you can directly benefit from  
MRA membership as we expand our  
work to vigorously support and advocate  
for your professional growth and success. 

To learn more, call us at 
202.800.2545 or visit MRA at  
www.MarketingResearch.org
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Special Considerations in International B2B Market Research
By Diane Hagglund

A market research project with an international scope offers rich and 
necessary feedback for companies that operate and sell in multiple countries, 
and for the researchers that support those companies. 

However, there are specific challenges 
that must be considered in order to 
deliver a successful project that meets all 
goals. Culture and language are obvious 
ones, but there are other elements to an 
international project’s success.

At Dimensional Research, we’ve done 
research projects covering India, China, 
Japan, Australia, Taiwan, and Singapore, 
as well as Germany, France, UK, and 
other countries in Europe. We’ve done 
virtual projects with participants from 
Peru, Brazil, Ecuador and Venezuela 
and more. And we have found that 
the principles of research success are 
basically the same in any international 
country.

1. Map Your Approach to Your Goals
Obviously, your first priority is to 
understand the goal of the research 
project. I once had a client unintentionally 
draw an amusing parallel between 
research for corporate technology 
and personal hygiene products. His 
observation was that “this project can do 
one or the other, but not both.” This is 
particularly true in international research.

B2B or B2C?
When providing B2B studies that deal 
with very complex technology, which is 

the type of study we typically provide, 
priorities begin with depth of experience 
in the industry. This article is focused on 
B2B practices but some of the principles 
can undoubtedly be of use in B2C 
situations. All elements certainly are 
necessary to give depth to your results, 
but priorities in selecting partners and 
participants will be ordered differently. 

There are three key areas where B2B 
research projects have unique dynamics, 
which create special challenges for 
international research:
a. B2B purchases are complex. There 

are many more factors that impact 
the research goals because there are 
typically multiple stakeholders that 
make decisions. With international 
research these stakeholders are often 
spread across cultures, languages, legal 
systems, and time zones. 

b. B2B vertical industries must be 
accounted for. Segmentation is 
always key to any research project, 
but in B2B research, understanding 
and weighting the importance of 
specific dynamics is important. For 
example, government, non-profits 
and education are influenced and 
purchase very differently, where 
financial services and healthcare have 
unique compliance requirements. 
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A one-country project may have a 
requirement for five different verticals 
with eight participants from each 
vertical for a total of 40 participants. But 
if you multiply that by eight countries, 
you need 320 to have each vertical 
represented at the same level in each 
country, which can easily blow the 
budget. Often hard decisions must be 
made to represent various verticals 
within a continent rather than each 
country, or prioritize fewer participants, 
verticals or roles.

c. B2B participants have jobs. That 
should go without saying, but it is a 
reality that must be top-of-mind as 
you plan and implement your project. 
In very real terms, it means your 
participant pool is busy, with their own 
responsibilities and it can be harder 
to get (or keep) their attention. It may 
also mean they are limited in what they 
can share, either for reasons of internal 
corporate information segregation 
or because of confidentiality policies 
within their corporations. Be very 
aware of how international issues 
impact the ability of participants 
to share – for example, Germany 
has the most stringent privacy laws 
we’ve encountered. And a minor 
but important issue in international 
research is that reschedules are more 
difficult to accommodate because of 
work schedules and time zone issues 
that must be factored into a schedule.
These three realities mean that 

managing schedule risk is a key element 
to mapping your approach and in 
selecting your partners and participants. 
Understanding them will move you closer 
to success every time.

2. Find The Right Local Support
There is a common misperception that 
larger firms have access to more resources 
and are therefore the only option for 
international studies. This may have 
been true years ago, but as the Internet 
has flattened the world, today’s reality is 
that the key to success is a combination 
of experience and contacts, not agency 
size. The old adage about “It’s not the 
size of the pencil, it’s what you write with 

it” certainly holds true in international 
market research as well. Smaller firms 
can easily engage with and maintain 
relationships with international partners 
using today’s technology.

Global research provides the 
opportunity to reach well beyond national 
borders to present clients with a global 
understanding of their message and their 
product. It also provides the chance (and 
often the necessity) to partner with a local 
firm for recruiting local contacts, access to 
facilities, native language interviewers or 
moderators, and translation services. 

Firms like ours keep track of the 
really great research partners in various 
countries through our direct experience 
and our research network – and since 
we specialize in technology, we have 
developed local research partners that do 
great technology work. It’s an ongoing 
effort that evolves over time since there 
is a lot of consolidation in the market 
research facilities business, but this 
process also helps us ensure that our 
contacts and partnerships are up to date 
and sharp in the industry.

The best local support will be able to 
provide two key elements:
a.  Local Language and Culture 

Local language skills are available from 
many sources, but local partners who 
understand both research methodology 
and local languages and culture will give 
a distinct edge of generic translation 
services. A good research facility can 
provide language support in both English 
(assuming that is the necessary language 
for you and your client) and have the 
necessary local language skills to act as 
recruiter, moderator, or translator. It can 
also be invaluable for these partners to 

provide “sanity checks”, reviewing survey 
questions or interview guides for cultural 
niceties.  
Also, take a moment to ask your local 
partners about their recommendations 
for doing great local research. Then 
take their advice on things like serving 
alcohol in a focus group, encouraging 
direct confrontation vs. using a friendly 
dissenting voice, what the typical 
participant cues are that they are 

uncomfortable with, a line of  
questioning, etc.
b.  Time Management Flexibility

Perhaps juggling skills would be a more 
accurate description. When working 
across multiple time zones with numerous 
interviews per country and a bet-your-
bottom-dollar number of no-shows, 
you need someone that can not only 
communicate effectively but has excellent 
communication within time zone realties. 
As any researcher knows, it also means 
a willingness to work some unusual 
hours and an obsessive commitment to 
keeping scheduled contact times. What 
is standard business practice in market 
research becomes critical business 
practice in international market research.

It’s a rule of international thumb that 
you can lose an entire day just sending an 
email around the globe, so you also need 
to be very clear in communicating your 
own schedule with your partner facility, 
and in trying to work one step ahead of 
any possible questions. For example, 
say you have two weeks to complete 
an interview project that involves six 
countries and 10 participants per country. 
Rule of thumb says you give each country 
two days. But two participants in France 
are no-shows (or simply miscalculate the 
time difference) and ask to reschedule. 
If you just say “We need to reschedule”, 
time is lost. However, if you can say “We 
need to reschedule. Here are the times 
that I’m available,” you’ve potentially 
saved up to 14 hours of communication 
time. 

3. Make A Language Choice
There is a preconceived notion in market 
research that you need to conduct any 
research in the target demographics’ 
native language to achieve concrete 
results. While there are certainly 
situations where it is preferable and that 
this represents the majority approach 
of market research, I would also like to 
suggest that it is important to keep an 
open mind with each project, particularly 
with complex qualitative B2B projects.

If it is at all possible, we opt to conduct 
qualitative research projects in English. 
This is a very real option for us since 
English is the language of corporate 
IT and business technology. While we 
need to give participants more time to 
communicate, we have found that the 
results are better if English is an option. 

Obviously, this isn’t an approach 
that we would recommend for a study 

B2B Priority B2C Priority

Qualitative Industry moderating expertise for  
“drill-down” insights

Native language moderating expertise to 
handle nuances of tone

Quantitative Research-savvy translation skills with 
industry expertise for sanity check and 

open-ended questions

Cultural and research savvy plus 
translation skills
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that depends in any way on subtleties 
of language – a consumer study on 
personal hygiene or a B2B study focused 
on message validation. In these cases, 
first languages carry much more weight. 
Even in our area of expertise, there are 
times when English as the language 
choice is not possible. In Japan, it’s 
nearly impossible to do English-language 
research. In China, it depends on the 
audience; if you deal with very senior 
IT executives in the modern cities 
of China, you might be able to use 
English, otherwise probably not. In these 
situations, the key is careful preparation 
of the local moderator. When possible, we 
do these locations last so we have good 
input from other locations on where the 
conversation is most likely 
to go and can use direct 
experience to prep a local 
interviewer.

With quantitative 
studies, this is much 
more straightforward – 
translation of surveys is 
a reasonably clear-cut 
exercise with just two 
caveats:
a.  Have a local-

language subject 
expert review the 
translations. Your 
local partner can get the 
research part right, but 
if you are working with 
a complex topic like 
corporate technology, 
have a local-language 
expert review the 
translation if at all 
possible. Often, that 
is a quick but useful 
exercise to have a local 
representative from your client’s office 
conduct.

b. Have a plan for translating any 
open-ended questions by a local-
language subject expert. 

4.  Make it easy for participants.
Obviously, any survey or research result 
is directly affected by the quality of the 
material your resources provide. When 
working with international participants, 
you want to find those with the necessary 
depth of field but you also want to lower 
any factors that might taint either their 
willingness or their ability to share freely 
from their knowledge, perceptions and 
experiences. 

My family and I have just returned to 
the US after living in the south of France 
for a year. (I strongly recommend working 
overseas to all researchers who have 
international business. It gives a great 
perspective.) Our goal was to immerse 
ourselves in and experience another 
culture for a time, and as the only non-
bilingually fluent person in my family, the 
reality of language barriers became a daily 
experience for me. 

My experience there helped me more 
deeply understand three major factors 
that must be recognized and addressed in 
international research.
a.  Minimize Cultural Gaffs. I cannot 

overemphasize the importance of 
the awareness of and enjoyment of 

international cultures, both on your 
part and for any partner moderators 
or interviewers. It really does make a 
difference to have experience outside 
your own country to pull from. A big 
part of a researcher’s job is to put the 
participants at ease so they want to 
tell you the stuff that is a bit sensitive 
or embarrassing or doesn’t make them 
or their company look good, and a 
facilitator with cultural sensitivity as 
well as language skills can really help 
you set a stage for success. 
During one of my first experiences 

with international research (I was only 
an observer), the moderator was an 
incredibly nice man who clearly believed 

that the US was the best country on earth. 
Unfortunately he didn’t quite get it that 
the British people he was talking to didn’t 
seem to agree with him. Not the best 
place to start a research conversation! 
This can be a challenge for someone of 
any culture, but is particularly challenging 
for Americans. As a huge global presence, 
particularly in news and entertainment, 
individuals who have lived their entire 
lives in the States need to make a special 
effort to be exposed to other cultures in a 
way that other countries do not. 

It must be part of your efforts to 
set participants at ease by having a 
basic understanding of their cultural 
expectations as well. For example, in 
India nodding heads mean “yes, I hear 

your words” not “yes, 
I agree with you.” In 
Japan they don’t say 
“no” (it’s impolite). And 
trying to be efficient 
with your time in Latin 
America by asking direct 
questions will backfire 
since they value the 
time it takes to establish 
relationships. Your local 
research partners can be 
an invaluable resource 
in this area of cultural 
expectations. 

While you won’t have 
time to learn about every 
cultural, at the very least 
know what’s strange 
about your own. There 
is an excellent book by 
Yake Richmond called 
Understanding the 
Americans that identifies 
elements of common 
North American culture 

and how they can be perceived by other 
global citizens. You don’t need to live in 
another country, but watch the BBC or 
read the Economist or see foreign films 
or have drinks with non-Americans and 
encourage them to tell you what they 
found odd about your country when they 
first got here. On your next vacation, go 
to Europe or Asia and go somewhere you 
won’t find your fellow countrymen. The 
results on your next international research 
project are well worth it.
b. Minimize Language Barriers.

Being in France and struggling to 
communicate was very good at helping 
me understand the experience of 
many of our international research 

“ It must be part of your efforts to set 
participants at ease by having a 
basic understanding of their cultural 
expectations as well. For example, 
in India nodding heads mean “yes, I 
hear your words” not “yes, I agree with 
you.” In Japan they don’t say “no” (it’s 
impolite). And trying to be efficient 
with your time in Latin America by 
asking direct questions will backfire 
since they value the time it takes to 
establish relationships.”

Barriers.Being
Barriers.Being
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participants. I learned that there were 
(and are) certain people that were 
easier to communicate with because 
they created an environment that made 
it possible. And it helped me identify 
certain techniques that can create the 
best possible environment for dialogue 
with non-native English speakers, or 
English speakers with a dramatically 
different accent, in a 
research situation: 

•	Speak slowly and 
clearly. This is a 
must for any research 
conversation, but is 
particularly important 
with a non-native 
speaker. One of my 
challenges when 
listening to French is 
picking out the individual 
words within the sentence. If someone 
talks too quickly or runs the words 
together, I miss words that I know 
perfectly well and so lose the overall 
question. It’s much easier to talk with 
people who distinctly separate each 
word. In technology and medical fields 
many of the terms and abbreviations 
(think SEO, SaaS, or product/platform 

Northpark Corporate Center • Suite 200 • 6 Pine Tree Drive • Arden Hills, MN 55112 • Phone: 651.486.8712 • 800.678.5577 • info@ana-inc.com • www.ana-inc.com

Now what?
Understanding what to do with your research data is the key to its 
effectiveness. Our workshop gives you the real-world knowledge 
that will have you finally saying, “Yes, I get it!” With over 37 years 
of experience, our practical methods have proven effective in  
helping marketing professionals optimize their questionnaire 
data. Simplify your life with an intensive learning experience that 
will help keep you on top things. Before it starts to pile up, call us 
at 800.678.5577 or register on-line at www.ana-inc.com!

Your Trusted Marketing Research Professionals

RegisteR today foR ouR analyzing and RepoRting QuestionnaiRe data WoRkshop!
A P r I l  2 6 - 2 7 ,  2 0 1 2  I N  M I N N e A P O l I S , M I N N e S O T A

Approved for 
PrC Credit

“ As a huge global presence...individuals 
who have lived their entire lives in the 
States need to make a special effort to 
be exposed to other cultures in a way 
that other countries do not.”

names), if said too quickly, can blur into 
an unrecognizable or even unfortunate 
word to the listener. 

•	Use simple words. When learning a 
second language, it’s easy to master 
words like “good” and “nice,” but 
“majestic” or “phenomenal” don’t 
come up very often. The simpler the 
language, the more likely it will be 

understood. While common words may 
make some questions seem repetitive, 
they create a familiar framework for the 
listener.

•	Avoid jokes. Humor and wit are 
among the most difficult things to 
grasp in a second language. Unless it’s 
really, really, REALLY simple, it’s just 
confusing. Even worse, having someone 

laugh during a conversation I don’t 
understand makes me wonder if they’re 
laughing at me, which is discouraging 
for the overall conversation. We 
certainly never want to create that 
impression in a participant.

•	Give participants time to think. It 
requires a lot of brain-cycles to carry on 
a conversation when you’re not fluent in 

the language. Everyone 
knows that feeling when 
they have to search for a 
word that just isn’t there. 
When I speak French 
it ALWAYS feels like 
that. Translating real-
time is difficult and can 
take extra time. Simply 
pausing for a little bit 
will give the participant 
time to think and come 

up with the best way to express 
themselves.

•	Offer more extensive preparation. 
If possible, providing a written copy 
of at least some questions to expect 
can help to support the language skills 
of your participant during a spoken 
interview, or as advance preparation for 
the conversation. Of course, this largely 
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Working From Abroad:  
Set Yourself Up for Success

Market research is truly a profession that can 
be done from almost anywhere in the world – 
“location independent living” at its best. My 
family and I recently spent a year in the south 
of France. It was a really incredible experience, 
and one of the things that made it possible is 
this fantastic job doing market research with 
technology professionals.

Here are a few tips that anyone working overseas temporarily can leverage, 
but especially market researchers:

1. VOIP is your friend: When you’re recruiting or doing in-depth 
interview calls, it is a disaster to have a strange foreign number – or worse 
“Caller Unknown” – show up on CallerID. We brought our Vonage box to 
France and plugged it into the Internet, and it was my name and number 
that showed up when I made calls, so the participants felt comfortable 
picking up the phone. 

2. Keep your US (or “Home-based”) Smart Phone: It was important 
to me to keep my US cell phone number for incoming calls and business 
consistency. I was surprised that my cell phone bill was actually lower 
in France then it was in the US – mostly because I used the phone less. I 
cut my plan down to the minimum number of local minutes, and added 
the global plan for data, which was not expensive. The calling plan was 
exorbitant at over $1/minute, so I just didn’t use it that often. Outbound 
calls I made from the Vonage line and on long inbound calls, I asked if I 
could call back from a land-line that was more reliable.

3. Invest in a monitor and an all-in-one printer: I found I could live 
without many of the items in my California office, but I did go ahead and 
buy a printer/scanner/copier which was invaluable. You must be able to 
sign and email documents when you’re running a business. I also bought 
an external monitor. When doing analysis and writing reports – especially 
for quantitative projects – I needed the extra screen real estate.

4. Bring your favorite headset: The Vonage line requires a US phone, so 
I brought my favorite phone with my favorite headset. It’s the same setup 
for calls that I had in my office in California.

With that, you’re all set. Phone and Web survey work can be done effectively 
from anywhere with reliable Internet and phone connections. You have to 
travel for focus groups anyway so a few more hours on a plane aren’t much of 
a difference. Working hours will have to adjust, but researchers almost always 
have crazy hours anyway. All in all, the work adjustment was fairly easy. While 
I found I did more calls in the evening, on the flip side I really appreciated the 
interruption-free mornings that let me focus on analysis and writing.

depends on the goals of the study. If 
you are conducting an awareness study 
where that initial gut reaction is crucial 
to your results, then written questions 
can actually undermine the study 
results and should not be offered.

•	Enable participants to help each 
other. In a focus group environment, 
put it on the table. Say that you know 
it is challenging to speak a second 
language, and that everybody in 
the room should feel free to help out 
everyone else in order to facilitate 
communication. If you give people 
permission to struggle a bit, then the 
group can pitch in to help an individual 
express their thought. It is often 
advisable to keep focus groups smaller, 
too, to keep everyone engaged and 
participating. It can be hard enough 
to keep IT specialists focused and 
language challenges can make the 
tendency to drift even more of an issue.

•	 Invest in Communication 
Technology. There are many cheap 
ways to call internationally, but they 
do not all result in great research 
results. Overcoming language and 
cultural barriers are difficult enough 
without adding a crackling or dropping 
phone line or an Internet video that 
doesn’t synch with the voice. Optimize 
your telecommunications for great 
communications, not for the cheapest 
cost. 

Conclusion
In the course of your global research 
experience, you will get to work with 
participants and partners from a variety 
of backgrounds and cultures. While there 
are extra considerations to keep in mind 
during the planning and execution, 
international research is both rewarding 
and enriching and can broaden your own 
horizons in the process.

Diane Hagglund, founder and principal 
of Dimensional Research, brings her 
combined experience in both technology 
leadership roles and global research 
methodologies to provide a full end-to-
end understanding of product life cycles 
and business activities. From product 
management to market realities, Diane 
provides forward-thinking technology 
companies with practical business 
research and actionable strategies 
to reduce risks, increase customer 
satisfaction, and grow their business. 
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Solving Two of the Most Critical International Research Challenges: 
Recruiting the Right Sample and Analyzing Results Across Countries
By Jackie Lorch, PRC

Two of the biggest challenges researchers face when fielding an international 
research project are finding the right sample and comparing and calibrating 
the results across countries. These two challenges actually are intertwined. 
The more we know about the underlying differences among the populations 
from which we are drawing sample, the better equipped we are to view each 
country’s data set in its proper context. 

The responsibility of sample providers, 
of course, is to access as broad and 
representative a sample frame as possible 
from each country. When and where the 
frame is limited in some way, it is the 
sample provider’s job to explain what 
those limitations are and how they will 
impact the topic being studied. These 
discussions may result in a decision to 
switch modes (for example, to move a 
Web sample to telephone or to use a 
multi-mode approach combining online 
and offline 
methods) 
in order to 
increase reach 
and diversity. 
Therefore, it is 
important to 
involve sample 
providers very 
early in the 
project planning 
process to avoid 
delays and extra 
work. 

Even when 
the sample 
is defined 
accurately and 
represents the 
target audience 
effectively, 
different results 
among countries 
can seem 
mystifying. It is helpful to keep in mind 
that countries which seem very familiar 
and similar to the US in many ways, such 
as those in Western Europe, can still have 
very different underlying attitudes on a 
variety of topics. 

Attitudinal Differences among 
Countries and Their Explanations
Study results from the Pew Research 
Center’s Global Attitudes Project, 
published in November 2011, reveal some 
stark differences in attitudes between the 
US and Western European countries:
•	 When	asked	which	is	more	important	

– the freedom to pursue life’s goals 
without state interference or state 
guarantees nobody is in need, 67% of 
people in Spain agreed that the state 

guarantees are more important than 
freedom. In the US, half that number 
(35%) made the same choice. 

•	 In	Germany,	72%	agree	that	success	in	
life is determined by forces outside our 
control. Only 36% think so in the US.

•	 	49%	of	Americans	think	that	our	
people are not perfect but our culture is 
superior to others. Only 27% of people 
in France agree. (However, the US 
opinion has become more similar to the 
European view in recent years.)

•	53%	of	Americans	say	that	it	is	
necessary to believe in God in order to 
be moral and have good values. Only 
15% of those in France think this is 
true. 
SSI conducts regular international 

“research 
on research” 
studies with the 
goal of gaining 
a deeper 
understanding 
of where data 
differences may 
occur and how 
these variations 
can be better 
understood. 
We recently, 
for example, 
completed a 
multi-country 
study examining 
technology 
usage and 
privacy attitudes 
across different 
cultures, 
using an 
online sample, 

balanced on age and gender. 
In the first chart, we see different 

levels of Smartphone ownership across 
countries. Of course, it cannot be 
concluded that Smartphone ownership 
across the entire population of China 
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is higher than in the US because we 
know that the higher Smartphone levels 
in China and Mexico are influenced by 
the relatively lower Internet penetration 
in these countries. It is important to 
remember that when we seek opinions 
online in these countries, we are speaking 
to the more technologically engaged, 
affluent segments of their populations.

This knowledge does not mean we 

should avoid doing online research in 
these countries. The more educated, more 
affluent segments are the “consuming 
class” and are often of greatest interest to 
marketers. But we do have to understand 
the underlying causes of differences 
and how those impact the profile of our 
sample. 

The research also reveals that Japan 
has a lower adoption of Smartphones than 
other countries. The reason for Japan’s 
low adoption is very different than for 
China’s widespread usage. The Japanese 
have been slower to adopt Smartphone 
technology because their mobile 

technology is already very advanced. 
Therefore, Smartphones do not provide as 
great a leap forward in Japan as they do 
in other countries. 

Attitudes Toward Online Privacy  
Across Cultures
As the chart above demonstrates, the 
countries with lower Internet penetrations 
show the greatest concerns about  
online privacy. 

This may be due to lower levels 
of exposure to online shopping and 
information sharing. As a result, there 
have been fewer opportunities to build 
trust. Researchers need to work harder 
in these regions to create trust with 
survey participants. We must educate 
respondents about research standards 
which protect their anonymity and help 
them distinguish between research and 
marketing 

This is especially important if we are to 
maximize the exciting potential of new 
technologies in global studies. Research 
participants must trust us, if we want 

them to download apps, give permission 
for geo-location tracking and take other 
steps necessary to take advantage of 
today’s new tools. When they understand 
privacy concerns, sample managers can 
design customized local engagement 
programs to build the trust which 
will support high-quality research 
responses—whether through new or 
traditional channels. 

Attitudes Toward Issues Governments 
Should Tackle in Different Countries 
SSI also performed a study in November 
2011 to understand top of mind concerns 
across various countries. In the study, 
people could choose the three top issues 
they wanted their governments to tackle 
in 2012. 

It is not surprising that “improving the 
economy” is number 1 overall. However, 
note how much higher “monitoring the 
food industry” is in China compared to 
other countries. In addition, consider 
how much more important “improving 



26                                                                                                                                                                MRA’s Alert! Magazine – February 2012

MRA’s Annual Conference & Expo has grown into a unique event 
that delivers one-of-a-kind learning and networking. You are 
guaranteed a genuine peer-to-peer event where life experience 
merges with learning. This can’t be found just anywhere.

All Access Granted! 
Our 2012 will provide even more value, including several new features at  
no additional cost:

 ` Speed Learning – A hot new learning event 
sweeping the nation! Engage with colleagues  
and learn about a wildly diverse number of topics.

 ` Two networking receptions open to all attendees 
at no additional charge, with one at the famed 
SeaWorld San Diego.

 ` CEO Symposium with an exclusive reception, 
networking and educational program. 

 ` Expo Grand Opening reception for extra time to 
network and learn about cutting-edge solutions. 

New Program Additions Enhance Your ROI!
Prepare to participate in expert led sessions from an exceptional line-up of speakers from PING Golf, Abbott 
Diabetes Care, ESPN, Beam Global Spirits and Wine, DeVry Inc., Herman Miller, LexisNexis, and many more.

Explore the latest details at www.MarketingResearch.org/ac12

Announcing! 
Keynote Speaker Bill Walton

NBA Hall of Fame and  
NCAA Basketball Legend
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Global Marketing Research Directory
The Global Business Directory is a special advertising supplement to Alert!. 
It highlights businesses operating on a multi-national level, with expertise in 
cultural differences affecting research around the world.

Alert! Magazine’s 
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3Q Global
1061 E. Indiantown Rd.
Ste. 300 
Jupiter. FL 33477
855.799.0003
www.3Q-Global.com
Contact: Iris Blaine
irisb@3Q-Global.com

3Q Global provides real-world solutions 
with clear and effective services. Our 
market research solutions and support 
services will provide you with real 
value, real solutions, creative ideas and 
proactive problem resolution. Rely on 
us as your “go to” resource. We’re the 
experts in the business! 

ASKi International Market  
Research GmbH
PO Box 28006 
Park City, UT 84060
435.654.3639
www.aski.de
Contact: Kirsten Dietrich
kd@aski.de

ASKi is a provider of international 
fieldwork and data services. We 
coordinate market research globally via 
long-standing partnerships. All planning, 
organizing, and fieldwork supervision 
is done by our own on-site staff. Our 
strengths are our highly qualified and 
experienced team, superior client service, 
and a genuine interest in your questions.

Babbletype
1 International Plaza
Ste. 550 
Philadelphia, PA 19113
888.678.7782
www.babbletype.com
Contact: Angela M. Wood
angela.wood@babbletype.com

Babbletype is the premier source for 
qualitative transcription, exclusively 
serving the market research industry for 
nearly two decades. We are highly skilled 
and experienced, guaranteeing quality 
transcripts with confidentiality intact. 
Uploading is easy/free.

 
 
 
 
 
 

CETRA Language Solutions
7804 Montgomery Ave.
Ste. 7-10 
Elkins Park, PA 19027
215.635.7090
www.cetra.com
Contact: Angele Surault
angele@cetra.com

CETRA Language Solutions offers 
focus group and IDI interpretation via 
the Web, in person, or by telephone, as 
well as document translation of online 
surveys. You can depend on us to deliver 
high-quality, on-time cross-cultural 
communications with professional, 
friendly, responsive service that gives you 
peace of mind. 

Customer Lifecycle, LLC
319 N. Weber Road
#360 
Bolingbrook, IL 60490
630.412.8989
www.customerlifecycle.us
Contact: Karin Ferenz
kaferenz@customerlifecycle.us

Global research based consultancy 
focusing on getting more value and 
better business results through improved 
integration of research findings into 
the day-to-day management of the 
organization. Work with B2B/B2C 
companies to plan and conduct research 
to identify and measure requirements for 
customer acquisition, satisfaction/loyalty, 
share of wallet growth, and retention.

DR&M Associates
Rua Monte Alegre, 212 – 11º andar 
Sao Paulo, SP 05014-000
+55 113.670.2778
www.drmassociados.com.br
Contact: Barbara Vieira
barbara@drmassociados.com.br

Mission: To provide market research 
services – both Quantitative and 
Qualitative – in the Brazilian market and 
throughout Latin America, meeting the 
highest standards of creativity, quality 
of work and procedures, timeliness and 
responsiveness required by international 
and multi-country research organizations 
ensuring the success of our clients.

 
 
 
 

EFG Research
99 John St. 
Ste. 1809 
New York, NY 10038
866.334.6927
www.efgresearch.com
Contact: Michael Wiesenfeld
mike@efgresearch.com

EFG, a leading global data-collection 
provider, is dedicated to the management 
of International Quantitative/Qualitative 
fieldwork for North American market 
research and consulting firms. EFG is a 
full-service, US-based one-stop shop for 
fieldwork worldwide! EFG’s worldwide 
capabilities: 115 FGs, 15,000 F2F 
interviewers, 1,850 CATI, and global panel 
access in 35+ countries. 

Field Dynamics
16055 Ventura Blvd. 
Ste. 900  
Encino, CA 91436
818.783.2502
www.fielddynamics.com
Contact: Myla Kovac, President
myla@fielddynamics.com

Boutique research service firm 
specializing in international custom 
projects and unparalleled client service for 
25 years. Expert recruiting, interviewing, 
translating and moderating in all 
languages. Field management, medical/
executive interviewing ethnographies, 
automotive clinics, usability and taste 
tests. Digital audio and video recording 
and uploading, wireless translation, test 
kitchen, dials testing, FocusVision.

Frieden Qualitative Services
14802 Addison St. 
Sherman Oaks, CA 91403
(818)789-6894
www.GaryFrieden.com
Contact: Dr. Gary Frieden
gary@garyfrieden.com

Experienced moderator with online 
webcam and traditional focus groups. 
As a social psychologist, I’ll obtain key 
motivational reactions using my special 
techniques. Invited speaker at numerous 
qualitative conferences. Great with 
advertising, new concepts/products, 
Seniors, service categories, customer 
satisfaction, medical, and more. See client 
feedback in website. Reasonable pricing. 
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3Q-Global.com
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www.cetra.com
mailto:angele@cetra.com
www.customerlifecycle.us
mailto:kaferenz@customerlifecycle.us
www.drmassociados.com.br
mailto:barbara@drmassociados.com.br
www.efgresearch.com
mailto:mike@efgresearch.com
www.fielddynamics.com
mailto:myla@fielddynamics.com
www.GaryFrieden.com
mailto:gary@garyfrieden.com
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Global MR Directory

G3 Translate
116 E 27th St.
11th Fl 
New York, NY 10016
212.889.5077 
www.g3translate.com
Contact: John Labati
info@g3translate.com

G3 Translate is the primary translation 
resource for market researchers working 
in global markets. Whether you require 
the translation of surveys and focus 
group materials, or in-language coding of 
verbatim responses, G3 provides the best 
value – unparalleled speed, competitive 
rates and exceptional customer service. 
G3 Translate: Guiding Global Growth.

Gazelle Global Research Services
116 E. 27th St.
11th Fl 
New York, NY 10016
212.686.8808
www.gazelleglobal.com
Contact: Harriet Naidus, PRC
hnaidus@gazelleglobal.com

Gazelle is the trusted resource for 
domestic and international field 
management, online programming and 
hosting, sampling, data processing, 
coding and foreign language translations. 
With our extensive network of global 
providers, we have been making 
our clients lives easier since 1993. 
Professional affiliations: MRA (PRC 
Certified), AMA, CASRO, ESOMAR and 
AIMRI. Certified (WBENC). 

IC International Corp.
266A Duffy Ave
Hicksville, NY 11801 
516.479.2200 x1002 
www.icinternationalcorp 
Contact: Scott Sycoff, PRC 
scottsycoff@icinternationalcorp.com

Full suite of data collection services. Our 
consultative approach coupled with our 
experience, stringent quality controls 
and customer centric commitment is 
why clients work with us. Our team of 
professionals, experienced researchers 
who recognize the importance of the 
decisions being made, make themselves 
available to discuss all facets of a project.

 
 

Illuminas
3801 South Capital of Texas Highway
Suite 200 
Austin, TX 78704
512.652.2700
http://austin.illuminas-global.com
Contact: Carrie Angiolet
carrie.angiolet@illuminas-global.com

Illuminas is a full-service, global 
consultancy dedicated to helping 
companies leverage market intelligence. 
Solutions are customized to enlighten 
clients’ unique strategies and empower 
them to make informed decisions, and 
Illuminas’ team of expert researchers 
utilize extensive quantitative and 
qualitative experience to recommend 
the most appropriate tools for client 
objectives. 

Interviewing Service of America
15400 Sherman Way
#400 
Van Nuys, CA 91406
818.989.1044
www.isacorp.com
Contact: Paul Sherman
psherman@isacorp.com

ISA is one of America’s largest data 
collection and processing companies. 
With 400 CATI stations across 4 phone 
centers; the most advanced technologies 
for IVR and online research; face to face; 
and focus groups, we can handle any 
project. Multilingual experts for 28+ 
years, interviewing around globe in 67 
languages.

Issues & Answers Network, Inc.
5151 Bonney Rd.
Suite 100 
Virginia Beach, VA 23462
757.456.1100
www.issans.com
Contact: Carla Lindemann, COO
clindemann@issans.com

Issues & Answers is a global marketing 
research company specializing in 
telephone data collection and all types of 
quantitative and qualitative research in 
the USA and internationally. We offer: 5 
US-based Call Centers -400 CATI-focus 
groups-online-in-person-political polling-
international research. 

 
 

Mediabarn, Inc
2200 Clarendon Blvd.
Ste. 1200 
Arlington, VA 22201
703.964.0440
www.mediabarnresearch.com
Contact: Heather Gay
heather.gay@mediabarninc.com

Mediabarn offers a full range of research 
services and a brand new focus group 
facility near Washington, DC. We recruit 
fresh, engaged respondents for local, 
national, and international studies. We 
have experience creating international 
respondent panels and, using our 
remote testing technology, we can reach 
participants virtually anywhere.

MedQuery, Inc
850 W Jackson Blvd, Suite 430
Chicago, IL 60607
www.medqueryinc.com
Contact: Chris Lee, President
chris.lee@medqueryinc.com

Medical personnel are difficult to recruit. 
MedQuery takes a different approach and 
can deliver even the most challenging 
national medical respondents via a 
convenient location to the largest 
concentration of medical personnel 
in Chicago; an aggressive recruiting 
philosophy and significant experience 
in pharmaceutical and medical market 
research.

Nichols Research, Inc.
333 West El Camino Real
Ste 130 
Sunnyvale, CA 94087
510.794.2990 x101
nicholsresearch.com
Contact: Jane Rosen, PRC
jrosen@nicholsresearch.com

Your experts in recruiting for Usability, 
B2B, Consumer, Medical, Mock Jury, 
Video Game Testing, CLTs . Five facilities 
covering Northern and Central California: 
San Francisco, San Jose / Silicon Valley, 
Concord, Fremont and Fresno. All 
locations equipped with Video streaming; 
Digital Video/Audio recording; Translation 
equipment. 
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OLC Global
401 SE Dewey Ave 
Bartlesville, OK 74003
800.313.1582
olcglobal.com
Contact: Ed Sugar, PRC
eds@olcglobal.com

Since 1985, OLC Global has been 
providing quantitative data collection 
services. 170+ CATI stations, on-line 
research, and IVR. Experienced in 
tracking, B2B, customer satisfaction and 
recruit-to-Web studies. Find out why our 
clients treat us as a long term partner 
rather than just a vendor. 

Olson Research Group, Inc. 
1020 Stony Hill Road, Suite 300 
Yardley, PA 19067 
267.487.5500
www.olsonresearchgroup.com
Contact: Matthew B. Hancock, VP,  
Client Development 
mhancock@olsonresearchpa.com

Olson Research Group provides 
qualitative and quantitative marketing 
research services to the Pharmaceutical 
and Healthcare industries. We specialize 
in providing flexible, customized services 
from basic data collection and recruitment 
to full service analysis while offering 
clients access to our proprietary database 
of 700,000+ physicians, healthcare 
providers, payers and disease sufferers. 

Precision Opinion
101 Convention Center Drive, P124
Las Vegas, BV 89109
702.483 4000
www.prescision opinion.com
Contact: James T. Medick
info@precisionopinion.com

Precision Openion™ is the most trusted 
name in Market Research. Prescision 
Phone conducts telephone research for 
corporations and government agencies. 
Precision Online is the game-changing 
online survey system Presicion Engage. 
Precision Focus includes 3FG and 2IDI 
suites, entertainment testing in a 48 seat 
movie theater, and product placement.

 
 
 
 

Quick Test/Heakin
1061 E. Indiantown Rd.
Ste. 300 
Jupiter, FL 33477
800.523.1288
www.quicktest.com
Contact: Sal Brucculeri
salb@quicktest.com

Quick Test/Heakin has been providing 
global market research services for almost 
50 years by utilizing our owned-and-
operated quantitative and qualitative 
data collection facilities. Featuring ‘3Q 
Research Solutions’ offering economic, 
powerful, valuable essential research 
services, solutions and data collection 
to support, enhance and complete your 
study. REAL PEOPLE. REAL RESULTS. 

SIS International Research
11 East 22nd St.
2nd Fl 
New York, NY 10010
212.505.6805
www.sismarketresearch.com
Contact: Ruth Stanat
research@sisinternational.com

SIS International Research is a full-service 
market research and intelligence firm. Our 
coverage includes US & Canada, Europe, 
Latin America, Middle East, Africa and 
Asia. Key methods include focus groups, 
IDIs, intercepts, ethnography, desk 
research, CATI, online surveys, direct mail 
and social media. SIS also operates focus 
facilities worldwide. 

Toluna
21 River Road 
Wilton, CT 06897
203.834.8585
us.toluna-group.com
Contact: Michael Anderson
michael.anderson@toluna.com

Toluna enables organizations to 
generate valuable customer insight by 
combining its online market research 
panel and industry leading technology. 
Companies benefit from Toluna’s 
proprietary, Web-based data reporting 
tool, TolunaAnalytics™ and the 
industry’s leading online market research 
technology suite, enabling organizations 
worldwide to create surveys, manage 
panels and build online communities. 

 

uSamp™

16501 Ventura Blvd.
Suite 250
Encino, CA 91436
818.524.1218
www.usamp.com
Contact: Susan Hwang Nanzer,  
SVP Survey Solutions
susan@usamp.com

uSamp™ is the premier provider of 
technology and survey respondents. 
uSamp’s solutions transform the way 
companies gain intelligence to make 
better business decisions by accessing 
uSamp’s 6.5 million global panel. We 
provide full service to self-serve solutions. 
uSamp is based in Los Angeles, with 
additional offices globally. 

Voxco
1134 Ste. – Catherine West #600 
Montreal, QC H3B 1H4
514.861.9255
www.voxco.com
Contact: Vincent Auger
vincent.auger@voxco.com

Global provider of software that enables 
market research firms to make better 
decisions by providing the necessary 
tools to collect, process and analyze data. 
Voxco’s offering includes Acuity4 Survey, 
a leading edge online survey software, 
and Command Center™, the industry-
leading multimode data collection 
platform for all types of surveys.
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Keeping Informed

Is Everyone on the Call? Mastering the Teleconference Debrief
By Patrick Young 

Despite growth in the popularity of Web conferencing, many international firms 
still cite teleconferencing as their cross border communication tool of choice. 
This can spell trouble for research agencies, especially when they are tasked 
with acquainting multiple international offices with data rich research findings. 
Patrick Young, Associate Director at Kadence International explores why these 
sessions can be a challenge, highlights some common pitfalls and offers hints 
and tips for researchers looking to get the most from this challenging medium.
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“Usually there is little opportunity 
to substitute the call with a face-
to-face meeting. Unless there is an 
explicit demand to meet in person, 
today’s concerns over budgets, time 
and carbon emissions dictate that we 
either dial in or disengage from these 
important individuals. Managing such 
a debrief has been a regular feature of 
an international researcher’s schedule 
for some time, so why are so few of us 
taught the skills required?”

“Interesting insights. Can you debrief our 
APAC offices next week? Great. We’ll set 
up a conference bridge. Email round your 
presentation and you can talk everyone 
through it on the call.”

If these words sound familiar, the 
anxiety that accompanies the request 
will be too. In research especially, the 
international teleconference debrief can 
be a tough nut to crack. One size does not 
fit all. Consider the variations between 
different countries, the differences in 
culture, custom and the way business is 
done. What about language 
barriers? Research debriefs 
draw on sophisticated 
themes and data heavy 
methodologies which lead 
to consequential actions 
for each territory. Will your 
voice be heard? Will they 
follow what you say? Will 
they get it? 

Usually there is little 
opportunity to substitute 
the call with a face-to-face 
meeting. Unless there 
is an explicit demand to 
meet in person, today’s 
concerns over budgets, 
time and carbon emissions 
dictate that we either dial 
in or disengage from these 
important individuals.

Managing such a 
debrief has been a regular 
feature of an international 
researcher’s schedule for 
some time, so why are so 
few of us taught the skills 
required? For those looking to brush up on 
their debriefing skills, here are some of the 
key factors to keep in mind.

Planning Ahead: What to do Before  
the Call
Clear Structure (lay a strong 
foundation)
From the outset you need to be clear 
on how the meeting will flow. Who will 
lead the presentation? Will there be 
introductions at the beginning? What 
will happen at the end? This can best 
be achieved through providing a clear 
agenda ahead of the call. A key issue is 
deciding when the best time for questions 
is and ensuring everyone is aware of the 
best time to speak. Will there be questions 
after every section, or will the leader 
cover all of the points and then field a full 

debrief at the end? All of these questions 
and more will need to be addressed at the 
beginning of the call, if the debriefing is 
to operate successfully within the time 
allowed and with everyone staying on 
track. These are very simple questions to 
answer, but left unresolved they can lead 
to a messy, confusing debrief.
Turn Taking (the rules of polite 
interaction) 
At most debriefs, there will be periods 
when there is a single presenter and 
others which are open to multiple 

speakers. It is at these latter moments 
that one must be aware of the etiquette 
of pauses and turn taking. It is good 
practice to define at the beginning of the 
call a framework for interaction. Keep 
in mind that a question and answer 
session delivers dynamic and free-flowing 
discussion, but without being able 
to see someone’s face to confirm that 
they have finished talking, the protocol 
surrounding exchanges in conversation is 
heightened. Be patient, accommodating 
and judicious. All too easily a discussion 
can become disordered, with different 
parties all talking over each other, 
resulting in clipped or missed comments. 
A good strategy here is to assign a lead 
speaker to any longer discussions. Make 
that person responsible for turn-taking, 
managing multiple speakers and ensuring 

everyone feels included. 
Version Control (everyone on the 
same page)
Presentations are frequently updated. If 
more than one version of the presentation, 
or whatever material you have prepared to 
support the session, has been circulated, 
there is a risk of confusion. Simple 
presentation names with version numbers 
will go a long way to clarifying this, but 
beginning the call with clear instructions 
regarding which presentation people 
should be viewing can save valuable time 

later on. Additionally, 
not all participants will 
have direct access to last 
minute versions before 
the call, so plan and 
confirm ahead of time 
when the presentation 
deck will be circulated.

Expert Execution: How 
to Ensure the Call is a 
Success
Comfortable Silences 
(make them golden)
It is a common trait of 
the teleconference that 
longer pauses occur than 
in standard discourse. 
Participants can only 
engage verbally, so have 
no means of providing 
visual stimulus or 
feedback to the presenter. 
This also holds true in 
reverse. Audiences have 
no visual cues from the 
presenter, so often need 

more time to absorb information, which 
makes them respond more slowly. It is 
important to learn to be comfortable 
with this and to be able to drive the 
conversation when necessary. Only 
experience can truly inform when it is 
appropriate to drive conversation and 
when people are simply taking a moment 
to think and absorb what they are being 
told. 
Handholding (verbal cues for 
supporting documents)

Be explicit when progressing through 
the presentation. There is no benefit in 
presenting information verbally if no one 
can follow your slide deck. It is therefore 
crucial that when finishing one slide 
and moving to another, the presenter 
highlights the shift. Phrases like “And 
now we move on to slide number five” 
provides the regular cues that can help 

circulated.Expert
circulated.Expert
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“ Make sure that what you show the 
audience in your debriefing enhances 
your delivery. This can be best 
achieved by making the most of the 
way our brains are wired. We interpret 
and process visual and verbal 
information along different pathways. 
We should therefore ensure that these 
pathways compliment, rather than 
compete, with each other. Presenting 
lots of words, numbers and data in the 
deck, in addition to reciting these on 
the phone, can confuse the audience.”

those that have lost their way regain the 
rhythm of the call. 
Language barriers (an international 
flavor) 
Always use simple and concise 
language, avoiding all slang. Speak 
clearly and slowly. Take your time. Often, 
the participants in a teleconference 
debrief are in different countries, so 
colloquialisms are often misconstrued, if 
not lost entirely. Unless otherwise directed 
it is fair to assume that English will be 
the common language, but 
if there is any doubt at all, 
qualify this when materials 
are circulated in advance of 
the call.

Jargon Busting: 
Ensuring the Research 
is Accessible and 
Understandable
Death by Tabulation 
(don’t alienate the 
audience)
Some people simply do not 
find it easy to understand 
research. Yet market 
research debriefings often 
require the presentation 
of a large amount of 
data in a short space of 
time. This simple truth 
can make presentations 
overwhelming for some 
participants, causing 
them to disengage or 
misunderstand the content.

Remaining cognisant 
of who you are presenting 
to and their knowledge of research 
processes is critical in this regard. An 
entire marketing team, for example, 
may not be readily equipped to digest 
data segmentation techniques. It is a 
good idea to simplify these slides so 
that the audience is crystal clear about 
what they are looking at. Supporting 
presentation material should be engaging 
and stimulating, designed to fire interest 
and inspire the audience. Moreover, the 
energy of the presenter is never fully 
conveyed over the phone, so both the 
materials and the presenter must work 
harder than usual to retain the attention 
and enthusiasm of the call’s participants. 
Dual Processing (make the most of 
what we see and hear)
Make sure that what you show the 
audience in your debriefing enhances 
your delivery. This can be best achieved 

by making the most of the way our brains 
are wired. We interpret and process 
visual and verbal information along 
different pathways. We should therefore 
ensure that these pathways compliment, 
rather than compete, with each other. 
Presenting lots of words, numbers and 
data in the deck, in addition to reciting 
these on the phone, can confuse the 
audience. Whereas, by avoiding “death 
by bar chart”, and instead making the 
presentation very visual and allowing 

the verbal debrief to provide the detailed 
content, we can provide the same 
information through different pathways: 
visual and verbal. This doubles the data 
delivered and provides a complimented 
understanding. This approach is also 
more successful at keeping the audience 
engaged and focused on your debrief. 
Slide Orientation (when pointing is 
not an option)
When debriefing in person to a room 
of people, referring to a specific part 
of a slide is easy. We point. On a 
teleconference, however, even this basic 
visual cue must be replaced with a verbal 
equivalent; especially for an audience 
unfamiliar with research presentations. 

Phrases like “looking first at the left of 
the slide, it is clear to see that...” and “if 
we move to the right we begin to see…” 

will ensure that everyone is guided to 
the right spot. There is nothing wrong 
with having more than one piece of 
information on a slide as long as everyone 
in the audience knows what to look at and 
when.
The Teleconference Mastered 
(everyone is on the call)
Being aware of these tips and tricks will 
enable market research professionals 
to successfully mitigate against many 
of the common pitfalls associated 

with the international 
teleconference debrief. 
Version control, 
handholding and 
orientating around the 
chart are excellent ways 
of allowing you to stay 
in control of the debrief 
when you are not in the 
room. Vigilance here 
will pay off, ensuring 
everyone walks away 
happy.

Today, research 
agencies rarely meet all 
the representatives of 
their international clients, 
which further heightens 
the importance of making 
the most of opportunities 
to interact over the 
phone. There is little 
doubt that successful 
teleconferences build 
stronger relationships 
with clients and 
demonstrate a high level 
of professionalism. Until 
Web conferencing tools 

become truly universal, there will always 
be value in fostering teleconference 
skills. Providing a service that enables 
international representatives to receive 
and digest research content together 
in a familiar and convenient format will 
advance the interests of both the client 
and the research agency that supports 
them. 

Patrick Young is Associate Director at 
Kadence International Europe. Drawing 
on its B2B heritage, Kadence International 
conducts a large number of Business 
to Business and Business to Business 
Channel research projects across 
numerous sectors, as well as emergent 
consumer research techniques including 
in-home trials, consumer observation, 
consumer blogging and more.
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Keeping Informed

S-curves and their Applications in Marketing, Business,  
and the Economy
By George P. Boretos

Forecasting product sales or market values is one of the most important 
and difficult endeavors for all marketing professionals. Fortunately, many 
forecasting tools have been developed, especially during the 20th century, 
which help us to model sales and produce valuable estimates about the future. 
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One of the most commonly used such 
tools is the Diffusion of Innovations Model 
that allows us to identify and analyze the 
different phases of growth, saturation, 
and decline of a certain product, 
technology, a new idea, or any innovation. 
It’s a valuable model that helps marketers 
make long term plans and design 
their strategy about existing product 
portfolios and new product launches. It 
is based on the simple assumption that 
anything new follows a Bell-shaped curve 
passing through different types of users, 
depending on the time of the adoption. As 
can be seen in Fig.1, these types are the 
Innovators, Early adopters, Early Majority, 
Late Majority, and Laggards accounting 
for 2.5%, 13.5%, 34%, 34%, and 16% of the 
target audience respectively. 

Although familiar with this model, 
many marketing professionals are not 
aware of the origin and underlying 
rational behind the diffusion concept, 
or of the many applications that it has 
in business, the economy, and many 
scientific fields. Actually, there is a 
common misperception that the Bell 
curve of the Diffusion model is based 
on the well-known Normal Distribution, 
developed by the famous 19th century 
mathematician Carl Friedrich Gauss. 

If you get the value of the Normal 
Distribution at a distance from the mean 
(μ) of one and two times the standard 
deviation (σ) you get almost the same 
breakpoints that you see in Fig. 1. 
However, this is not the case. 

The Diffusion of Innovations Model was 
introduced by Everett Rogers, a professor 
of rural sociology, in his 1962 book 
“Diffusion of Innovations” [1]. 

It is based on the Logistic Growth 
Model, also known as the S-curve [2]. The 
origin of the logistic curve goes way back 
into the studies of population growth by 
Pierre-François Verhulst in 1838, who 
was influenced by Thomas Malthus’ “An 
Essay on the Principle of Population”. 
The underlying rational behind the 
construction of the logistic growth model 
is very simple. We assume that a given 
population “N” has a natural limit “K” 
based on geographical limitations, food 
or water resources scarcity, or other 
restrictions. As the population discovers 
more of these available resources (by 
exploring, for instance, new territories 
or finding new water and food sources), 
it grows bigger but also, at the same 
time, it captures an even larger part of its 
untapped potential (K-N), thus limiting 
its future growth. The evolution of the 

population over time (t), under the logistic 
growth model, can be described by the 
following equation:

Equation 1: 

 

 

�(�) � �

�����
��(��)�(����)

����
         

 

  

     
 N(t) is the population over time, K is the 
maximum size that the population can 
reach, Lc is the life cycle of the process 
i.e. the time needed for the population 
to increase from approximately 1% to 
99% of its maximum size K, and tm is the 
midpoint at which 50% of K is reached. 
As can be seen in Fig.2, the population 
growth follows a Bell-shaped curve and 
the population itself, on a cumulative 
basis, follows an S-shaped curve. 

Note that although the Logistic Growth 
model and the Normal Distribution are 
based on quite different concepts and 
mathematical formulations, they have 
almost identical curvatures exhibiting the 
same more or less behavior (see Fig.3).

Although s-curves started from 
studying natural ecosystems, it soon 
became apparent that they could be 
equally successful in modeling non 
biological “populations” using the same 
basic principles from population ecology. 
Rogers was one of the first to bring 
s-curves into the marketing field by 
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introducing the Diffusion of Innovations 
Model. Here, the populations are 
innovations of any kind; a new product, 
market, technology, an idea, or anything 
new that can be adopted by a potential 
audience. This is made through the word 
of mouth process. Take the evolution of 
Internet, for instance. At any time, in any 
given country with population “N”, there 
are “A” persons that have adopted the 
new technology and use the Internet and 
N-A that have not. However, when users 
and non users meet, there is a probability 
that the non-user will learn about the 

benefits of the Internet and will eventually 
start using it. When the Internet 
penetration in the country increases 
more than 50% then the potential new 
users are fewer than the existing users, 
hence, growth starts to decline. This is 
a simplistic but valuable explanation of 
the evolution of the Internet, which by 
the way does indeed follow an s-curve 
pattern [3]. Since the late 70’s, Cesare 
Marchetti (http://cesaremarchetti.org) 
and afterwards Theodore Modis (www.
growth-dynamics.com) described in their 
extended studies how various processes 

such as product sales, competition 
among products, stock prices, the use of 
different means of transportation, energy 
consumption, and even urban guerrilla 
activities could be approximated by using 
forecasting models based on logistic 
growth. 

As the study of the Logistic Growth 
evolved through the years, it generated 
additional models based on the same 
principles. Frank Bass went one step 
further from the Diffusion of Innovations 
Model, in his paper “A new product 
growth model for consumer durables”, 
published in 1969 [4]. He created the 
famous Bass Model by incorporating 
another growth driver, the innovation, 
which describes the process of adopting 
something new spontaneously, either by 
following an innovative urge or due to the 
exposure to marketing communication. 
This is something different than the word 
of mouth (or imitation-process), already 
introduced by Rogers, which calls for 
physical contact with someone who has 
already adopted, for instance, a new 
technology. Marchetti and Nakicenovic 
introduced the Logistic Substitution 
Model [5] to describe the evolution of 
market shares among competitors passing 
through different phases of growth, 
saturation, and decline. Kondratiev waves 
[6], based on the difference between 
actual and estimated s-curve values, have 
also been incorporated into the study 
of logistic growth in order to identify 
embedded cyclical patterns. 

Seasons of Growth in S-curves
Another important concept relevant 
to s-curves is that of “Seasons”, 
introduced by Theodore Modis in 
his book “Conquering Uncertainty” 
[7], representing different periods of 
growth, saturation, and decline. The 
construction of the different seasons is 
rather simple: we consider the Life cycle 
of the process (Lc in equation 1) and 
then divide it equally into five successive 
seasons: Winter, Spring, Summer, Fall, 
and again Winter. All seasons and their 
corresponding levels of penetration (% 
of K) can be seen in Fig.2. Those familiar 
with the work of Modis will recognize 
that the definition and penetration levels 
of seasons in Fig.2 are slightly different 
than these used by Modis. Although the 
concept and conclusions remain the same 
in both cases, the new definition is better 
fitted to the choice of parameters that we 
use in eq. 1. The seasons’ segmentation 

“ Although s-curves started from studying 
natural ecosystems, it soon became apparent 
that they could be equally successful in 
modeling non biological “populations”  
using the same basic principles from 
population ecology.”

http://cesaremarchetti.org
www.growth
www.growth
-dynamics.com
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is an alternative to the method used by 
Rogers (Fig. 1). However, the middle of 
each season is very close to the beginning 
of the Innovators, Early adopters, Early 
Majority, Late Majority, and Laggards 
segments, so, we can follow both 
segmentations at the same time, if we 
want to. 

Winter is the most difficult season 
since both population size and growth are 

negligible. This is also the most creative 
period since new ideas and innovations 
appear in an attempt to stimulate 
growth with out-of-the-box thinking. 
If a certain initiative, among different 
“competing” directions, survives Winter 
then it proceeds into a full logistic growth. 
During, Spring, a season of development 
and accelerating growth, the main 
focus is to fully explore and exploit 
the chosen direction. During Summer 
growth peaks and 50% of penetration 
is achieved. This is the time for more 

control and optimization of processes 
in order to improve profitability. This is 
also a critical turning point since growth 
starts to decline for the first time. With 
the emergence of Fall, growth starts to 
decline rapidly leading to yet another 
Winter, where the population achieves its 
maximum size having almost no growth 
at all, thus signaling the completion of the 
process. At this time, according to Modis, 

a second s-curve may emerge attempting 
to survive an overlapping Winter with 
the previous one. If it does, then it will 
proceed through the same succession 
of seasons from Winter to Winter again. 
In that sense, Winter acts as a “nursery” 
of creative ideas, which are responsible 
for the growth potential of the following 
years, after the saturation of the previous 
growth wave. 

Modeling the Global Economy with the 
Logistic Growth Model

Through my personal research, I had the 
opportunity to use s-curves extensively. 
I soon discovered that many phenomena 
from completely different fields, such as 
social media networks like Facebook and 
LinkedIn, global warming, and the global 
economy could be approximated with the 
logistic growth model. The reader can find 
more details about these cases in the site 
www.forecastingnet.com. Perhaps, the 
most interesting finding is that by using 
such a simple model, we can produce 
valuable insights and predict even major 
economic events like the current global 
crisis. 

 We all know that after the 2008 credit 
crunch, the global economy entered a 
serious recession that was characterized 
by uncertainty, low liquidity, and reduced 
business activity in almost every sector. 
The initial efforts of the G20 to reinitiate 
the economy by the deployment of 
extensive fiscal stimulus packages, 
although successful in the beginning, 
resulted in the significant rise of public 
debts challenging the credibility of even 
the largest economies. This is definitely 
an important turning point testing the 
structural integrity and defenses of the 
global economy. But was this a random 
incident in our history or could we have 
predicted it and taken the necessary 
steps to minimize losses? In an article 
[8] published just a few days prior to the 
collapse of the Lehman Brothers, evidence 
was presented about an upcoming 
economic downfall, near the end of 
the first decade of the millennium. The 
analysis was based on a simple logistic 
growth fit against actual real GDP data. 

According to this model, the global 
economy follows a two-century growth 
wave, spanning from 1917 to 2112 around 
the midpoint tm at 2015, attributed to 
globalization (Fig 4). This period is equally 
divided into five seasons that last nearly 
40 years and constitute successive 
periods of growth, saturation, and decline. 

Winter (1917–1956), as expected 
according to the seasons’ concept, was 
a difficult period including both the 
struggle for survival and innovation. To 
begin with, it includes the last part of 
World War I, World War II, and the Great 
Depression. But this period also includes 
many great inventions and technological 
advancements: the first television set, the 
first large scale digital computer-ENIAC, 
the invention of the transistor, the patent 
for cellular technology for mobile phones, 

“ Winter is the most difficult season since  
both population size and growth are 
negligible. This is also the most creative 
period since new ideas and innovations 
appear in an attempt to stimulate growth  
with out-of-the-box thinking.”

www.forecastingnet.com
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the invention of the liquid-propelled 
rocket, the first jet engine, and the 
discovery of the DNA structure. 

Also as expected, Spring (1956–1995), 
was a period of considerable economic 
growth based on the novelties of the 
previous season. Space age began, 
following the invention of liquid-propelled 
rocket, with the launch of the first 
communication satellite, Sputnik, and 
the first manned mission to the moon in 
1969. The information technology and 
telecommunications industry expanded 
rapidly based on a series of transistor-
enabled innovations (such as the first 
personal computer), the World Wide Web, 
the first cellular phone, and the launch of 
the GSM system. Following the discovery 
of the DNA, genetics studies became 
popular leading to the launch of the 

Human Genome Project in 1990.
We are now approaching the middle 

of Summer (1995–2034), supposedly 
the period when we harvest the fruits 
of previous seasons’ innovations and 
investments. Indeed, we are now into the 
age of globalization and the world seems 
more united than ever. The Cold War 
has ended, the EU reached 27 members, 
and China, following Deng Xiaoping’s 
reforms, entered the free market and 
became one of the biggest international 
economic powers. All high technology 
sectors have peaked, involving billions 
of users of the Internet, PCs, mobile 
phones, smartphones, and social media. 
The Human Genome was finally decoded 
within only ten years from the launch 
of this important project. The living 
standards of the average person on Earth, 

as expressed by GDP per capita and all 
the available conveniences of our times 
that the technology and modern science 
can offer, have never been better.

However, there is a catch. First, as we 
approach the midpoint tm (2015) of the 
process, we should expect the first mild 
symptoms of saturation, as growth will 
first decelerate and afterwards will start 
declining. Most important, though, is the 
cyclical pattern that the economy follows, 
presented in Fig 5. Almost every 40 years, 
near the middle of each season, there 
is a peak point that initiates a cyclical 
slowdown of the global economy. This 
occurs when the economy “overshoots” 
i.e. when the ratio between actual and 
estimated GDP is at maximum. This 
cyclical trend is actually a Kondratiev 
wave of the economy. 

“ ...we should have expected a deceleration of the economy near the end 
of the first decade of the millennium and the beginning of the second. 
The first signs where there all along and we could have started 
preparing early on instead of trying to find a last minute solution.”
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The first two cyclical slowdowns 
occurred in 1937, near the start of World 
War II, and in 1975, near the outburst of 
the Oil Crisis. The next cyclical peak point 
occurs in 2013, very close to the 2009 
global economic recession. There are two 
options concerning this forecast: either 
the cyclical downturn occurred at 2009, 
an acceptable four year error in the two 
century growth process, or we haven’t 
seen the worst of the recession yet. We 
will by 2013. Based on what we’ve seen 
happening in the economy during the last 
three years, the latter option still remains 
a strong possibility. 

To conclude, both the two century 
growth wave and the cyclical 40 year 
trend have been saturating as we are 
approaching their peak points, in 2015 
and 2013 respectively. Therefore, we 
should have expected a deceleration 
of the economy near the end of the 
first decade of the millennium and the 
beginning of the second. The first signs 
where there all along and we could have 
started preparing early on instead of 
trying to find a last minute solution.

Conclusion
Although this case study is about the 
economy, it’s equally useful for marketing 
professionals and everyone involved 
in business, as it demonstrates the 
significance of forecasting and s-curve 
modeling. After all, the Global GDP is 
an aggregation of all business activity 
in the world. We should continuously 
observe our markets for evidence of 

growth, saturation, or decline. And to do 
so, we should choose the right model, 
look for alert signs of changing market 
behavior, and act accordingly. S-curves 
proved to be an excellent forecasting 
tool, offering valuable insights in so many 
different cases regarding the economy, 
business, product management, or other 
areas. Surely, it’s not the only available 
forecasting tool and obviously it does not 
stand as a substitute for human judgment. 
It’s merely a tool that helps improve our 
visibility about the future. The rest is up 
to us, to look for the right signs, make 
the right decisions, and better prepare 
ourselves for what is coming in the future.
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Keeping Informed

Evolution of PRC: The Next Chapter
By Ted Donnelly, Ph.D., PRC

It is an exciting time for the marketing research industry. In an unprecedented 
period of change, technology has brought new tools, new methodologies, and 
new ways of gathering insight and understanding human behavior that not 
long ago, were unimaginable. 

Centered within the winds of change is 
the Professional Researcher Certification 
(PRC) program, which turns seven this 
year. It was developed to elevate the level 
of professionalism in our industry and 
establish a standard for the profession. 
Additionally, it promotes awareness and 
understanding of the marketing research 
profession within the general public and 
to government regulators. 

My first involvement with 
PRC was six years ago, 
when I was recruited for the 
Development Committee 
charged with designing 
the PRC exam. It was an 
incredible undertaking 
tackled by an impressive 
group of researchers from all 
disciplines. I quickly realized 
the importance of what we 
were doing and the positive 
impact it could have on our industry, once 
it matured. I wanted to see the program 
blossom and dedicated myself to it as 
a volunteer, research practitioner and 
business manager. I soon moved onto the 
PRC Board of Directors and have had the 
privilege to Chair the Board for the past 
three years. In addition to maintaining 
my own certification, we encourage and 
support our staff in seeking certification 
within our company.

So much has changed in the seven 
years of PRC. The founders of PRC 
identified the challenges of establishing 
a certification for an industry that lacks 
homogeneity. From data collection firms 
to panel providers to software tools, 
our industry includes so many different 
players contributing very different 
elements to the process. As you would 
expect from a group of researchers, the 
first wave of PRC sought to address this 
with a vastly segmented structure to its 
certification categories. It was the result 
of good intentions to offer a program that 
outlined a highly specified continuing 

education track literally customized 
for individual job titles. However, this 
presented a number of difficulties. First 
and foremost, it was very confusing to 
the general public. It also was unduly 
rigid. Certification should provide 
flexibility for professionals who actively 
grow into different roles and service 
offerings within the industry. Finally, 

the educational requirements were far 
too fixed. A certification program should 
facilitate a path for continuing education, 
not dictate the precise content of credit 
hours to the research professional. 
Hence, the structure was simplified 
and the program moved the continuing 
education requirements to an elective 
structure within three main categories 
of Research, Business and Legal. The 
flexibility to consume the education that 
the professional feels they need allows 
them to become a more well -rounded 
researcher. 

 As with all professional certifications, 
PRC has continued to evolve over time to 
ensure our credentialing program is best 
meeting the needs of a dynamic industry. 
A number of changes have recently been 
approved by the Board that will further 
enhance the program for the years to 
come. Listening to our constituents has 
played a significant role in the changes. 
This came in the form of a survey 
launched last year that included nearly 
400 industry professionals. It also was 

the outcome of countless conversations 
we have had with PRCs and prospective 
PRCs at conferences and other industry 
events. Additionally, we completed a 
benchmarking study that compared 
our program to other comparable 
professional certifications. There are some 
striking commonalities across industry 
certifications that allow us to follow some 

best practices. The end 
product of all this insight 
was the approval of a 
number of changes to be 
implemented this year:

1. Simplification of the  
Certification Structure
Further simplification 
to the structure was 
necessary to facilitate the 
public’s comprehension of 
PRC as a uniform standard 

for the industry. With the flexible, 
elective format to the current continuing 
education requirement, an unwieldy 
classification system was no longer 
necessary. Previously, certification was 
segmented along a number of criteria, 
including experience level, business 
type, and research methodologies. The 
result was a convoluted certification 
structure with 20+ options. It was difficult 
for PRCs to convey to the public and 
is unprecedented in other certification 
programs. It also forced researchers 
to pigeonhole themselves into one 
area of research, which may not have 
been reflective of their expertise. The 
PRC should be a tangible reflection of 
industry expertise and commitment 
to the profession. If it does not allow 
for movement and growth within the 
industry, it does an injustice to the 
research professional. What it should 
reflect is competency across all of 
marketing research. Consequently, the 
new structure includes just two options: 
Industry Professional and Student. An 
industry professional certification requires 

“ As with all professional certifications, 
PRC has continued to evolve over 
time to ensure our credentialing 
program is best meeting the needs of 
a dynamic industry.”
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3 years of industry work experience. Both 
certifications require candidates to pass 
the PRC exam. 

2. Elimination of the Business Domain & 
Realignment of Continuing  
Education Credit Hours 

A frequent concern of PRCs was the 
general business content. In preparing for 
their exam, the business topics required 
candidates to acquire and review a 
number of reference resources outside of 
the core research content. Additionally, 
in accruing continuing education credits, 
PRCs often were obliged to consume 
education that competed with the time 
they had set aside for more relevant 
research related subject matter. The 
original thinking was that certification 
should mirror competency in the major 
elements of a certified researcher’s job 
responsibilities. Often, this includes 
some level of business administration. 
We have challenged whether including 
general business administration should 
be applicable to a research certification. 
The purpose of PRC is to ensure research 
professionals stay current with regard 
to research principles, methodological 
trends, as well as legal and ethical issues 
relevant to the industry. With nearly half 
of the required education currently drawn 
from the business domain, the allocation 
of credit hours to industry specific 
education is limited in scope. Starting in 
2012 and effective at time of renewal, the 
continuing education requirements will 
be revised to 20 hours every two years, 
including 18 research and 2 legal. 

A bolstered educational enrichment 
program that is focused strictly on 
content that is current to the marketing 
research profession is more consistent 
with PRC’s mission. Our goal is to 
provide a vehicle by which industry 
professionals can convey to the public 
they are committed to a high standard 
of professionalism and excellence. These 
changes will help PRCs to better deliver 
on that promise by allowing them to focus 
on the education that is most applicable 
to their career development. 

3. Revision of the Educational 
Prerequisite for Applicants

New applicants have always been 
required to demonstrate a track 
record of attending industry related 
continuing education. This is consistent 
with other certification programs. 
However, previously this requirement 

was framed as industry conference 
attendance. The educational landscape 
has changed dramatically in the time 
since this standard was set. Much 
of the continuing education content 
consumed in the marketing research 
community comes outside of in-
person conference attendance with 
the proliferation of webinars, virtual 
conferences, podcasts and other forms of 
eLearning. Consequently, the standard 
has been revised to 12 hours of education 
within the two preceding years to be 
more flexible in light of the current 
environment. 

4. Development of a Review Program
The feedback we have received from 
those who have taken the PRC exam 
has been very positive. Largely, it has 
been described as a fair assessment of 
competency. However, understandably 
business professionals are out of practice 
with preparing for exams. Time is 
precious and the process should not be 
daunting. To facilitate, the PRC Board 
is evaluating 3rd party institutions to 
develop a study guide for the exam. This 
should streamline the preparation process 
for candidates and ensure that all who sit 
for the exam feel adequately prepared for 
assessment. 

5. Reduction of Fees
What’s not to love here? Over time, we 
have realized greater efficiencies with the 
administration of PRC. Consequently, the 
fee schedule has been restructured and 
is extremely competitive when compared 
to other certification programs in our 
benchmark. The new fees for 2012 are 
$350 for MRA member applicants and 
$450 for non-member applicants. Both 
include a $150 exam fee as well as one 
free retake (additional retakes are just 
$25). The two year renewal is now only 
$125 for MRA members and $225 for 
nonmembers. 

The PRC exam is now fully integrated 
into an online platform, making it easier 
than ever for applicants to sit for the 
exam from anywhere in the world. PRC 
has now joined other leading programs in 
administering its exam in a secure online 
environment. To mark this milestone, 
beginning April 1 through June 30 we  
will be offering a 90-day introductory 
period where the application fee will 
be reduced by $150 and the exam 
administered free of charge. Do not miss 
this opportunity to become certified for a 
fraction of the usual cost. 
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6. Added Marketing Support 
PRC is going viral, baby. It is the standard 
for our industry and should be ubiquitous 
as such. Plans are in the works to provide 
our PRCs with additional platforms to 
demonstrate their expertise. Additionally, 
there are plans for an orchestrated 
outreach to the decision makers that 
impact our industry even if they do 
not work in it every day. This includes 
buyers of research, headhunters, hiring 
managers and other human resource 
personnel, who service the marketing 
research community. Whether you are 
selling a research project or seeking 
to advance your career, your PRC 
signifies achievement. It reflects your 
professionalism, competitive advantage 

and your personal brand as a serious 
researcher who is current in industry best 
practice. We want to ensure when you 
make that connection for either business 
development or career advancement, the 
individual on the other side of the table 
understands that as well. 

As PRC enters its 8th year, the future 
is bright. I am proud at how the PRC 
Board of Directors has taken a great 
concept, guided it through infancy 
and now has responded again to the 
demands of a dynamic industry. In a field 
undergoing great change, certification 
is more important than ever. It is a brave 
new world of shrinking budgets and 
every decision counts. The margin for 
error is non-existent. Buyers of research 

and hirers of researchers need to know 
they are getting a high quality return on 
their investment. Whether working in 
traditional or emerging methodologies, 
decision makers must feel confident 
they are surrounding themselves by 
researchers who are contemporary and 
current, while also grounded in the 
methodological foundations of good 
sampling, data collection and analytics. 
That is what PRC signifies and why I 
am so optimistic about the future of 
marketing research. 

Ted Donnelly, Ph.D., PRC is the 
Managing Director at Baltimore Research 
and is the Chair of MRA’s Certification 
Board.

PRC At A Glance

Professional Researcher Certification (PRC) is being streamlined to 
improve its accessibility, lower its cost and increase its value as the 
industry certification standard for marketing research professionals. 
Online and in-person training, as well as PRC adoption also will  
expand in 2012. 

PRC Old New

Certification Categories 20 2 – Industry Professional and Student

Experience Requirements 
for Application 

Expert – 5+ Years
Practitioner – 3+ Years

3+ years

Education Requirements 
for Application

5 Hours of PRC-Approved Training 
Within the last 5 years
1 Industry Conference

12 hours of PRC-Approved Training 
Within the last 2 Years

Continuing Education 
Requirements 
for Renewal 

Expert PRC-Approved Training Hours
6 in Research

2 in Legal
6 in Business

Practitioner PRC-Approved Training Hours
10 in Research

2 in Legal
5 in Business

1 Elective

PRC-Approved Training Hours
18 in Research

2 in Legal

Application & Exam Fees
Expert Application + Exam = $400

Practitioner Application + Exam = $350
MRA Member Application + Exam = $350

MRA Non-Member Application + Exam = $450

Renewal Fees
Expert = $250

Practitioner = $200
MRA Member = $125

MRA Non-Member = $225
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the soundness of market data. GMI understands this. Our solutions ensure an online panel that truly spans the globe, 
higher response rates and more balanced data sets.

GMI Pinnacle—patent-pending sample methodology for ensuring true nationally representative sample frames  
via blended sources 

GMI Interactive—innovative online surveys that engage respondents and provide more insightful data 

GMI AdTracker—online ad campaign tracking that combines panelist’s online behavior with attitudinal survey data 

GMI Global Panel—millions of highly profiled quality respondents from around the world, with detailed sampling 
when you need it 

GMI Survey Services—hosting, programming, translation and data processing solutions to keep  
your surveys on track and on time

GMi Delivers the right people, at the right time, for the right results, every time.  
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Put your foodservice research into some 
of the most experienced hands
… ours.
You may not know our name, but we bet 
you know our work.  For more than 30 
years, Restaurant Research Associates has 
partnered with some of the biggest names 
in foodservice.  We know food research 
from every angle.  And, it’s not a part-time 
job - we live it, breathe it and even dream 
it, day in and day out.

365 days a year.  Since 1979.

Restaurant Research Associates
A Leader in Foodservice Research
714.368.1890  ● www.RestaurantResearchAssociates.com

continued from page 25

relationships with foreign countries” is 
in Japan. While some top of mind issues 
span all countries, many are considered 
more critical in some than in others.

Understanding Cultural Norms 
Drawn from TNS research conducted 
several years ago, that data below 
compares the level of newspaper and 
magazine readership among respondents 
in the Netherlands and China. 

In the Netherlands more people 
stated that they read magazines and 
newspapers when asked by a live 
interviewer than when responding online. 
We can speculate that this is the result of 
a social desirability bias – people wanting 
to “look smart” to the live interviewer. 
This bias would be characteristic of a 
society in which individualism and self-
enhancement are prized.  
In China, we do not see the same 
difference between responses given 
to live interviewers vs. those gathered 
online. This is characteristic of a 
collectivist society, where there is a 
tendency to behave modestly in  
front of others. 

Another phenomenon familiar to 
Chinese researchers is the tendency for 
respondents to answer “aspirationally” 
in an anonymous online setting. For 
example, when asked online what type 
of car participants own, there may be a 
tendency to give details about the car 
they “wish” or “plan” to own rather than 
the one they actually own today. 

These differences in how decisions are 
made in individualistic vs. collectivist 
cultures are critical for researchers to 
understand when analyzing multi-country 
results. In individualistic societies, people 
are expected to look after themselves 
and their own immediate families. They 
feel more responsible for making their 
own decisions. In collectivist societies, 
people from birth onward are integrated 
into strong, cohesive groups, such as 
large extended families. They expect 
decisions to be arrived at collectively 
after discussions with key family and 
community members. Latin American 
countries tend to be collectivist, while the 
US is more individualistic.

The Risk of Stereotyping
While there is real value in understanding 
key cultural differences, there can 
also be a danger in relying too heavily 
on stereotypes, especially now that 
technology allows ideas and attitudes to 
spread so swiftly across the globe. Just 
think about a protest in Egypt becoming 
an Arab spring and then connecting to 
an Occupy movement on the other side of 
the world, all within just a few months. 

As Thomas Friedman, author of “The 
World is Flat” points out, “more people in 
more places can now compete, connect 
and collaborate with equal power and 
equal tools than ever before.” The best 
tools for a global researcher are an 
open mind and a determination to keep 
learning and understanding key  
cultural differences.

Jackie Lorch, PRC is the Vice President, 
Global Knowledge Management, at 
SSI. SSI is a provider of sampling, data 
collection and data analytic solutions for 
survey research.
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The Impact of Globalization and Challenges in the Law
By LaToya D. Rembert-Lang, JD, LL.M, CIPP

Our world is defined by jargon; lingo; slang of our culture and era. For instance, 
some key terms that seem to proliferate the 21st century include: trending, 
Twitter, Facebook and social media. 

Legislative Update

Another significant word added to the 
list of jargon that has become widely 
popular over the course of this decade is 
the term globalization. Now businesses 
cannot escape the phenomenon that 
is globalization as it impacts the socio-
economic and political states of life 
and countries throughout the world. As 
businesses engage in transactions that no 
longer are defined or limited by borders 
and are more seemingly occurring online 
in unhindered forums, it is obvious that 
there are issues that impact the scope 
of national and international laws and 
policies pertaining to social, political and 
economic matters. 

This is wherein the very core of 
the problem lies. As survey research 
professionals engage in cross border 
transactions, seek to expand resources 
or gain access to diverse respondents, 
they must be aware of all various 
aspects of the law where the business 
occurs (such as where they are located, 
where the actual business transaction 
occurs), an internalization of a universal 
ethos of survey research practice 
and an embedded ethic of corporate 
responsibility based on the caveat that 
current laws are insufficient to impose 
the necessary policy to actively police the 
modern practice of globalization. 

There Is Generally No Universal Law
It is important to begin by understanding 
what globalization is. The term emerged 
in the 20th century and has been 
broadly defined as the integration of 
economic, social and cultural relations 
across borders. Globalization challenges 
national and international law and policy 
because it transforms the way in which 
communication, information, technology 
and the economy discuss matters across 
borders. 

Laws are adapted and developed to 
the varying needs of its citizenry; as a 
result, there are multiple laws, statutes, 
and policies. The creation of each law 
has its own enforcement mechanism. 
Enforcement from a globalization 

perspective is limited by jurisdictional 
capability. National and international 
laws limit the right of States and other 
Nations to enforce their laws outside 
their own respective boundaries, whether 
the purposes of the legislation/law are 
to penalize behavior (criminal law), or 
to create an enforceable right between 
legal persons (civil law). Enforcement is 
only limited when persons are physically 
within the state or are under its control. 
Unless legislation is specifically and 
expressly applied to acts or omissions 
taking place beyond the territorial limits 
of the state, it will be understood and 
interpreted to apply to only conduct 
within the jurisdiction.

Globalization, however, adds fuel to 
fire when challenges to an issue can 
be presented in multiple jurisdictions 
and multiple laws apply. Depending 
on the issue, there may be some treaty 
assistance to enforce jurisdictional 
rights; but it does not limit the ability 
of challenges to appear in multiple 
jurisdictions since there are generally 
no universal laws (noted exceptions are 
“piracy”, “crimes against humanity” and 
“genocide”). As a result, Courts of any 
nation have jurisdiction if the transaction 
occurred in, or if the business or party 
have significant connections with, the 
nation or one of its subdivisions or forums.

Ethical Practice Matters
An important consideration for business 
success is ethics. The ethics of a business 
are the culture of a company and can 
essentially define the perception of 
a company. Founded upon the same 
concept of success as ethics is the ethos 
embedded behind the protection – the 
integrity of the profession. A profession 
that portrays a sense of commitment to 
its ethos instills a commitment to its long 
term success and survival. Following the 
ethos of the survey research profession 
through association guidance is vital 
in navigation through globalization. 
Reinforcing practices provided through 
Association Codes and incorporating 

recommended Guidelines and Best 
Practices will assist in being proactive 
in compliance while transacting in a 
global scheme (and will support the 
sustainability efforts of the survey 
research profession).

Globalization in its entirety will 
continue to present ethical and 
controversial dilemmas. For survey 
research professionals, one central 
dilemma is the concept of outsourcing. 
Moreover, as cross national boundaries 
continue to blur and the concepts within 
globalization continue to transform, what 
criteria should survey researchers utilize 
in order to maintain a central perspective 
over what practices are central to the 
profession? Despite implementing 
policies nationally and internationally, 
the practice of survey research should be 
based upon the ethos of survey research 
professionals as a whole. Therefore, it is 
imperative to understand and know the 
MRA Code of Conduct, be aware of best 
practice guidance and recommendations 
and adapt policies and procedures, as 
needed, to incorporate the most effective 
resources to engage in the globalized 
arena.

Protecting Your Brand
Within the same framework of ethical 
obligation, survey research professionals 
should also be mindful of understanding 
their corporate responsibility in the era 
of globalization. The survey research 
profession has been privy to maintain 
its status as a one governing of self-
regulation. The profession has largely 
enjoyed US or international reform 
focused explicitly or predominantly 
on mandated corporate responsibility 
or being subject to public reporting or 
scrutiny. Although survey researchers 
lack this public oversight, the obligation 
to maintain corporate responsibility is 
central to maintain such a privilege. 
In the era of globalization, this can be 
a vital trade-off, where the challenges 
of compliance could be costly and 
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overwhelming to small survey research 
companies.

Businesses have cultivated their 
own perceptions of what is considered 
corporate responsibility. The definitions 
have ranged from “operating a business 
in a manner that meets or exceeds the 
ethical, legal, commercial and public 
expectations that society has of business” 
to “a set of management practices that 
ensure the company minimizes the 
negative impacts of its operations on 
society while maximizing its positive 
impacts.” In a broad summation, it can 
be simply described as protecting your 
brand—it is beyond public works or 
philanthropy and focuses on the pursuit 
of action beyond profit. In fact, actions 
deemed solely for profit are of negative 
focus in the media and in a technology 
driven society where news can be 
transmitted worldwide within fifteen 
seconds, businesses must cultivate the 
best news driven about their products 
and services.

Regulations propelled to drive corporate 
responsibility can be a challenge from 
a global standpoint. For instance, the 
financial sector has various reporting 
obligations and laws must be followed in 

the US and internationally. The laws vary 
in reporting obligations and the reports 
that are submitted fluctuate in their 
timeliness of delivery and perception of 
interest. Therefore, it is imperative for all 
survey research businesses to consider 
incorporating practices that promote 
corporate responsibility. Businesses 
should review Association Codes, 
Standards and Guidelines for responsible 
business conduct and adapt business 
frameworks accordingly.

Summarily Speaking
While globalization is not a new concept, 
it is rapidly expounding as a business 
venture. Survey research professionals are 
not immune from engaging in this area. 
Yet, as vast as the potential opportunities 
that can arise from globalization are, so 
can be the legal implications, which can 
also be costly and summarily avoided 
with proactive planning and compliance. 
Consider the following legal and policy 
approaches when engaging in global 
transactions:
•	Obey	national	and	international	

laws; 
•	Harmonize	the	policies	and	

principles of national and 

international laws, as necessary;
•	 Comply	with	all	treaties—if	

relevant;
•	 Treat	all	employees	fairly,	

provide the best possible wages, 
conditions of work and benefits 
in order to adequately satisfy the 
needs of the government policies; 

•	 Understand	and	apply	the	ethos	of	
the	survey	research	profession—
know the code;

•	 Incorporate,	train	and	practice	
corporate responsibility.
For a specific discussion of national 

and international laws and how it apply to 
potential business transactions, contact 
LaToya Rembert-Lang at latoya.lang@
marketingresearch.org.

Disclaimer: The information provided 
in this article is for guidance and 
informational purposes only. It is not 
intended to be a substitute for legal 
advice. MRA advises all parties to consult 
with private legal counsel regarding the 
interpretation and application of any 
information to your business.

LaToya Rembert-Lang, J.D., LL.M, 
CIPP is MRA’s General Counsel.
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Online Research

Fully integrated data collection department 
providing our partners access to a robust suite of 
the latest online tools. 

Recruitment

Our dogged and determined approach has earned  
us a reputation in the marketing research  
community for successfully recruiting even the  
most challenging segments.

Qualitative Research
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custom protocols managed by a team of  
experienced in-house professionals. 

Analytic Services
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Chapter Update

Greater New York Chapter
This year’s Holiday Party was truly spectacular!! Held at Arena, members and guests 
were dazzled by the open space and great music. Thanks to C & C Market Research, 
there was a digital photo booth that captured the fun and festive memories.

Thanks to all who attended and made this event another giant success!

If you are interested in becoming more involved with MRA, contact Lisa Lockwood, 
Director of Development, at lisa.lockwood@marketingresearch.org. 

The Marketing Research Institute 
International (MRII) Announces 
Election of 2012 Board Officers and 
New Board Members
MRII, a non-profit online educational 
institute which in partnership with 
the University of Georgia is devoted 
to fulfilling the educational needs of 
people worldwide in the marketing 
research profession, is pleased to 
announce election results for its 2012 
Board of Directors.

Board President – John Lewington, 
Associate Dean of the John E. 
Simon Business School at Maryville 
University

Secretary/Treasurer – Elizabeth 
Shriver of the FirstEnergy Corporation

Immediate Past President – 
Charles “Chuck” Dodson of the A.M. 
Todd Co. 

President Elect – Charlotte E. 
Sibley, a member of Board of Directors 
of the American Pacific Corporation 
(AMPAC). 

New directors elected to MRII’s 
2012 Board were:

Marlene De La Cruz, President of 
Adelphi Research by Design 

Michelle A. Elster, Vice President of 
the Rabin Research Company 

Henry Gazay, CEO and Founder of 
Medimix International 

Raul J. Lopez, President of Phoenix 
Multicultural 

Paul Snyderman, Chief Research 
Officer of Ipsos Healthcare

Jeffrey Welch, Executive Vice 
President Global Operations and 
Orem Site Administration of Survey 
Sampling International (SSI) 

mailto:lisa.lockwood@marketingresearch.org
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MRA and Maryland Marketing Source, Inc. Announce the 
Passing of Founder, Barbara Bridge
It is with the deepest and most heartfelt sadness and regret 
that we announce the passing of Maryland Marketing Source, 
Inc. President and Owner, Barbara Bridge. Barbara had 
worked more than 30 years in the industry, and certainly left 
her mark on the market research world. She founded Maryland 
Marketing Source, Inc. in 1986 and for 25 years led the 
company with vision, expertise, and integrity. Barbara was a 
remarkable woman who touched many lives, both personally 
and professionally. She will be greatly missed. Please join us in 
extending warm thoughts to the family and friends of Barbara.

Ipsos Healthcare’s Research Chief Joins MRII Board
Ipsos Healthcare is pleased to announce that Paul Snyderman, 
Chief Research Officer, has been elected to the 2012 Board of 
Directors of the Marketing Research Institute International 
(MRII). The MRII is a non-profit online educational institute 
which in partnership with the University of Georgia is devoted 
to fulfilling the educational needs of people worldwide in the 
marketing research profession.

Adept Consumer Testing Appoints New Project Director and 
New Project Manager
Adept Consumer Testing is proud to announce two new 
additions to the project management team: John Draper as a 
Project Director and Daniele Loprieno as a Project Manager. 
John comes to Adept after running his own research firm (DMS 
Research) for over 12 years where he focused on recruiting, field 
services and moderation. Daniele has been with the company 
since 2007 and she brings years of call center and academic 
research experience to her position. 

Research Now Announces Several Important Appointments 
Research Now announced the appointment of Craig Stevens 
to Chief Revenue Officer for the Americas as a direct result of 
the reorganization of the company’s executive management 
team. Additionally, they announced the appointment of two of 
its London-based staff to lead the company’s client development 
and marketing initiatives across Europe and Asia Pacific; 
Martin Filz has been promoted to Managing Director for 
EMEA and APAC (James Burge will remain Managing Director 
for APAC, reporting to Martin from the company’s office in 
Sydney, Australia), and Konstanze Just has been promoted 
to Senior Vice President of Global Marketing, responsible for 
coordinating and developing the marketing and branding 
strategies of the e-Rewards group and Research Now worldwide. 
Further, they announced the opening of the company’s twenty-
fourth office in Rotterdam, Netherlands and the appointment of 
Kerem Köksal as Client Development Manager Benelux. 

Kinesis Survey Technologies Achieves Record Global 
Revenue in 2011; Relocates US and UK Offices
Kinesis Survey Technologies LLC (Kinesis) announced more than 
thirty percent revenue growth for 2011 and the relocation of its 
U.S. and U.K. offices. New office address and phone information 
is as follows:

Austin / Headquarters:
8140 North MoPac, Suite 120 
Austin, TX 78759 USA 
phone: +1 512 590 8300 

London:
Dephna House 
24/26 Arcadia Avenue 
London N3 2JU UK 
phone: +44 20 7117 6085

Ipsos Gallops Forward in the Animal Health Market
As Ipsos Forward Research is building on its strengths in 
providing insights to the veterinary and animal health market, 
Veterinarian/Researcher Caitlin Blazic, VMD, has joined the 
team as a Senior Research Manager. 

C&C Market Research is very excited to announce the 
opening of two new locations
The newly opened facility in Long Island, NY (Broadway Mall) 
is now the 3rd C&C facility serving the NY/NJ area. Serving the 
Greater Detroit area from Laurel Park Place Mall, C&C Market 
Research has this new facility scheduled to open March 1st. To 
inquire further, please contact C&C Market Research corporate 
headquarters at (877) 530-9688 or (479)785-5637.

Field Dynamics Appoints New President
Field Dynamics is very pleased to announce the arrival of its 
new President, Myla Kovac, PRC. Myla has had a long and 
distinguished career of service to the marketing research 
profession over her 27 year career and is currently serving as 
President of MRA’s Southern California Chapter. Please call to 
congratulate her at 818-783-2502, or drop her a note at myla@
fielddynamics.com.

Food Perspectives Inc. Announces New Testing Facility and 
Corporate Headquarters
Food Perspectives Inc. (FPI), announced the grand opening of its 
new, state-of-the-art facility in Plymouth, Minnesota: 13755 1st 
Avenue North. Suite 500, Plymouth, MN, 55430-5473.

Nichols Research Announces New VP of Client Services and 
Return of Project Manager
Nichols Research has promoted Paul Valdez, PRC, to Vice 
President of Client Services. Paul, an active member and 
volunteer of MRA, has held several management positions 
with NRI over the past 20 years and, in addition to his new 
responsibilities, will continue in his role as Facilities Director of 
the San Francisco and Concord facilities. With a warm welcome, 
Sami Biggs has returned to Nichols Research as a Project 
Manager after spending three years working at a research firm 
in New York City. Sami will manage the company’s online and 
medical research.

Advanced Focus Announces New Hire
Advanced Focus is pleased to announce that Julia Demant 
has joined the company as Project Director. Julia brings with 
her over 5 years of project management and client service 
experience from another New York based facility. Julia will be 
responsible for managing the company’s consumer and medical 
studies.

The DSM Group Merges with Dagda Technologies to Become 
a Full Service Marketing And Media Company
The DSM Group has announced that it has acquired Dagda 
Technologies, a Web hosting and full turnkey marketing services 
company based in New Jersey. The acquisition will augment 
and enhance the array of services that The DSM Group provides 
including advertising, marketing, multi media and public 
relations. 

Send press releases and announcements to Amy Shields, PRC at  
amy.shields@marketingresearch.org. 

Industry News & Announcements

mailto:myla@fielddynamics.com
mailto:myla@fielddynamics.com
mailto:amy.shields@marketingresearch.org
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Think Fast, 
  Think Smart, 
    Think Virtual Fieldwork

We are experienced in conducting marketing research online. 
Our staff is passionate about online…all we do is Think Virtual Fieldwork!

For more information or for a custom quote, please email Ray Benack at
research@thinkvirtualfieldwork.com or call 212-699-1901.

Multiple panel solutions

 Access to over 15 million 

   panelists worldwide

   “300 or more panel profile     

      dimensions”

          Flexible and fast 
          prog          programming capabilities

          Real time reporting 

           capability

            Data files delivered in a    

              variety of formats

              Complete data 
               processing services
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r e l e n t l e s s .

The wonders of technology are ever desirable, but can be elusive.  No one pursues the tools of research technology    

quite like Fieldwork. Need to do groups in Smallville, USA? Let our Fieldwork Anywhere team quickly turn any   

two rooms into a full-service focus group facility, in ANY city — with a life-size virtual mirror, video streaming,  

digital recording, recruiting, hosting, even snacks and Critters in the viewing area. Or let Fieldwork Webwork  

create a virtual facility—with webcams for far-flung respondents to take part in online groups,  

discussion boards/blogs, surveys and more. Our recruiting and dedicated support sta�  

will ensure your project feels like cat’s play.   If your research needs are feeling out of 

reach, click on �eldwork.com and let us sink our claws in.

www.fieldwork.com   1.800.863.4353

ATLANTA    •    BOSTON    •    CHICAGO-DOWNTOWN    •    CHICAGO-NORTH    •    CHICAGO-O’HARE    •    CHICAGO-SCHAUMBURG  

DALLAS    •    DENVER     •    EAST-FORT LEE, NJ    •    LA-ORANGE COUNTY    •    MINNEAPOLIS    •    NEW YORK-WESTCHESTER    

PHOENIX-SCOTTSDALE    •    PHOENIX-SOUTH MOUNTAIN    •    SAN FRANCISCO    •    SEATTLE    •    SEATTLE-DOWNTOWN


