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Marketing Research Services Directory

Marketing Research Services Directory

Blue Book is the top destination for anyone wanting to buy research, source projects and partner on new 
initiatives. It is the most comprehensive and easy to use source guide, attracting thousands of qualified 
buyers. Your listing will deliver a focused message to the audiences most important to you, and create new 
opportunities to grow your business.

Your listing will appear December 1 online and run for a full year. Your listing 
will also appear in the print edition of Blue Book that will be distributed in 
March 2013. Changes can be made anytime throughout the year.

2013 BLUEBOOK Marketing Research Services Directory

www.bluebook.org

MRA Members Secure Your Listing by September 30 to Save $100

A Standard Listing Includes:
1. Full contact information including company name, address, telephone and fax number, company email and Web 

address, plus three individual contact names with titles and e-mail addresses.

2. Up to 10 different business types to categorize your company and increase your visibility.

3. A 125 word description to detail in your own words your company’s services and capabilities. It’s keyword 
searchable!

4. Two specialty cross references to customize and focus your listing on what makes your company unique.

5. An RFP function to drive clients to your company with one click.

Watch a short 
video on how easy 
it is to complete 
your listing.
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The middle of each month guarantees 
feelings of anxiety for me. No matter how 
solid content for an up-coming issue of 
Alert! appears, e.g. how many articles 
have been assigned, I categorically worry 
that there won’t be enough. Contributions 
generally begin to arrive the 20th of 
each month, so until the beautiful sound 
of new email in the Outlook inbox is 
detected; I am operating a bit blind. This 
anxiety is self-inflicted and unfounded…
because the contributors of Alert! are the 
magazine’s greatest allies. The August 
issue specifically addresses how vital 
allies are in a world that is changing 
more quickly than at any time in recent 
history, specifically; the need to improve 
the marketing research and academia 
relationship and find opportunities for 
collaboration. Additionally, the legal 
and legislative gurus have delivered 
critical intelligence regarding worker 
classification (independent contractor 
vs. employee , page 37), The Contentious 
Congressional Hearing on the Census 
Bureau’s American Community Survey 
(page 42), and a new privacy right, “the 

right to be forgotten,” that has been 
proposed (page 44).

Peggy Moulton-Abbott, PRC, and 
Connie Chesner, MA, take an honest and 
productive look at the broad gulf that can 
exist between researchers who practice in 
academia and those who work on behalf 
of commercial clients, in the featured 
editorial The Collaboration Conundrum: 
Struggles, Success and Strategies 
for Academic and Applied Market 
Researchers. In addition, The Academy 
and the Agency: Some Thoughts on the 
Integration of the Marketing Research 
Industry and the Academic Discipline by 
Michael Francesco Alioto, Ph.D. (on page 
20) offers compelling insights regarding 
MR and the academic world.

All of this contemplation reinforces 
just how important allies are – in all areas 
of life – and how they can be found in 
the unlikeliest of places. Allies provide 
assistance, advice, backing, information, 
protection and often, friendship; in the 
simplest of terms, they are a support 
base. The August issue of Alert! is a great 
reminder that working together helps 

achieve more, in less time – whether 
it’s academia and more “commercial” 
researchers; MRA’s legal/legislative team 
and government; or contributors and the 
editor. While putting together this issue, 
I ran across a multitude of resources, but 
found the above table (from mindtools.
com) most thoughtful in terms of how to 
look at (and for) allies.

As we begin to develop the 2013 
Editorial Calendar, I will certainly look to 
each of the new (and returning) board 
members as the allies they are. We 
will work diligently to create themes 
for 2013 that are compelling for those 
interested in advertising and that share 
timely and indispensable information for 
professionals who want to keep pace with 
the dynamic field of marketing research. 
The editorial calendar will be finalized by 
October 1, 2012, and will be available on 
the MRA website. Yes; we are already 
looking forward to a great 2013 and 
beyond.

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

Letter From the Editor

Discovering and Embracing Allies
Potential Ally What They Could Do for You What They Might Be Expecting in Return

Team Members Assist you with regular tasks · Be loyal  
Be a sounding board

Assistance with regular tasks · Loyalty, Recognition 
Credit – given both publicly and privately

Boss Protect you · Champion you  
Help you in career advancement

Loyalty · Support · Assistance with his/her tasks 
Commitment · Willingness to go the  

extra mile · Image building

Senior Management Members Protect you · Champion you  
Help you in career advancement

Loyalty · Support · Commitment · Willingness to go  
the extra mile · Image building

Support Staff Willing performance of day-to-day functions · Cooperation Appreciation · Attention · Recognition
Gateway People  
(Secretaries, Executive Assistants)

Provide you with access to crucial  
information and people Appreciation · Attention · Recognition

Family Provide moral support, appreciation, understanding Moral support · Appreciation  
Understanding

More Experienced Colleagues Provide expertise, perspective, contacts, knowledge Respect · Recognition · Attention

Networking Allies
Keep you abreast of the general buzz · Provide you advance 

information and background knowledge · Provide you 
Contacts · Alert you to emerging trends and patterns

Advance information · Background knowledge · Contacts 
Alerts about emerging trends and patterns

Interest Groups Build influence · Mobilize support  
Provide you data 

Assistance for their cause

Community Members Build influence · Mobilize support  
Provide you data 

Assistance for their cause

Press Build influence · Mobilize support Information

Government Build influence · Mobilize support Assistance for their cause

Clients Provide inputs for new product development initiatives 
Provide referrals · Provide preferential status

Preferential status · Willingness to go extra mile  
 Business leads · Referrals

Vendors Provide extra assistance · Provide preferential status
Preferential status · Business leads  

 Referrals

mindtools.com
mindtools.com
mailto:amy.shields@marketingresearch.org
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EXPLORE THE ART OF 

CONSUMER DISCOVERY

Experience life with your consumers—in the moment and on the go. Using Revelation Project and Revelation 
Mobile for online qualitative research (OQR), you’re by their side as during key moments of usage, purchase and 
decision. In their pantry, in their home or at their favorite store—wherever they are and whenever they’re there—
Revelation puts you in position to artfully gain true insight and  move your business forward.*

Download a scanner app at www.qrdroid.com or www.neoreader.com.  
The winner will be randomly selected on December 20, 2012.One entry per person.

© 2012 Revelation

Research in real life.

Know Why TM

Scan to win this original QR art commissioned from Scott Nicklas*
Learn more at revelationglobal.com/art



6                                                                                                                                                                Mra’s Alert! Magazine – august 2012

Creative Research: After the Gold Rush
By Leslie Hallam

I was a difficult kid at school. Not overly clever, but fairly able. Apart from my 
disinclination toward homework, I didn’t cause too much of a headache with 
assignments. I never acted out. I absorbed what was taught to me very readily. 

The problem was; I asked questions. 
Worse, I dared to disagree with some 
of the answers. Worse still, I continued 
to disagree, in the face of superior 
knowledge (my teacher’s) and even hard 
evidence. Thus, my transit on report cards 
from ‘inquisitive’ to ‘intransigent’.

Luckily, I found a niche where a 
tendency toward challenging orthodoxies 
was not just tolerated, but valued. This 
was the world of consumer research,  
circa 1985. 

The West was finally shaking off the 
sepia tinge of the ‘70’s, with brands and 
marketing disciplines in the ascendancy, 
evolving from and spurred on by an 
Adam Smith free-market ideology 
leavened with new understandings based 
around humanistic psychologies and, 
in America in particular, the somewhat 
sinister work of Bernays. Marketing and 
communications was a much smaller 
industry, dominated by a few big players, 
but with a new generation of ‘Mad Men’ 

being sucked in as it grew. This new 
generation of talented, smart people 
(women now, as well as men) knew next 
to nothing about consumer psychology. 
Further, they knew they knew nothing; 
which was a fantastic place to start.

While there will always be talk of 
‘standing on the shoulders of giants’ 
and other false modesties; really, the 
‘eighties intake reinvented marketing. 
They entered a wilderness, crossed to 
a new frontier, made it their own, and 
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tamed it. The rate of change since the 
‘sixties had rendered most consumer 
models redundant, except perhaps for 
those which addressed the very basic, 
archetypal urges of human beings. And in 
this gold rush, new tools and approaches 
were welcomed and required. 

The world had fundamentally changed. 
There was a new view over Atlantis and 
new maps were needed. Researchers (and 
increasingly, the new breed of account 
planners) stepped up to provide them. 
There was a great flourishing of creativity; 
with how studies were conducted, 
how they were reported, and what was 
borrowed from the leading edges of social 
sciences, e.g. the arts, history, technology 
and elsewhere, in attempts to make 
sense of these new terrains. Perhaps 
most importantly, there was, within 
this confident turbulence, a freedom to 

challenge, innovate, experiment, and to 
think way beyond the bounds of ‘problem 
definitions’ and process.

For sure, there was a tide in research 
concerned with ‘measurement’ instead 
of understanding; ‘snap-shots’ instead 
of prediction. Strangely, much of this 
research centred on ‘researching 
creativity’, rather than creative research. 
The evaluation of creative concepts 
demanded ever-more robust, empirical 
approaches to reassure clients – there 
were no experts in these new consumer 
models – that no woollen eye-patches 
were involved. Link-Tests and their like 
blossomed.

However, ‘creativity’, e.g. the genesis 
of a genuinely novel idea, perception, 
understanding, connection, which is of 
real utility, was an essential condition 
of qualitative (and much quantitative) 

research. Researchers weren’t required 
to be merely ‘correct’ (which was just 
one of a hundred possible outcomes) but 
to also be inspiring. Clients were happy 
to back a hunch, listen to their gut, and 
acknowledge intuition.

The world is very different now.
Perhaps the sheer rate of global 

change since the Second World War 
– technological, geopolitical, cultural, 
religious, pharmacological – has 
precipitated a ‘flight to reason’; a 
suspicion of imagination, innovation, 
exploration. Perhaps we have crossed 
too many thresholds, too quickly. Or 
maybe the events thrown up by such 
transformations have made us anxious, 
and, therefore, attracted more closely to 
certainty. Whatever the reasons, the past 
two decades have seen a rise, within 
corporate cultures, governments and the 
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general population, of risk-aversion and 
its shadow, ‘Control’.

Alongside increasing surveillance, we 
live in an age of restriction, regulation 
and social control, in the name of 
security. Given the fringe of madness 
that interpenetrates 
our daily lives, much of 
this is clearly justified, 
but the psychological 
effects ripple out into 
the way we live, work, 
and see the world. In 
business, ‘creativity’ 
is constrained by the 
need to know the 
outcomes in advance. 
(Any other path involves 
‘risk’ – somewhat akin 
to gambling, and the 
antithesis of control-
oriented management.) 
In erstwhile creative 
businesses, ‘templates’ 
are applied, processes agreed and 
followed, the same learning used again 
and again, to get to the same places.

Paradoxically, it is perhaps at exactly 
these moments (when it is darkest and 
most frightening), when we cling to our 
old certainties and ways of seeing and 
doing, that new visions are needed. Only 
in applied imagination can we see new 
possibilities, directions and better lives.

The dominant business culture in 
the US seems particularly weak in this 
respect – perhaps due to an inheritance 
from ‘rationalist’ behaviorism, or a lack 
of common national myth and legend (a 
point well made in ‘American Gods’, by 
Neil Gaiman). In the UK and Europe there 
is more history of drawing on literature, 
oral traditions and cultural myths to 
understand human behavior, alloying the 
‘stimulus-response’ approach. However; 
this is yielding fast to the American way 
of business.

Still, in recessional times, marketers 
are increasingly risk-averse – driving 
controlling, process-oriented behaviors – 
and researchers have become much like 
the children of anxious parents; not able 
to play outside the back yard for fear of 
‘stranger danger’; not able to explore the 
wilder places, risk minor injuries, or test 
our limits; ultimately, unable to develop 
ideas to their maximum potentials. 
Researchers are required to sign up to 
a pre-nuptial agreement in the form 
of a discussion guide, which is used 
increasingly to police the questions asked 

and when they are asked, and also what 
is not to be explored.

To be effective, creativity needs to 
work within the constraints of objectives. 
But while too little control may lead to a 
dissolute, unfocussed result, too much 

saps necessary energy and undermines 
freedom to harness imagination, generate 
multiple possibilities, or envision the 
world differently. Too great a focus on 
definition and control of process runs 
the risk of everything becoming pre-
packaged, zipped-up, homogenized, and 
predictable. Understandings are rarely 
taken beyond the evidence-base; insights 
are never too revolutionary; the past is 
never challenged. 

While the precision and reliability 
of qualitative enquiry have increased 
massively in the past two decades, its 
scope and validity have shrunk in parallel. 
The power of qualitative research to 
answer ‘questions unasked’ is denied and 
subverted in the rise of pseudo-scientific 
approaches promising ‘objectivity’ – a 
reductionist world-view where the whole 
is never more than the sum of the parts. 
In their inherent mistrust of human 
reports of thoughts, values, motives and 
behaviors, these routes seem to be not 
merely ‘new clothes for the emperor’, but 
a celebration of the magic looms from 
which the cloth is spun!

Increasingly, research organizations 
employ an endless recycling of 
‘proprietary methodologies’ from client 
to client in a frenzy of ‘cut-and-paste’ 
proposals and reports. The focus is not on 
inventing new, better ways of exploring, 
or pushing the limits of insight, but of 
pre-defining ‘deliverables’ and polishing 
documentation to make it look appealing, 
exciting, and easy to understand. 

“ Perhaps the sheer rate of global 
change since the Second World War – 
technological, geopolitical, cultural, 
religious, pharmacological – has 
precipitated a ‘flight to reason’; a 
suspicion of imagination, innovation, 
exploration. Perhaps we have crossed 
too many thresholds, too quickly.”

It is my strong belief that this tabloid 
research does not reflect a desire or need 
on the part of clients to ‘dumb down’ 
findings, but rather, in a culture in which 
real innovation is limited, that creativity 
is being replaced by ersatz ‘creative 

process’ (over which clients 
are encouraged to feel 
some degree of control). It 
seems, the research industry 
provides its clients with 
the information-equivalent 
of junk-food, and when 
challenged, says ‘that’s what 
they buy, so that’s what we 
give ‘em’.

This is not a culture in 
which creativity can readily 
flourish. 

Nor is this narrowing 
limited to the research 
design. Technology provides 
us with an increasingly 
transparent consumer world. 

We have powerful instruments to look 
deep into the behaviors, values, hopes 
and fears of our customers. Even small 
start-ups have access to much of the data 
used by  
the biggest, brightest and best. 

Techno-transparency produces a level 
playing-field; competitive advantage is no 
longer derived from competitive market 
intelligence, since everyone knows the 
same things about consumers, market 
dynamics, and each other. Now, more 
than ever before, competitive advantage 
has to come from what is done with raw 
information – what new meanings and 
understandings are created from the  
unitary elements, and how these are 
combined to meet objectives and strategy. 
From intuition, imagination, creativity.

At the same time, while technology 
gives us access to near-infinite 
information, it constrains our choices to 
ever-narrower fields. Search-engines and 
social media conspire to throw in our path 
only such things as those in which we 
have previously expressed an interest. 
The ‘Darwinian’ model of creativity, in 
which many ideas are generated by a 
‘random mutation of memes’ – ideas 
clashing and cross-fertilizing each other 
across diverse and unrelated fields – 
depends upon a serendipity increasingly 
denied us in our everyday lives – and 
even more so in our professional spheres.

At the same moment that creativity is 
most needed, it is most constrained.
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We are passing from the age of 
mechanization (the zeitgeist born in 
the industrial revolution, seized and 
championed by Henry Ford, and much 
abused by despots and tyrants… 
and some major brands!) into the age 
of some concept yet to be defined. 
Communication? 
Imagination? 
Interdependence? 
Gaia? However labelled, 
any familiarity with 
emergent cultural codes 
will give ample evidence 
of a sea-change, not 
just in approaches 
to consumption, but 
to living. The time of 
‘The Herd’, driven by 
affiliation needs, is 
ceding to cultures in 
which each individual 
is reaching toward 
understanding, aspiring 
to new aesthetics, prizing symmetry  
and beauty.

The ‘Gods’ of consumer brands 
such as Apple, through to smaller, 
more specialized and nimble players, 
understand this and respond quickly, 
vigorously and positively; opening 
themselves and their clients/customers/
acolytes to new forms of business 
relationship. Many others continue to play 
the same game they’ve always played, 
but now play harder, better, in a more 
precise (categorical, controlled) way. 
Playing a losing strategy harder, faster, 

higher, with ever more machismo – will 
never make it into a winning approach. 
The game has changed, and we need to 
re-embrace creativity in our attempts to 
re-draw the maps.

This is not news to clients. A recent 
US/UK study on ‘Excellence in Qualitative 

Research’ (www.tangentpartnership.
com/Re-enchantment) revealed the most 
consistent and powerfully expressed 
desire amongst clients to be greater 
challenge from practitioners – to the brief; 
the real purpose of the enquiry; ways of 
delivering findings; and to the ‘internal 
world view’ of client culture. Indeed, a 
major reason for using a new research 
company was to overturn orthodoxies 
established in close relationships between 
research suppliers and brand managers. 
These are seen as potentially paralyzing 
to development, since incumbents on 

“ We are passing from the age of 
mechanization (the zeitgeist born in 
the industrial revolution, seized and 
championed by Henry Ford, and much 
abused by despots and tyrants…and 
some major brands!) into the age of 
some concept yet to be defined.”

both sides may have invested heavily in a 
particular view of the market, which may 
be incomplete, or even wrong, as market 
dynamics shift and change.

So, research-buyers – the next time a 
research company comes along with a 
‘new, creative technique’, or offers you an 

‘off-the-peg’ sexy process, 
perhaps some interrogation 
of just how fresh – or relevant 
and unique – the insights 
promised are likely to be. 
Yes, it’s easier, and more 
cost-effective, to design a 
‘one-size-fits-all’ product, 
polish it up and sell like 
hell, but maybe it’s time to 
be a little more confident, 
re-balance ‘findings’ and 
‘intuition’, drop the cut-
and-paste, and let your 
imagination take you – and 
your clients – somewhere 
different. In design, 

approach, analysis and recommendations. 
Courage, mes amies.

Leslie Hallam, Qualitative Director at 
Tangent UK, has worked at the creative 
end of the research spectrum for three 
decades with major brands and non-
profits in the US, UK, Europe and Japan. 
Building on an academic background in 
psychology, he draws on an eclectic mix 
of fairy tales and marketing discipline, 
archetype and neuroscience, flow and 
creativity to describe, explain and predict 
consumer behavior. 

www.tangentpartnership.com/Re
www.tangentpartnership.com/Re
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LynMarie Winninger: Flying With the Wind
By Amy Shields, PRC

Please share a little bit about 
Ascendancy Research and the core 
services your company offers.

Ascendancy Research is a full service 
market research facility. In our facility, we 
have three viewing/focus rooms along 
with a tandem residential kitchen. In 
addition, we have a call center on–site 
with 14 call stations. Our three core 
areas of focus are: qualitative research 
conducted here at the facility, qualitative 
research conducted through the Web and 
quantitative research conducted in the 
field, via intercepts.

As company president, tell me 
what a typical day looks like and 
what areas of the business you’re 
most involved in.

If no early morning clients, I typically 
am the first to unlock the door about 
7:00 a.m., turn on the lights and tour 
each room as if I were seeing it through 
the eyes of the client for the first time; 
making adjustments, if needed. Then 
after “caffeinating” myself, I work my 
way to my desk to address new emails. 
The most important task of the day is 
to greet that day’s clients and confirm 

It truly is a providential story. As 
mentioned earlier, in 2005, Thom and I 
were looking for businesses to financially 
and purposefully invest in. At the time, 
out of eight market research facilities in 
Minneapolis/St. Paul – two of them were 
for sale! Ironically, by the time we had 
investigated and analyzed the profitability 
and growth potential of both, each of 
them had been sold.

My philosophy in life is, “It is what 
it is,” so even though we were quite 
disappointed, we continued our search for 
possible businesses in other industries. 
The providential part of the story is, four 
months later, the “new” owner of one of 
the businesses called us and asked us to 
buy the business from her. Then the other 
“new” owner contacted us 24 months 
later and asked us to buy that one it as 
well. I guess my other philosophy in life 
is, “If it is meant to be, it will happen.” 
We took both companies, renamed, 
rebranded and reopened the doors with 
an Ascendancy promise to our clients, 
“Taking their research experience to a 
higher level!”

their every need is being met. That is 
followed by meeting with individual staff 
members in the facility and call center to 
support and enhance their focus on the 
clients. After these most important tasks 
are completed, I then turn my energies 
to the daily tasks of running a business; 
from meeting with the bookkeeper to 
scheduling time with clients and vendors. 

How long have you owned 
Ascendancy Research and how did 
you get started in the industry?

In 2005, my husband Thom and 
I purchased Research Systems. We 
were looking for businesses to invest 
in that would complement both of our 
marketing/advertising experience and 
hotel management background. At that 
time, there were two focus facilities for 
sale in the Minneapolis marketplace. 
After reviewing each of their operations 
and the relationship they have within the 
strategic marketing business, we found a 
commonality of our expertise among and 
within the industry. 

I’ve heard that you have quite a 
story about when and how you and 
Thom bought the company. Would 
you mind sharing the story with us?

Member Spotlight
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Fast forward another 18 months and 
again a market research facility in the 
Minneapolis area contacted us and 
convinced us to purchase their facility. 
With all three under one name, I can truly 
say it was providence, perseverance and 
faith that culminated in Ascendancy 
Research coming together to be the 
premier qualitative research facility  
in Minnesota.

What professionally inspires you? 
What do you enjoy about working in 
the field of marketing research?

Exceeding expectations is 
Ascendancy’s 
mantra; our mission. 
The challenge of 
creating for clients 
an experience 
that takes their 
challenge, makes 
it yours, and then 
allows them, e.g. 
the client, to take 
all of the credit 
for a job done 
above and beyond 
expectations, is 
not only a joyful 
experience, but one 
filled with purpose.

What advice 
would you 
give someone starting out in the 
marketing research profession?

Marketing research is such a treasure 
trove of opportunities. It touches every 
industry, brand, and utilizes a plethora of 
venues. Find out where your skills align 
best within the spectrum of possibilities. 
When you find the niche that resonates 
with your talents and abilities, hone them. 
Get to know the needs of your clients 
clearly, maintain relationships sincerely, 
and always be willing to change and 
enhance whatever it takes to satisfy. 
Lastly, build a staff that believes in that 
same culture. 

How long have you been an  
MRA member?

Thom and I joined upon purchasing 
our first marketing research firm. We 
immediately recognized and appreciated 
what MRA brings to the individual 
member and to membership as a whole; 
providing individuals a venue to learn 
and a platform to network, coupled with 
a culture that promotes and protects all 
of us in the industry. Priceless. A number 
of the enhancements and capabilities we 
brought to the business came directly 

from contacts we’ve made and exposure 
we have experienced as part of our 
relationship with MRA. 

Please tell me about your 
most rewarding experience and 
your proudest moment as a MR 
professional?

There isn’t a single one, but it is 
very satisfying to continually strive as 
a research professional to be better. As 
the ratings each year from our clients, 
via Impulse Survey, continue to ascend, 
we have been gratified knowing that we 
are significantly impacting the clients’ 

expectations industry wide and have 
continually set the bench mark higher for 
the industry. 

Before working in the MR 
business, what was most unusual or 
interesting job you ever had?

Although my prior career path was 
management of hotel properties from 
Iowa to Washington, DC, the most 
impactful career experience was when 
I taught more than 3000 young people 
and adults, everyday manners, social 
life skills, dining etiquette and ballroom 
dancing. It has been very gratifying, even 
after so many years, when I still receive 
compliments and thank you notes from 
former students who have grown up, 
entered the work force and have married. 
They acknowledge the skills they learned 
helped them become more confident 
in social situations and understood 
the importance of treating everyone 
with honor, dignity and respect. Those 
sentiments have been confirmed many 
times by the compliments I’ve received 
over the years from parents and former 
students who have shared that the skills 
have helped them in job interviews, in 

their personal life’s and in their careers – 
making the world a better place for all  
of us. 

You have four children. What are 
their ages and interests? Are there 
any funny stories you can share 
about them growing up around the 
marketing research profession?

The fascinating thing for us is, in all our 
businesses over the years, the kids have 
played some role; whether it was early 
on licking stamps, stuffing envelopes, 
passing out flyers, moving furniture, 
greeting guests, doing intercepts, tallying 

results, or making calls. 
We all laugh about the 
memories and how we 
have grown together as 
a result of doing these 
jobs as a family.

Today our oldest 
daughter, 27, is the 
Director of Neurosurgery, 
in a local hospital group. 
Our second daughter, 
25, is the director of 
one of our publications, 
Family Times, which 
is distributed to 40,000 
households in the Metro 
area. Our two sons, 
one a senior majoring 
in IT Studies and the 

other a junior majoring in Broadcast and 
Electronic Communications, are both at 
Marquette University. 

Each of the kids have remarked that 
the things they learned by having to work 
while their friends played, has equipped 
and accelerated them to where they 
are today. (That affirmation is music 
to a parent’s heart!) If circumstances 
demanded it, I would be totally confident 
in handing over the reins of Ascendancy 
Research to any one of them with the 
knowledge that even with their limited 
business experience, their strong ethics 
and commitment to all things of value, 
would continue to catapult Ascendancy 
Research to the highest levels of service 
and results.

What are your hobbies? 
Two years ago I told Thom I wanted 

to get my motorcycle license. Little did 
I know that he and three of our children 
shared my yearning, so we all acquired 
our licenses together! I now own a shiny 
pearl white Yamaha V-Star 660cc which I 
can be seen riding on weekends, letting 
the worries of owning a business, fly away 
in the wind!

“ Two years ago I told Thom I wanted to get 
my motorcycle license...he and three of 
our children shared my yearning, so we all 
acquired our licenses together! I now own 
a shiny pearl white Yamaha V-Star 660cc 
which I can be seen riding on weekends, 
letting the worries of owning a business,  
fly away in the wind!”
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“My MRA membership helped 
me expand my knowledge of 
marketing research by engaging 
with other members. I also made 
a lifetime of friends.”
Don Marek
Retired, AT&T, Executive Director-Customer Satisfaction Measurements
Honorary Lifetime Member
MRA Past President

  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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YOUR GLOBAL RESEARCH PARTNER, ANYWHERE, ANYTIME.

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

Thankfully, Schlesinger Associates Does Both

Actually, we can’t promise to improve your social life.  However, we will deliver the right 
market research solutions to fit your exact requirements. Whether it is qualitative or quantitative, 

Schlesinger Associates is your resource for complete global data collection services.

Tel.  +1 866 549 3500

© 2011 Schlesinger Associates.

Finding  A Date 
Is  Better  Done Online

Finding  A Mate 
Is  Better  Done In  Person

SA_Single_Alert.indd   1 4/21/11   6:56:33 AM
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The Collaboration Conundrum: Struggles, Success and Strategies for 
Academic and Applied Market Researchers 
By Peggy Moulton-Abbott, PRC and Connie Chesner, MA

So our story begins with Melissa Oakes, 
MA (a qualitative research consultant 
and moderator) who came into marketing 
research from an academic background. 
Her education includes a masters’ degree 
in Professional Research from Syracuse 
University and we join her career’s 
evolution after a time working strictly 
academic studies, as she recounts her 
move to the commercial side by sharing 
that the switch was “like a slap in the face 
– a real culture shock.” This sentiment 
sums-up the broad gulf 
that can exist between 
researchers who practice 
in academia and those who 
work on behalf of commercial 
clients, or what is commonly 
referred to as “the applied 
side” of marketing research. 

The issues that 
separate academic from 
applied research include 
timelines, as well as theory, 
methodological rigor, 
sponsorship, funding, and 
clients; however, as Ms. 
Oakes observes, “both sides 
are committed to answering 
all the questions and coming 
up with a good solution.” 
Melissa goes on to say that 
in the eight years she’s been 
on the applied side, she still 
approaches the work with 
a solid grounding in theory 
and procedure. Only now, timelines are 
more compressed and she seldom spends 
months preparing to conduct a project 
like she did in academia. “When I got into 
the commercial end I thought, thank God 
we don’t have to do all that anymore!” So, 
while academic and applied researchers 
share many common traits, it is how 
they define their roles and goals that 
create a gap sometimes resulting in a 
total breakdown of communication. Join 
us as we explore stories of struggles 
and success, all leading to strategies for 
mutually beneficial collaboration.

Struggles: The “Non-Meeting of  
the Minds”
“What we have here is a failure to 
communicate” is more than just a famous 
line by a prison warden from the 1967 
blockbuster movie, “Cool Hand Luke”. It is 
at the crux of how academic and applied 
researchers can end up feeling like they’re 
on opposite sides of a barbed-wire fence; 
each defending their own position, 
without understanding the concerns or 
motivations of the other. 

For Mary Hurley, MA, a qualitative 
research consultant and partner at 
the Shen Research Organization, the 
communication failure occurred in an 
attempt to collaborate with academic 
researchers 20 years ago. At the time, 
Mary was working at one of Boston’s 
premier ad agencies as VP of Research. 
Work she’d done to support a campaign 
for a telecommunications client 
resulted in an award-winning series of 
commercials about emotional conflicts 
in families that were reconciled through 
phone calls. Coincidentally, a high-

ranking academic researcher from an 
Ivy League university’s Department of 
Public Health was involved in developing 
a campaign designed to promote a 
responsible drinking and driving program 
to young adults. He took an interest in 
the telecom campaign since his goal was 
to create a similarly emotionally-driven 
message. The university approached 
the ad agency for help in producing a 
public service campaign that would find 
and utilize a similar basis of feelings 

rather than logic. Given 
the opportunity for a big 
“creative stretch,” the agency 
even offered to partner on a 
pro bono basis. They “viewed 
this as a fun opportunity to 
learn something and get a 
feather in our [their] cap by 
working with the university, 
but the scope, and amount 
of resources they [the 
university] demanded were 
out of control.” 

Let’s take a closer look at 
what happened and what we 
can learn. Once discussions 
began, Mary proposed 
doing a mix of mini-groups, 
some with young adult 
friends, others with groups 
of strangers. The goal would 
be to learn about their target 
market’s attitudes toward 
alcohol consumption and safe 

driving issues. Her vision was to rapidly 
transform the insights from the groups 
into actionable strategies for the PSA 
campaign. From the agency’s perspective, 
laser-like and efficient focus could 
drive to the core of what the university 
initially stated as their need: insights 
and understanding of young adult 
perspectives on alcohol consumption and 
driving, to be used as a foundation for a 
powerful PSA campaign. However, her 
counterpart at the university reacted to 
her approach with demands about sample 
size and selection criteria that would be 

“A real culture shock.” It is one of those phrases that can capture your curiosity 
immediately, partly because it resonates so strongly with your own experiences. 

FA
ST GOOD

CHEAP
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needed to produce research necessary 
for peer-reviewed publications. These 
demands from the academic research 
leader included twice as many focus 
groups as Mary had proposed, and quant 
follow-up she had not included. He also 
wanted to address many other psycho-
social issues (when students had started 
drinking and how much they drank), that 
had nothing to do with the public service 
campaign the research was to support. 

Suddenly, the research was no longer 
to purely serve as the foundation of the 
campaign, but simultaneously as the 
foundation for article submission to 
peer-reviewed academic journals. While 
one foundation focused on efficiently 
getting a message out to the public to 
transform awareness and behavior, the 
other focused on pleasing the thresholds 
of validity and value for a tome of research 
that evolves at glacial speeds.

Peer-reviewed publications, the gold 
standard of credibility and clout in the 
academic world, are designed to ensure 
each piece published adds a fresh or 
renewed insight to the greater body 
of knowledge. The bar for publication 
is so high because seminal pieces of 
research can be referenced hundreds or 
thousands of times by other researchers, 
e.g. the pressure to produce compelling, 
sustainable insights is immense. 
Academic researchers are also known 
for trying to build data sets that can be 
engaged for various purposes in academic 
publishing, so that the data itself can 
be mined for additional insights over 
periods that can extend into years. That 
bar naturally demands a much more 
robust and time intensive structure than 
the snap-shot focus of most applied 
research projects. In other words, the 
academic not only wanted insights into 
how to structure messaging for the PSA 
campaign, but also a body of data that 
could be tapped for various additional 
uses. Those competing goals were 
naturally pulling the research design in 
two different directions.

When the agency pushed back at the 
academic’s requests, the attitude was 
“we’re the Ivy League school, we’re in 
charge, and can make demands.” Mary 
felt the academic was trying to “push her 
around.” She had to bring the challenging 
situation before the board because it was 
going to cost so much more than they’d 
planned to donate, and ultimately, the 
agency called a halt to the alliance. The 

entire project fell apart over the lack of 
understanding between the two sides.

As this insight was discovered, the 
image of the “Designer’s Holy Trinity” 
came to mind. The trinity presents three 
elements of choice – fast, cheap, and good 
– and tells you that you can only pick two 
for any project. In universities, student 
labor comes cheap and professor’s 
salaries are usually only indirectly tied 
to efficiency or laser-like focus. The 
university in our story chose cheap 
(pro bono work) and good (sample size, 
methodology demands); while the agency 
chose fast (laser-like focus) and cheap (pro 
bono work). Together, they wanted it all, 
but achieving that successfully is a  
rare deed. 

Another applied researcher, Carol Foley, 
Ph.D. relates a similar story where lack 
of communication by a client led to a 
less-than-optimal outcome for all parties 
involved. Carol was hired by a commercial 
client to conduct focus groups, but 
didn’t find out an academic researcher 
would be involved in post-analysis until 
the sessions were completed. “The 
negative experience concerned two focus 
groups that I did in the traditional QRC 
manner, and I wrote high-level findings 
for the client. Then the client permitted 
a university student, who was being 
supervised by a professor, to take the 
video/audio and do a secondary analysis. 
She used ‘thematic coding and concept 
mapping’ in a way that was new to me. 
While that was interesting, the ‘themes’ 
did not entirely match up with my 
analysis. In fact, there was one conclusion 
that ran counter to what I (and the client) 
remembered.” 

In the academic world, that 
misalignment would be viewed as cause 
for curious exploration and debate to 
discover why the discrepancy occurred. 
Academics might look at bias in the 
college student or the differences in 
factors that Carol used to determine 
her conclusions versus those of the 
methodology (i.e., maybe Carol’s 
observations and expertise factor in 
complex messages and exchanges in 
ways the methodology ignores.) Yet to the 
applied researcher, who is unfamiliar or 
uncomfortable with this type of academic 
curiosity, the message that is heard is not 
“how interesting,” but “you are wrong.” 

The academic world has the luxury of 
engaging in such debates. In the applied 
world, this luxury seldom exists. Given 

this disconnect, it is not surprising that 
the academics readily offered Carol an 
opportunity to have her name published 
on the paper. Authorship credit is one of 
the most valued forms of currency to an 
academic; it builds their vitae, reputation, 
and opportunity to position themselves 
for preferable schedules, promotions, 
and duties. Nor is it surprising that Carol 
turned down this opportunity. From her 
perspective, the value of having her name 
on the paper just wasn’t there.

From this experience, Carol learned 
that it is essential to have both sides 
involved with the study design from its 
inception. She’s currently involved with a 
second project, where there is a different 
principal investigator and feels their spirit 
of teamwork will yield an outcome that is 
much better-aligned for all  
parties involved. 

Success: Bridging the  
Perspective Divide
What does success look like? Has anyone 
bridged the divide successfully? Let’s 
start our journey into success stories with 
a researcher who has repeatedly found 
success mediating the needs of clients, 
academics, and applied researchers in 
dynamic and powerful ways.

In Iowa you will find a “hybrid” 
practitioner who lives simultaneously 
in the world of academic and applied 
marketing research. Over the past 
30+ years, Terry Grapentine, MS, of 
Grapentine Company has carved-out a 
unique niche and skill-set as a marketing 
research consultant who successfully 
navigates between the two worlds; 
serving commercial clients who want the 
rigor and prestige of a university-based 
approach. He also teaches marketing 
research to 400-level and grad students 
at Iowa State University and has written 
a book intended to help the general 
marketing practitioner to think about 
marketing research more effectively 
(Grapentine, T.H. [2013] Applying 
Scientific Reasoning to the Field of 
Marketing: Make Better Decisions. New 
York, NY. Business Expert Press.) Using 
his experience as a client-side marketing 
research manager, Terry is akin to a 
master mediator. Envision him going back 
and forth between commercial client-side 
researchers and academic statisticians 
with an eye toward delivering marketing 
research that is worthy of publication in 
the all-important peer-reviewed academic 
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publications, but can still answer critical 
business questions in a timely manner. 

Since academic researchers often have 
no true client (at least, not as applied 
researchers understand that concept), 
Terry says it can be difficult for them 
to understand the concerns of applied 
marketing researchers. Academic 
researchers will generally select their own 
subject-matter based on their personal 
areas of expertise and interest, and then 
find funding to support their efforts. At 
most, if the research is conducted for 
a government agency, the academic 
researcher might have 
to answer to a project 
manager, but that 
person’s responsibility 
is really only to be sure 
key deadlines and 
deliverables are met. 
Such project managers 
are not generally 
responsible for applying 
the research to an actual 
business problem. 
Because academic 
researchers’ true clients 
are the peer-reviewed 
journals, it’s critical for 
them to design and field 
a study with sufficient methodological 
rigor that the institutional review board 
(IRB) will even consider it, and journals 
will deem it valuable and valid. 

According to Dr. Adam Brassel, a 
Professor of Marketing for Boston College, 
the true measure of success in academia 
is not just having research published, 
but also relates to the number of times 
their work is cited by other researchers 
in publication of subsequent studies. 
This is referred to as “impact ratings” 
and for academic researchers, getting 
the results of their studies published 
means the difference between advancing 
in their university career and getting 
tenure, or being left behind. Dr. Brassel 
is occasionally approached by a research 
firm, but has yet to accept any of these 
offers saying, “Pure academic research 
fill all my time right now. I enjoy it and 
I don’t want to put it off. Once it’s 
published, a lot of academics think 
their job is done. We’re not necessarily 
rewarded based on industry up-take; 
we’re rewarded on getting published 
by top-tier publications.” These include 
Journal of Consumer Research, Journal 
of Marketing, Journal of Marketing 
Research, Journal of Marketing Science 

and Journal of Consumer Psychology. 
Publishers of these journals include 
companies like Rutledge, Thompson, 
INFORMS, the American Marketing 
Association (AMA), and the University of 
Chicago Press. 

“Publish or perish” is more than just 
a cliché in the academic researcher’s 
world. Submitted articles must be seen 
as adding to the body of knowledge 
and the publication’s editor decides 
whether an article even moves forward 
for peer review. For articles that advance, 
it is sometimes a tedious process of 

trial by fire, as blind copies are sent to 
anonymous colleagues in the field for full 
and rigorous critique of everything from 
methodology to writing style and depth 
of bibliography. Few articles are accepted 
as is, and for those that are accepted 
with changes, the content and feedback 
is returned to the researcher who has to 
rewrite for another round of consideration. 
Overall, this process can take (at 
minimum) months and in some cases, 
years before publication is achieved. 
Adding to the stress is the realization that 
even after revising; the article can still be 
rejected, leaving the researcher to shop 
the same content to different journals in 
an effort to find a fit and audience. 

For those who practice on the 
applied research side, the concerns are 
about meeting the commercial client’s 
objectives for research that can be used 
to inform a marketing decision within 
a specific (and usually tight) timeline, 
on a budget (which is seldom as large 
as would be necessary to achieve the 
rigor necessary for publication in a peer-
reviewed publication). Dr. Ben Banahan 
is currently Director of Research and a 
Professor at the Center for Pharmaceutical 
Marketing and Management, a division 

of the Department of Pharmacy 
Administration, University of Mississippi 
(Ole Miss). However, he also spent seven 
years on the applied marketing research 
side, designing highly complex predictive 
statistical studies for Oxford Marketing 
Research and Roger Green + Associates. 
His assessment of the differences 
between academic and applied research 
boil-down to this, “When I came back to 
the university after seven years on the 
commercial side, my department chair 
asked what I brought that I didn’t have 
before. I had always been very applied, 

but what I really learned on 
the applied side was client-
management skills – because 
on the academic side there 
are a lot of skills and ability 
to do the work, but throw it 
up against not knowing how 
to manage a project in timely 
manner and you’ve got a 
problem. Academics are used 
to writing a grant and trying 
to get it funded, which is very 
different from the commercial 
side, where you write 
proposal to specs, but you go 
into a kick-off meeting where 
it would all be redesigned 

after figuring out the real objectives. Then 
you tailor your methods to that and have 
to change the proposal without changing 
the budget and scope that you already 
bid. In academics you don’t usually work 
that closely to the end-users of your work. 
The commercial side is a better deal for 
everybody in the end, since academics 
understand the methods so well, but have 
never had to apply them to a specific 
marketing problem. Clients don’t always 
do a good job of setting objectives in 
their RFPs, so they need help to refine 
it. Academics can also get stuck in a rut 
where they have the toolkit they like to 
play with and try to apply those methods 
to every problem – ‘if you are a hammer, 
everything looks like a nail.’”

Strategies: The Blueprint  
for Collaboration
What can we glean from these tales from 
the field? How can our relationships with 
‘the other side’ be improved? In Iowa, 
Terry Grapentine is working for a client 
in the insurance industry who wants 
to predict sales to their independent 
insurance agents in order to also predict 
profitability. His partner on the project is 
a statistics professor at the University of 

“ ‘Publish or perish’ is more than just 
a cliché in the academic researcher’s 
world. Submitted articles must 
be seen as adding to the body of 
knowledge and the publication’s 
editor decides whether an article even 
moves forward for peer review.”



Mra’s Alert! Magazine – august 2012                                                                                                                                                                                 19 

Iowa who will build a model using time 
series data. The professor’s motivation 
is to write the best possible article for 
publication, but Terry knows the client 
will not be able to provide as much 
data as the professor wants, due to 
their internal information silos. The 
insurance company is also unlikely to 
be willing to spend the time and money 
necessary to give the professor the rigor 
he needs to satisfy the “referees” (or 
peers), who comprise the IRB that will 
review the article. 
“As the consultant, 
it’s important for 
me to manage the 
expectations of both 
the client and the 
academic. Over the 
next month I’ll learn 
how to build that 
model, I’ll work with 
the professor, tell him 
what we can get, but 
he’ll want more, so I’ll 
go back to the client 
and try to get it.” 
Hence, quality-time 
trade-off is Terry’s 
biggest challenge to 
manage. He suggests 
that the commercial 
side of the partnership 
needs to spend time understanding 
where the academic is coming from 
if they want the added prestige of the 
university connection on their research. 
Likewise, the academic needs to 
understand the client’s need to achieve 
just enough rigor to be reliable in making 
business decisions in a limited amount  
of time.

As we’ve seen in all the stories 
recounted here, there are many good 
reasons for academic and applied 
researchers to work together on behalf 
of paying customers. Perhaps the most 
poignant point is that both sides share a 
common desire – as Dr. Brassel of Boston 
College puts it, “We want it [the research] 
to affect somebody.” In this regard, the 
applied researchers probably achieve this 
goal more rapidly, since they are hired 
to solve a business problem and clients 
often heed their advice immediately 
and implement strategies based on the 
research findings. How many times does 
an applied researcher get that uniquely 
personal thrill of knowing their work 
resulted in a successful new product 
introduction, ad campaign, or concept 

development? In academia, gratification 
is much more delayed. Months or years 
after the initial project wrapped, the 
results might be published and then 
there is the tedious wait to see how 
many references and citations refer to the 
article over time.

Our panel of academic and applied 
researchers offers the following ideas 
and suggestions for bridging the gap, 
fostering an atmosphere of understanding 
and mutual respect, and moving forward 

in support of each other:
From Dr. Banahan at Ole Miss comes 

the idea of summer externships for 
academic researchers. “Offer summer 
experiences or one-semester temporary 
positions for faculty to go the client side 
and learn what they do, how they do it, 
and why. We already do this with grad 
students, sending them out to pharma 
companies and I see such a positive 
change in them when they return to our 
program because they have such a real 
understanding of what they’re going to 
do with what they’re learning here. So the 
academic researcher or faculty member 
could come into the client company as 
a visiting scholar, work on projects, do 
guest lecturers, and teach the higher 
academic side of theory to the end-users 
of the marketing research.” This way, the 
business people would understand the 
value of a rigorous academic approach 
to marketing research and perhaps be 
more open to using it in order to gain 
the prestige associated with having a 
university publish articles on their project.

In the same vein, Dr. Brassel of Boston 
College likes the idea of academic 

“ As we’ve seen in all the stories 
recounted here, there are many good 
reasons for academic and applied 
researchers to work together on behalf 
of paying customers. Perhaps the most 
poignant point is that both sides share 
a common desire – as Dr. Brassel of 
Boston College puts it, ‘We want it [the 
research] to affect somebody.’”

researchers reaching out beyond the peer-
reviewed publications to those that are 
actually read by client-side researchers 
and high-level business decision makers. 
He admonishes all parties involved to 
“realize the motivations and desired 
outputs are different. Finding middle 
ground involves understanding the 
motivations of both sides. You have to 
design a project that gives a private 
sector client quick hit and fast analysis, 
but also has enough meat to it that allows 

academics to publish it 
down the line at some time. 
Academics don’t provide 
commercial researchers 
or clients with tools for 
attainable entry into their 
journals. Perhaps we 
need to write a two-page, 
plain English boil-down 
so client-side executives 
will take the time to read 
it. The onus is on us as 
academics to make our 
work more accessible and 
digestible to business 
executives who could 
apply it in the real world. 
Lots of academics would 
love knowing their work 
is getting used making 
consumers lives better.”

We find ourselves at the great 
intersection of opportunity and 
knowledge, a place where each of us must 
decide if collaboration is right for our goals 
and the projects we are engaging. Armed 
with a bit more insight into what life is 
like “on the other side,” we can forge 
forward into partnerships that balance 
mutually beneficial goals and parameters, 
realizing that so long as everyone wins in 
their own way; success has  
been achieved.

Peggy Moulton-Abbott, PRC, is the 
principal/moderator at Newfound Insights 
LLC, where she practices qualitative 
research “finding insights that lead 
to action, which becomes results” for 
her clients. Contact her at: peggy@
newfoundinsights.com

Connie Chesner, MA, owns Right 
Brain Discovery, where she practices 
“the creative side of marketing research 
and keynote speaking.” Connie is also an 
adjunct professor of communication at 
Wake Forest University. Contact her at: 
cchesner@rightbraindiscovery.com. 
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The Academy and the Agency: Some Thoughts on the Integration
of the Marketing Research Industry and the Academic Discipline
By Michael Francesco Alioto, Ph.D. 

The Problem
The marketing research industry has 
a lack of affiliation with its academic 
counterpart. There is not a clear, solid, or 
long-term working relationship between 
the two, as the marketing research 
industry draws much of its support and 
professionals from the social sciences, 
rather than the business discipline. Due 
to this situation, both the marketing 
research agencies and the academic 
disciplines have followed divergent, 
but parallel paths for the development 
and evolution of the industry. This 
lack of a liaison has resulted in a series 
of missed opportunities as both the 
marketing research industry and the 
academic business discipline tend not to 
communicate or possess a solid on-going 
platform for dialogue and engagement1.

But as the natural and social science 
disciplines have demonstrated, a solid 
link, mode of cooperation, as well as a 
venue for sharing and understanding 
is critical for both the growth of the 
industry and as strategic input for the 
radical2 innovations required for a healthy 
future. Given the current nature of the 
discipline and the recent growth in post-
graduate marketing research degrees, 
there is a unique opportunity for both 
the marketing research industry and 
academic discipline to form an alliance 
to further the development and define a 

1 The issue includes both a restricted 
flow of marketing research professionals 
from the business schools and the lack 
of a solid working arrangement between 
the academic and professional marketing 
research worlds. This will continue to 
hinder the growth of the industry until 
a more firm and consistent relationship 
between the two elements is established.
2 While change and future development 
can take one of two forms (linear 
evolutionary or non-linear revolutionary), 
it is the latter that is the most critical 
for both innovation and the marketing 
research industry. Disruptive innovation 
is almost solely dependent on radical 
change.

roadmap3 for the industry. Each provides 
a complimentary set of characteristics to 
the other’s set of attributes with very little 
functional overlap in both content  
and thinking.

If the marketing research industry is 
to survive and flourish into this century, 
a much more integrated approach is 
required where each group is dependent 
on the strengths and innovations that 
they provide for the entire discipline. 
Rather than two separate entities, the 
marketing research industry and its 
academic counterpart form a Yin/Yang 
structure which is similar in nature and 
philosophical construct to the original 
Chinese philosophy of Confucius4. We 
each have the opportunity to learn from 
the other, but much more importantly, 
an integrated approach from both the 
academy and agency5 will provide a 
solid and much more strengthened 
foundation for our industry and its growth, 
development, innovation, and change.

What is required is a new framework 
for cooperation and sharing of ideas, 
concepts, standards, and approaches. 
Each side in this relationship provides 
innovative and unique aspects which are 
many times lacking in the other side’s 
repertory. By using the philosophy of 
the Yin/Yang approach to life, one can 

3 Unlike many other disciplines in the 
business sector, marketing research 
lacks a clear “roadmap” for the future. 
This situation has greatly hindered both 
growth and creative innovation within the 
industry.
4 When one observes the state of the 
relationship between the academic world 
and the industry, the Yin/Yang reference 
is clearly visible and this framework 
provides a good reference point for 
discussion and observation.
5 We are using the terms academy to 
refer to the academic element of our 
industry (much in the spirit of the 
ancient Greeks) and agency to refer to 
the private sector marketing research 
firms, client departments, and specialized 
professionals. 

illustrate that the strengths of the agency 
enhances the weaknesses of the academy 
and vice-versa. Let us take a look at the 
current state of the relationship between 
the academy and agency within the 
marketing research industry. We will 
be able to illustrate the complimentary 
aspects of the two participants, illustrate 
their strengths and weaknesses, propose 
some general ideas for corporation, and 
finally, offer a rudimentary framework for a 
working relationship for our industry.

The Current Model: A Divided 
Landscape
While there are a number of attributes6 
which are core to the marketing research 
industry, the critical elements can be 
condensed into two main categories 
based on structure and knowledge. 
Both the academy and agency provide 
key definitions, standards, and content 
for these areas. In general, each 
main category contains three critical 
dimensions. Table 1 highlights the main 
dimensions for each category.

Both the academy and agency identifies 
and defines these dimensions differently, 
but more importantly, each area within 
the industry has a critical advantage 
and disadvantage vs. its counterpart. 
The marketing research industry is 
a knowledge and insights discipline. 
What we produce is knowledge and 
insights based on our research designs, 
understanding critical study objectives, 
collecting respondent data/information 
and analyzing this information to 
discover key trends, tendencies and 
relationships. This type of work depends 
on advanced academic training, 
knowledge, experience, and learnings. 
The academy is in a key position to 
provide the tools and skills required for 
success in the industry from what is 
taught and researched at the universities. 
For the agencies, they work on “real-

6 The various elements of the industry are 
endless as it is a very complex discipline. 
We have intentionally chosen those 
elements which are critical for future 
innovation and development of the field.
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world” problems and issues and have 
access to large quantities of data and 
consumer content. They need the skills 
and techniques to uncover true patterns 
and relationships, while continuously 
reducing the noise and error associated 
with measurement, technique, and 
environmental variation and error.

When one observes the advantages and 
disadvantages associated with an isolated 
academy or agency, the current dilemma 
and weakness of our industry become 
very apparent. Exhibit 1 illustrates the 
advantages and disadvantages each 
group possesses on the key attributes of 
our industry.

When observing the academy, their 
strategic strengths lie in the areas of 
method creativity, technique advantage, 
superior knowledge base, and staff 
(student) strength. This element of the 
discipline are the keepers of our skill 
sets, knowledge base, the utilization/
testing of experimental techniques, 
and the methods of the current 
paradigm7. As the agency confronts ever 
increasingly complex and sophisticated 

7 See Kuhn (1970) for a complete 
illustration of paradigm and paradigm 
shift with classic examples from both the 
natural and social sciences.

study problems, the knowledge and 
approaches that the academy possesses 
will become invaluable for the success 
of the industry. The agency needs the 
knowledge and thinking of the academy 
to survive. It is critical for the agency to 
continuously interact with the academy 
and add “new blood” into our agencies 
through the recruiting and hiring of 
newly trained and invigorated young 
marketing research professionals. These 
youthful men and women are the key to 
our future and are critical leaders in our 
knowledge area with extensive skill sets 
and tool development comprehension. 
For this reason alone, every marketing 
research agency should have a working 
and permanent relationship with a set of 
university faculty and institutions. This 
relationship would provide an outlet for 
students entering the job market and 
provide a continuous level of cooperation 
and new method/technique development, 
focused on innovation and  
disruptive progression.

In turn, the agency has access and 
works with, critical research problems 
which are central for the development of 
new products, services, and solutions. 
These are “real-world” problems being 
researched for “real-world” clients to 
determined “real-world” outcomes. 
Complimentary to this situation is the 
collection and analysis of large amounts 
of data, comprised of almost every known 
customer transactional, attitudinal, 
behavioral, and ever increasingly, 
physiological attributes. The combined 
“real-world” problems and data should 
provide the critical inputs for academic 
testing of new and innovative methods 
and techniques. This is critical for the 
completion of the industry circle by which 
the academy provides key techniques/

methods to the agency, by way of rigorous 
testing of the research approaches for 
client-centric problems and data.

As illustrated in Exhibit 1, this is not 
currently being done on a regular basis, 
due to the lack of cooperation between 
the two areas. We are missing a major 
opportunity for development and progress 
as each group continues to remain 
isolated from the other. One exception of 
note is the acceptance of a standardized 
method for marketing research. For most 
of our history, the standard of choice was 
the scientific method. The importance of 
its rigor, approach, methods, etc. has long 
been accepted as a standard which is 
not questioned in the industry. However, 
driven by the continuous decline of 
response rates and the realization that 
younger generations may not be inclined 
to use surveys as a means to capture 
customer information, our discipline may 
be due for a paradigm shift equitable to 
the scientific revolution which occurred 
with the advancement of the European 
Enlightenment.

The Ideal Model: A Yin/Yang View of  
the Discipline
If the strengths and weaknesses of the 
various marketing research attributes are 
complementary based on an integrative 
academy/agency relationship, then a 
joint cooperative effort would make the 
most sense, supporting the future of the 
industry. As was alluded to in the above 
section, the harmonizing nature of the 
various marketing research elements 
for the discipline are exemplified and 
illustrated by the Yin/Yang model 
associated with Chinese Confucian 
philosophy (see Exhibit 2 below). In 
this design, the strengths of the agency 
are supplemented by the strengths of 

Yang (Academia)
•	 Research Subjects: Narrow (-)
•	 Data: Limited (-)
•	 Techniques/Methods: Leading-Edge (+)
•	 Staff: Highly Educated (+)
•	 Knowledge Base: Fresh (+)
•	 Methods Standards: Scientific Method (?)

Yin (MR Industry)
•	 Research Subjects: Extensive (+)
•	 Data: Extensive (+)
•	 Methods/Techniques: Traditional (-)
•	 Staff Capability: Varying (-)
•	 Knowledge Base: Maturing (-)
•	 Methods Standards: Diverse (-/?)

Rating Key:
+ = strategic advantage
- = strategic disadvantage
? = neither advantage or disadvantage or unknown 

Table 1: Critical Elements for a 
Marketing Research Academy/Agency 
Framework

Structure Knowledge

Research Subjects Techniques/Methods

Data (Depth and 
Breath)

Staff Experience

Methods Standards Knowledge Base

Figure 1: Current State of the Discipline (“Separated” Model)
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the academy, while the weaknesses of 
the both groups are diminished by the 
opposite’s strengths8.

While the current “separated model” 
indicates a distinct spit between the 
academy and agency, the ideal format 
for the marketing research industry 
specifies a complimentary integration of 
the two groups, each taking advantage 
of the other’s strengths and reducing 
the weakness of its counterparts. The 
sharing of knowledge, experience, data, 
project objectives, etc. between the two 
groups can be utilized to the industry’s 
advantage, further strengthening the 
marketing research discipline. The real 
success of this model can be found in 
the next stages of industry development. 
Our industry is being challenged 
by ever complex and sophisticated 
changes in the environment, respondent 
lifestyles, technology, and the continuing 
deepening of globalization, as well as 
major disruptive research changes 
manifested by younger generations 
of respondents. These challenges are 
resulting in increased data variation/error, 
limited response/cooperation rates, and 
a need to propel the marketing research 
industry into a future, where newer and 
radical technologies will result in change 
at a greater rate of speed. There is a 
distinct need for fresh ideas, new talent, 
and innovative techniques/methods. 
This is where the academy can shine 
and greatly influence the development 
and progression of our industry. However, 
the academy can only be as successful 
as the data and research problems 
available from the private sector. Since 
the agency is the entity which interacts 
with client objectives and respondent 

8 The philosophy associated with the 
teaching of Confucius has long been used 
by the Chinese to help govern their way of 
life and is extremely popular  
throughout Asia.

data, it is critical that these inputs 
be made available to the academy for 
testing and confirmation. Even the most 
contemplated and superior methods 
require testing and confirmation as they 
are only as good as their predicted and 
expected outcomes.

This state of cooperation is critical 
for current and future industry success. 
More than ever, the timeframe for the 
development and progression of the 
industry is growing shorter between 
key milestones. As the environment and 
respondents are changing ever more 
rapidly, the requirement for the industry 
to remain in close proximity to them is 
crucial. Only with a joint cooperative 
approach between the agency and the 
academy, will the marketing research 
discipline thrive and succeed.

The Road to 2020: An Integrated 
Framework for the Marketing  
Research Discipline
It is apparent from our above discussion 
that a close and complimentary 
relationship between the academy and 
the agency is required. The real problem 
is how to evoke a sense of collaboration 
and urgency for the industry. Both groups 
are more focused on their particular 
short-term functions and objectives 
and are not seeing the “forest from the 
trees”. The industry requires direction 
and someone to assume the initiative. 
There is one such organizational type 
that can take the lead and integrate the 
academy and agency; these organizations 
are the professional associations, such 
as the American Marketing Association 
(AMA), ESOMAR, Marketing Research 
Association (MRA), etc. They have both 
the foresight and resources to support 
this initiative. They are neutral and can 
assume the lead as they are respected 
and trusted within the industry. The 
facilitation for the sharing of resources, 

methods, standards, and data between 
the academy and agency can be easily 
accomplished by these organizations 
as marketing research professionals, 
regardless of their origins, tend to use the 
services and resources of the professional 
associations for a whole host of 
endeavors. Adding the role of facilitator to 
the academy – agency relationship would 
be a natural for the various marketing 
research professional associations.

Figure 3 illustrates a potential 
framework for this cooperative 
partnership between the academy, 
agency, and professional association. Its 
format is generated by a modified9 Yin/
Yang model where each element of the 
association is providing an equal and 
accommodating set of services  
and contributions to the marketing 
research industry.

While the academy and the agency 
provide the key foundation for the 
partnership, the professional associations 
act as the balancing force helping to 
facilitate the sharing of key services, 
standards, and ideas. Concerning 
research subjects and large customer 
databases, the professional association 
should perform as a repository by 
sharing key resources with both the 
academy and agency. This would allow 
the academy to test new methods and 
techniques with “real-world” data and 
research objectives, allowing for the 
testing and validation of new ideas 
and methods before they are released 
to the general research community. 
By providing and participating in the 
testing and development phase of new 
method expansion, the agency would 
gain significantly as it would have a 
natural partner for the specification 

9 This approach, adding a third element 
to the Yin/Yang model, has been used 
successfully in a number of industries and 
disciplines.

Yang (Academia)
•	 Research Subjects: Consistent with Private 

Sector
•	 Data: Big Data/Extensive
•	 Techniques/Methods: Leading-Edge 
•	 Staff: Highly Educated/Experience from  

Private Sector
•	 Knowledge Base: Fresh/Timely
•	 Methods Standards: Standardized Method(s)

Yin (MR Industry)
•	 Research Subjects: Extensive /Diverse 
•	 Data: Big Data
•	 Methods/Techniques: Mirrors Academia
•	 Staff Capability: Highly Trained/Experienced
•	 Knowledge Base: Fresh/Timely
•	 Methods Standards: Innovative/Consistent  

with Academia

Exhibit 2: Ideal State of the Discipline Model
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of new marketing research methods; 
one that would share both the costs 
and knowledge associated with new 
method experimentation and growth. 
Furthermore, the generation of cutting 
edge technologies and methods would be 
defined by industry standards allowing 
for continuous development within the 
parameters of a set marketing research 
criterion. This would further support the 
development and transition between 
paradigms, as the industry would be 
united as to when a paradigm shift is 
about to occur and when it has completed 
its cycle to the next accepted paradigm. 
Vagueness and generalities would be 
removed from the process while growth 
in the marketing research industry would 
evolve in a more systematic manner.

Another area where the professional 
association can support the industry’s 
advancement would be in the realm 
of human/professional development. 
Standards and certification for 
professional development are sure signs 
of a mature and advanced discipline. As 
academic principles are applied to the 
private sector, there will a requirement 
for both milestones of attainment 
and measures for achievement. The 
professional association should work with 
both the academy and agency to identify, 
define, and enforce these standards. This 
is critical for a healthy industry which is 
plagued by respondent fatigue, dropping 
response rates, and abuses associated 
with marketing research imitators10 
and poorly enforced standards. Finally, 
the establishment and identification 
of a common marketing research 
Body of Knowledge (BOK) is critical 
for the industry and one that a united 
professional-academic alliance could 

10 Many times the offenders are 
telemarketers who disguise their 
approach as true marketing research.

Yang (Academia)
•	 Research Subjects: Consistent with Private 

Sector
•	 Data: Big Data/Extensive
•	 Techniques/Methods: Leading-Edge 
•	 Staff: Highly Educated/Experience from 

Private Sector 
•	 Knowledge Base: Fresh/Timely
•	 Methods Standards: Standardized Method

Yin (MR Industry)
•	 Research Subjects: Extensive /Diverse 
•	 Data: Big Data
•	 Methods/Techniques: Mirrors Academia
•	 Staff Capability: Highly Trained/Experienced
•	 Knowledge Base: Fresh/Timely
•	 Methods Standards: Innovative/Consistent 

with Academia

Yin/Yang (Professional Societies)
•	 Research Subjects: Shared Repository 
•	 Data: Big Data Repository
•	 Methods/Techniques: Conduit for Academia 

and Industry
•	 Staff Capability: Standards and 

Certification
•	 Knowledge Base: Shared Platform
•	 Methods Standards: Standards Keeper

Exhibit 3: Proposed Future Marketing Research Framework Model (Modified Yin/Yang)
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well contribute to in both the current and 
future forms of our discipline. As with any 
mature industry, tools, standards, best 
practices, training, and education are all 
based on a common BOK. This is at the 
heart of a discipline and must be nurtured 
and expanded as the industry itself grows. 
Without a shared vision and cooperation 
between the academic and professional 
areas, this growth will not happen, or be 
stunted at best. Either outcome would 
be a disaster for the marketing research 
industry leading to its future demise  
or irrelevance.

The marketing research industry is 
changing rapidly due to radical and 
disruptive change/innovation driven by 
technology, environmental evolution, 
new thinking, and holistic views about 
our consumers and their lifestyles. If the 
marketing research industry is to survive 
and flourish, close collaboration between 
the agency and the academy will be a 
must for the next generation of marketing 
researchers. We can no longer ignore 
each other and feel that we operate only 
within our own limited or small space. 
What is needed is joint cooperation and 
development on a grand scale. This is 
what is expected of our industry from all 
marketing researchers, both academic 
and practitioners, and this is what 
is required from our clients and the 
businesses which support us.

Selected Bibliography
Anderson, Paul F. (1983). “Marketing, 

Scientific Progress and Scientific 
Method”, Journal of Marketing Vol. 47, 
(Fall), pp. 44-54.

Boehm, Virginia E. (1980). “Research in 
the Real World – A Conceptual Model”, 
Personal Psychology, Vol. 33, pp. 495-
503.

Brinberg, David and Elizabeth C. 
Hirschman (1986). “Multiple 
Orientations for the Conduct of 
Marketing Research: An Analysis of 

mailto:malioto@gongos.com


24                                                                                                                                                                Mra’s Alert! Magazine – august 2012

Keeping Informed

It’s Time to Invest in Facebook 
By Marc Poirier

You’ve cast your net, segmented your groups, created great Facebook ads, 
and sent those who clicked to targeted and focused landing pages. Yet your 
conversion rate is still less than what you would like for it to be.

Now it’s time to send your message via 
retargeting to the people whose interest 
you’ve piqued, and target them directly 
for another opportunity to convert them 
into a sale or lead. 

If you followed the steps in the last 
article, you know that you have targeted 
some pretty specific groups of individuals 
with very particular interests. Having 
followed the best practices that were 
outlined, you got them to click your ad 
on Facebook, and then sent them to a 
landing page that was meant to cater 
directly to their needs and interests. But 
they did not convert. 

Because of what you know about those 
people who did not convert from the 
landing page alone, you should now be 
ready to retarget to those individuals or, 
as Google calls it - in what is apparently 
a bid to be different from everyone else - 
remarket to them. 

If, for example, your overall campaign 
was focused on selling shoes, and you had 
a group within that campaign who were 
in the 18-24 group and liked basketball, 

you can now ascertain – not from any 
other source, but from the information you 
already have on who that specific landing 
page is intended to reach – the best way 
to retarget to those people. 

What is Retargeting?
Before we get too far ahead, let’s address 
retargeting basics. In essence, retargeting 
uses cookies to give your brand another 
chance with customers who came to your 
site, but failed to convert. Retargeting 
uses display advertising across millions 
of websites to place your ads in front of 
those people once again. 

Using a Demand Side Platform (DSP), 
your ad will be placed on different 
websites and the criteria for your ad to be 
displayed can be as simple as “has this 
person been to my website before?” You 
can also bid on having your ads placed 
on specific sites, or on a specific type of 
website. What’s the best thing for you 
to do? You’ll know after you’ve tested, 
experimented, and analyzed the results. 
As with all things marketing, it’s a little 
different for everyone. 

Why Retarget?
The best way to put it is that our statistics 
show that retargeting works. Based on 
the data shared in part one of this series, 
you already have an idea of the power of 
retargeting. We now have the opportunity, 
as digital marketers, to really reach out 
to our audience in a way that was not 
previously possible, and those who are 
making the best use of it are reaping  
the benefits. 

How to Retarget
Based on the information we have from 
those who visited our landing page, 
we’re now able to launch a retargeting 
campaign for those who visited this 
specific page. If, for example, our landing 
page was selling a certain brand of shoe, 
we know that those who visited there 
were at least interested in finding out 
more information about that shoe. 

But why didn’t they convert? Was 
the price too high? Was the shoe the 
wrong color? Retargeting gives you 
the opportunity to find out. In this 

Part two of a three part series; part one published in the June issue of Alert!
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case, your retargeting display ad may 
offer the individual free shipping. It 
may offer them a choice of colors. A 
couple of ads in rotation addressing the 
possibilities is going to give you even 
deeper information about your potential 
customers, and as you learn more by 
who’s clicking which ad and how far 
down the sales cycle they’re going, you’re 
armed with even more data to use to give 
them what they want. 

How Much Retargeting?
There are several schools of thought on 
how much and how often to retarget to 
your potential customers, but the best 
practice, from our point of view, is to 
show ads to customers no more than 
two-to-three times per 24-hour cycle. 
This will help to alleviate ad fatigue, in 
which they’ve seen your ad so often that 
they’re not even seeing it any more. But 
more than ad fatigue, it will help curb 
the creepiness factor that comes with 
stalking your target too aggressively. 

Bid High or Bid Low?
As with how often to show retargeted 
ads, there are at least two schools of 
thought on how high to bid for each ad 
on a daily cycle. Some believe that the 
first ad is the most valuable, and once 
they’ve seen the second and third the ad 
is no longer as effective, so they would 
bid high on the first, less on the second, 
and even lower on the third ad display 
through the network. 

Others believe that retargeting really 
makes the best impact after three 
impressions, in which case you may bid 
higher on the second and even higher for 
the third, and then start bidding lower 
starting with the fourth impression. Once 
again, the most important action is to test 
for yourself, and find out what works best.

 The By-Product
An amazing result, when people start 
using retargeting as a strategy in 
combination with display ads, is that 
their overall number of brand-related 
searches increases. In the example 
we’re using, there was a 34 percent 
increase in visits that came from PPC 
(pay per click) brand searches. What’s 
the keyword with the lowest PPC price? 
That’s right: it’s your branded keyword. 
So the combination of Facebook ads and 
retargeting techniques helps to improve 
brand awareness, and reduces CPA 
because of a reduction in necessary  
bid prices. 
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 It could also help in the beginning 
stages of our campaigns (as also outlined 
in part one of this series). Direct Response 
marketers who have difficulty getting great 
results from Facebook ads now have an 
opportunity to succeed.

 The Remains
All that remains now is to put this all into 
practice. It’s not a little work; it’s a lot, but 
when done correctly, can lead to some 
amazing results for you, and/or for your 
clients. No matter what you’re marketing, 
tying Facebook as an essential method 
into your overall strategy, linking in very 
targeted and focused landing pages, and 
then retargeting to the ones who got away 
will not only improve your CPA (cost per 
action), but also, improve your  
brand recognition. 

At the end of the day, increased 
awareness of that brand is going to lead 
to a lower cost for each new customer you 
obtain for as long as you’re able to keep 
your brand in your customers’ minds.

Marc Poirier is a professional Internet 
Marketer with more than a decade of 
experience in the Search industry. He 
is Co-Founder and VP of Marketing of 
Acquisio, where he leads all sales and 
marketing activities.

Facebook Exchange
For many of us, this is still very recent 
news that we’re trying to get comfortable 
with and understand on a deeper level. 
But what we do know is that Facebook 
will be hosting its own ad exchange, 
offering marketers the opportunity to use 
data that’s not actually in Facebook to 
buy Facebook ads. Here are some thought 
on what this means. 

Setting Limits
One of the great temptations of any 
display campaign, whether it’s for 
retargeting purposes or not, is to only 
place your content on “brand safe” 
premium publishers. The problem is 
that most of these sites sell their best 
inventory directly, which means that 
you’re not going to get the cream of the 
crop. These strategies also limit your 
exposure because you’re only targeting 
a very small number of websites. 
Retargeting traffic is already a low volume 
game – when you exclude 99 percent 
of opportunities because they’re not on 
a major publication, you end up with 
nothing to work with.

Removing Limits With Facebook
One of the reasons that brands shy 
away from real-time bidding on display 
networks, and opt for limiting themselves, 
is that they want direct control over 
where their brand is showcased. Without 
complete control over where their ad is 
displayed, they are loath to put it  
out there. 

With the Facebook Exchange, brands 
will now be able to retarget in a way 
that was never possible before; they now 
have a safe place to engage in real-time 
bidding on a website where people are 
spending, according to last year’s Nielsen 
report, almost eight hours per month. The 
possibility for engagement at RTB (real-
time bidding) prices is going to be a very 
difficult one to ignore. 

Direct Interest
Tying this in to the strategy I’ve outlined 
above, you can see how Facebook could 
very well be a great part of the retargeting 
technique. With Facebook, you’ll be able 
to put your ad not just in front of someone 
who is interested in shoes, but in front of 
someone that you know to be interested 
in red-and-white Nike Air Jordan’s 
because they had those in a shopping 
cart on your own website. It could turn 
out to be one of the most vital tools in  
our toolbox.
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Is Marketing Research Beneficial in 2012?
By Hilary Shapiro 

The origins of marketing research can be traced back to the boom in 
advertising in the 1920s and ‘30s in the US. 

Before such job titles as brand manager 
and research analyst had been coined, 
marketing research was first used to 
establish the public’s reaction to certain 
advertising campaigns. The process was 
no doubt slow and focused on a simple 
question and answer format. Fast forward 
100 years, and times have changed. While 
many may see this collation of information 
and feedback as old fashioned, I would 
argue that marketing research is more 
vital than ever and that advances in 
technology mean brands can carry 
out insight into the opinions of a wide 
audience simply and quickly. In 2012, as 
marketing budgets remain tight in the 
difficult economic climate, it is crucial 
that marketing research is carried out in 
advance of any campaign – be it for new 
product development, to form a marketing 
strategy, or to track public perceptions of 
a brand.

We carried out a survey in March 2012 
of individuals across five markets – the 
US, UK, Sweden, Spain and Germany – 
who were currently using, or had used, 
marketing research. The study was 
designed to find out why the respondents 
obtained market insights, as well as their 
preferred methods. Over 31 percent stated 
they performed marketing research on a 
monthly basis and a further 15 percent 
answered that they conducted research 
bi-monthly, confirming its status as a vital 
tool for marketers, brand managers and 
business owners. So why is it even more 
relevant than ever in 2012? Our survey 
identified a number of motives why 
marketing research is still seen as a vital 
tactic for marketing and brand strategy  
in 2012.

First, I would argue that marketing 
research is essential when undertaking 
new product development. Entrepreneurs 
may think they have found a gap in the 
market with their new food product, or 
smart phone app, but it is important 
to establish whether it has been done 
before and whether it is something 
there really is a market for. The 2012 
Global Entrepreneurship Monitor found 
that there are nearly 400 million active 

entrepreneurs around the world, which 
was an increase from the previous year. 
Therefore, many individuals are pursuing 
this path – perhaps in reaction to 
difficulties securing a job during  
the recession.

If you don’t work for a multi-national 
company, it is unlikely you have your own 
research and development department, 
so carrying out simple market insight in 
advance will be a task you won’t regret. 
You can deploy a simple survey via a DIY 
research model to a wide audience, or a 
specific niche sector to better understand 
the market and consumer desire. For 
example, the mothers of babies market 
is huge in North America and beyond, 
and through a DIY tool, you can establish 
exactly what this demographic is looking 
for – is there room for a new baby stroller 
or organic food product, or is this market 
saturated? What is it that would really 
make mothers’ lives easier?

Once you have established the 
relevance of your product and service, 
marketing research can be undertaken 
to determine the most appropriate 
pricing, packaging and distribution 
outlets. Although certainly not a new 
phenomenon, focus groups are an 
effective method of gaining a more 
in-depth understanding of preferences 
regarding a product in its early stages. 

Increasing sales was identified by over 
a third (36 percent) of our respondents 
as the primary objective for undertaking 
marketing research. If a product or service 
has been on the market for some time, 
and sales have plateaued or decreased, 
undertaking consumer insight can help to 
identify why and what steps can be taken 
to revitalize the brand. It is much easier to 
focus efforts on existing customers, rather 
than trying to find new ones, and perhaps 
your current audience has outgrown 
your offering. Deploying a survey to your 
existing database is relatively simple; 
additional funds are not needed to 
purchase a panel of respondents and you 
will ideally already have the infrastructure 
in place to distribute an e-newsletter. 
A majority of people like to have their 

voices heard, therefore, it is likely that 
only a small incentive will be required 
for your customers to speak their mind. 
Additionally, a survey we undertook 
earlier in this year actually found that 
almost two-thirds (62 percent) of general 
consumers said they were more likely to 
purchase a brand’s product or service if 
they had been asked their opinion. So, 
even the act itself of requesting feedback 
may have a positive effect on sales.

Ultimately, objectives to increase sales 
or to develop new products both influence 
the development of a marketing strategy. 
In our survey of those who use marketing 
research tools, a quarter of individuals 
cited these as their primary reasons for 
carrying out insight. If sales have come 
to a standstill, and you have established 
through consumer insight that this is not 
due to any lack of enthusiasm regarding 
your offering, perhaps it is time to up your 
marketing efforts to remind the world who 
you are and what you do. 

When developing an above-the-line 
or below-the-line marketing strategy, 
it is essential to understand the media 
consumption habits of your audience 
in order to target effectively. If you are 
planning an advertising campaign 
to drive sales, it is essential that you 
understand which media your target 
market is consuming. Deploy a survey of 
your proposed demographic and ask them 
whether they are reading newspapers, 
watching TV, or spending the majority of 
their time online. The media landscape 
has dramatically changed in the past few 
decades and in 2012, it is likely that a 
younger audience will be more inclined 
to spend time on social media sites, 
whereas the baby boom generation will 
still be reading print newspapers. The 
same applies for your PR strategy. Find 
out what your target audience reads or 
watches, research these outlets, and 
adapt your PR campaign to target these 
from an editorial perspective.

Marketing research can also help you 
develop what your advertising campaign 
will look like. Our survey found that the 

Continued on page 36
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The 2012 Corporate Researchers Conference (CRC) is coming to The Fairmont Dallas, September 19-21! 
CRC is the only peer-to-peer event produced by and for corporate researchers, so the focus is on what 
you do and how you can do it better. The unique culture and experience of CRC results from a sincere 
commitment to corporate researchers and their success. At the 2012 CRC, you’ll learn how to:

 X Implement and manage a self-funding marketing research department

 X Influence senior executives, overcome objections, and transform “partnership” from buzzword to 
standard operating procedure

 X Learn how Texas Instruments maintained the volume and quality of its research on 25% of the budget 
and half the staff

 X Leverage online methods to reinvigorate and extend traditional focus group research

 X Apply behavioral economics to traditional research methods and make better sense of the real world

 X Reshape voice-of-the-customer (VoC) programs from reporting the past to predicting the future

 X Advocate for your data: Turn skeptical execs into research believers

 X Navigate the five great challenges facing the insights function 

Plus 17 additional sessions, networking and exhibits! We invite you and the entire research  
profession to join us. 

d

CRC is co-sponsored by three dedicated marketing research veterans: MRA, Quirk’s and the Market Research Executive Board of the Corporate 
Executive Board Company. Each organization works year-round solely to advance the marketing research profession.  

Marketing research is all we ever do.

www.MarketingResearch.org/crc
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3M Intrapreneurs Innovated to Design a 
Cost-Saving Internal Research Company
Deb Hartman, Market Research Manager, 3M
Learn how an innovative idea grew into a service which  
now saves 3M more than $2 MM in market research dollars 
per year and enables 3M to do a much higher volume of 
research while addressing business-critical issues in B2B 
and B2C spaces. Understand the steps to implementing and 
running self-funding market research services without adding 
resources. 

Making Research More Valuable  
to Executives
Brett Hagins, Managing Partner,  
Research Innovation and ROI, Inc.
Based on a multi-industry study, learn how leading corporate 
research departments are expanding their influence among 
senior executives, overcoming objections and barriers, and 
transforming “partnership” from buzzword to standard 
operating procedure.

Transforming the Impact of VoC in B2B
Michael Hoban, Senior Director, Market Research, 
LexisNexis Risk Solutions
Understand how LexisNexis reshaped its voice-of-the-
customer (VoC) programs to serve as the springboard for 
launching strategic initiatives across its Risk Solutions unit. 
Also learn how the research team was able to sell its holistic 
VoC approach throughout the company.

21st Century Research Support for a  
21st Century Client
John Ciesluk, Research Manager  
and Ginger Lower, Senior Research Analyst,  
Valpak – Cox Target Media, Inc. 
As internal clients become more sophisticated in their needs, 
corporate researchers’ abilities must follow suit. Learn how 
Valpak researchers used the principles of brand building to 
change the way the company perceived its research efforts.

ThE ONLy pEER-TO-pEER EVENT pRODuCED 

Mike hogan
CMO

Gamestop

Gayle Fuguitt
Former VP  

Consumer Insights 
General Mills

Ian Lewis
Partner and Director of the Research 

Impact Consulting Practice 
Cambiar Consulting

 X In-depth, meaningful presentations 

 X Real-life learning, practical take aways 

 X Validate challenges, manage hurdles 

 X 6 structured networking options 

 X 3 manageable tracks designed for all levels 

 X Intimate event size for comfortable interactions 

 X Genuine commitment to the success of 
individual attendees 

 X Exclusive closed sessions with peers

 X Exhibits staffed by industry experts 

 X Sponsored by three industry icons committed 
solely to the marketing research profession 

 X Simple all inclusive pricingCR
C 

FE
aT

u
RE

S

Rousing Keynote & General Session Speakers

powerful Education (only a partial list!)

www.MarketingResearch.org/crcwww.MarketingResearch.org/crc
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By aND FOR CORpORaTE RESEaRChERS!

www.MarketingResearch.org/crcwww.MarketingResearch.org/crc

Conducting affordable Ethnography 
through Group Focus and Social Media
Jonathan Reinecke, VP of Sales and Marketing,  
1-For-1 Foods, Jacob Jasperson, Co-founder and 
Remington Tonar, Co-founder, Culture Concepts
Explore the value of ethnographic studies and develop a 
working understanding of ethnography, its applications and 
benefits. Learn how to execute ethnographic studies more 
efficiently and cost-effectively using online methods and a 
focus on group, rather than individual, observation.

Doing More With Less, Every Corporate 
Researcher’s Reality
Mike Ryan-Todd, Director, Market Research  
and Melissa Barrow, Market Research Project Manager, 
Texas Instruments
The Texas Instruments Market Research Department 
experienced a significant reduction in manpower and budget, 
but the expected quality and quantity of output remained. 
Learn how the group redefined roles, prioritized projects and 
implemented innovative solutions to achieve the same quality/
quantity of research for their global market.

The Next Evolution of Shopper Insights…
Behavior Design
William Leach, Director of Shopper Insights, pepsiCo 
Behavioral economics – the intersection of psychology and 
economics – is the newest weapon in marketing research’s 
arsenal. This session will focus on the framework and  
methods of the behavioral economics approach, and the 
application to real-world research challenges.

Corporate Researcher Skills of the Future
Robert Moran, Partner, Brunswick Insight
Explore the five great challenges facing any insights  
function today (data abundance, asking-observing shift, 
convergence, democratization, and the strategic imperative) 
and how these will directly impact the corporate researcher 
skills of tomorrow. 

using predictive analytics to Solve the 
Focus Group Dilemma
Ahmad Naim, M.D., Associate Director,  
Health Economics and Outcomes Research,  
Janssen Scientific affairs, Johnson & Johnson  
and Jan Gollins, Principal & Founder,  
Delta Modelling Group 
Learn a new and powerful quantitative approach to focus 
group research using moment-to-moment affect traces. 
Understand complementary multivariate techniques to 
identify underlying respondent segments, and explore how 
online administration is used to gain consumer insights and 
perspectives that were not possible with older,  
analog technologies.

Research Transformation: Building a Center 
of Research Excellence
Jeremy Murrell, Director, Center of Research Excellence, 
Brown-Forman and Scott Christofferson, Director, 
MREB, Corporate Executive Board
Brown-Forman’s Center of Research Excellence was created 
to push the Consumer Planning function’s boundaries and 
ensure that B-F is at the forefront of key changes in the 
research/insights space. Learn how they collaborate with other 
research groups, increased their visibility and value, and use 
story-building.

Corporate Researchers’  
Interactive Exchange
The closed-door format of this session allows you to capitalize 
on the experience and knowledge of your corporate researcher 
peers. You will experience candid, peer-to-peer conversation 
about pressing issues through a small group discussion, and 
emerge with new strategies to help you and your company 
become more successful.

and many more! Review the full program online at 
www.MarketingResearch.org/crc
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ThE CORpORaTE RESEaRChERS CONFERENCE
Registration

By 9/7

1st and 2nd registrant from an organization $1,899

3rd – 10th registrant from an organization $1,709

Registration includes:
 X Breakfasts, lunches and breaks
 X Expo Reception
 X Opening Celebration
 X All education sessions
 X Evening at the Frontiers of Flight Museum
 X Entry to the Expo
 X Free Conference App
 X Colleague Connections networking program

The Dallas Fairmont
The Fairmont Dallas hotel is ideally located in the heart of the downtown Dallas Arts 
District, surrounded by a wide array of fine dining, shopping, arts and entertainment. 
Dallas is less than a four-hour flight from most major North American cities allowing 
meeting attendees and visitors to arrive quickly, relaxed, and ready for business. 

Special MRa hotel Rate:
$189 per night by August 27, 2012
Please call 214.720.2020 to secure your hotel reservaton.

Register now at  
www.MarketingResearch.org/crc  
or call 202.800.2545

www.MarketingResearch.org/crc

pRC Credit!
Earn 12.5 credit hours towards 
your renewal or application for the 
Professional Researcher Certification 
(PRC). PRC is a powerful tool for individual 
researchers of all levels, signaling a high 
level of professionalism. 

Interested in becoming PRC? Visit  
www.MarketingResearch.org/certification  
or call 202.800.2545. 
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Defining Parenthood: The Juice Box Challenge
By Keith Phillips

It’s a market researcher’s worse nightmare. We screen ahead of time for 
parents of kids 8 to 10 years old. Then we gather a group of fathers and 
mothers together for a small focus group and ask them if they would buy a new 
type of juice box for their child. 

One father answers “no” and when 
we ask why, he explains that his child 
lives across the country and he hasn’t 
seen him in years. That’s awkward for 
everyone in the group and embarrassing 
for the researcher in front of their client. 
The father didn’t do anything wrong. He 
answered all the pre-screening questions 
honestly, but the researcher failed to ask 
the right questions.

According to the US Census Bureau, 23 
percent of kids under the age of 18 live in 
single parent homes. Yet, so often we see 
questionnaire screeners that ask if you 
are the parent of a child of a certain age, 
without any definition of what it means 
to be a parent. Are we including parents 
who do not live with their children? 
Do we want to? Does it matter? If we 
ask a parent to list the children in their 
household, will they include kids they 
only see sometimes? Are we doing a good 
enough job of defining what it means to 
be a child in a “household”?

We began to ask ourselves these 
questions as we profiled parents on our 
research panels that have children living 
in their household. Our goal in profiling 
them was to be able to target for surveys 
with children and teens in the future; 

but would we be able to use our profiling 
information to target a representative 
sample of parents as well?

To investigate this further, we created a 
questionnaire that classified various types 
of parents. We first asked participants if 
they were the parents of any children that 
lived in their household. Then we offered 
a clarification, defining a household as 
“the place where the child spends the 
majority of nights each week” and gave 
participants the option to reconsider their 
original assessment. Finally, we probed 
participants about children they were the 
parents of and had a relationship with, 
but who did not live in their household.

As one would expect, the number 
of self-identified parents in our sample 
decreased when we specifically defined 
a parent as having a child living in the 
household “most nights of the week” and 
increased when we probed to include 
children who lived outside of the home.

 However, the number of parents of kids 
appears to only shift slightly based on our 
definition. At first glance, this appears to 
be puzzling, knowing that 23 percent of 
kids live in a single-parent home, but the 
same US census bureau data reminds us 
that 94 percent of mothers and 85 percent 

of fathers live with their biological child 
under the age of 18. This is similar to our 
data, where we found 96.5 percent of 
mothers and 85.9 percent of fathers live 
with a biological child. 

For those of you wondering how 23 
percent of kids live in a single-parent 
home and over 90 percent of parents 
live with their biological child(ren), this 
is because each child in a single-parent 
home still lives with one parent. So for 
example, if we sampled 100 kids and 24 
lived in a single parent home and the 
remainder lived in a two parent home, 
and then we interviewed all of those kids’ 
parents (200 parents for the 100 kids); 
we would find that 176 parents lived 
with their child(ren) and that each of the 
24 kids in a single parent home, did not 
live with one of their parents. For our 
example, 176 parents out of 200 equates 
to 88 percent of parents living with their 
kids. In reality, the conversion is a little 
more complicated than that because there 
are multiple kids in each household, but 
you get the idea. When you are looking at 
single parent household percentages (23 
percent), you are seeing it as a household. 
When we change our base to parents, as 

Table 1

Please fill in the dates of birth and the gender 
of your children (no clarification)

Only include children who spent “most 
nights” in your household

Include children who do not live in 
your household

TOTAL BASE: 2106 2106 2106

Boys 5 to 8
# 189 184 201

% 9.0% 8.70% 9.50%

Boys 9 to 12
# 221 210 231

% 10.50% 10.00% 11%

Girls 5 to 8
# 171 163 183

% 8.10% 7.70% 8.70%

Girls 9 to 12
# 171 163 183

% 8.10% 7.70% 8.70%
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Advance Your
Marketing Research Career

and Find Qualified Employees

Employers
 Position your jobs in front of qualified candidates

 Search for candidates based on job specific qualifications

 Find the best product and price to meet your staffing needs

Job Seekers
 Search the latest marketing research jobs

 Post and maintain a resume within your account

 Set up job alerts for the immediate notice of the most recent openings

blue:   Pantone 369C   
green:   Pantone 072C

MRA’s Marketing Research Careers is a proven source for 

both job seekers and employers. Those looking for a job will 

find over 2,000 active positions. Employers needing to fill 

positions will have their openings viewed by thousands of 

unique visitors each month.

Founded in 1957, the MRA is the leading and largest association of the opinion and marketing research profession, which delivers 
insights and intelligence to guide the decisions of companies providing products and services to consumers and businesses.
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Parents of Children 5 to 12

Any children living in 
household (no clarification)

Any child living in household 
“most nights of the week”

Any child living outside 
household

Any child without clarification 
and living outside of household

Base: 566 542 46 595

Which of the following describes the home in which you live? (Select one) 

Own or being bought 63.10% 63.50% 28.30% 61.00%

Rent 34.30% 34.10% 67.40% 36.30%

Neither 2.70% 2.40% 4.30% 2.70%

Which of the following best describes your marital status? 

Single, never been married 14.80% 15.10% 28.30% 15.60%

Married 65.20% 65.70% 39.10% 63.50%

Separated/Divorced/
Widowed

14.30% 13.30% 23.90% 15.00%

Domestic Partnership 5.70% 5.90% 8.70% 5.90%

Parents of Children 5 to 12

Any children living in 
household (no clarification)

Any child living in household 
“most nights of the week”

Any child living outside 
household

Any child without clarification 
and living outside of household

Base: 566 542 46 595

Do you own any of the following? 

Video game system 74.60% 74.90% 60.90% 74.10%

Flat screen TV 73.30% 74.20% 52.20% 72.10%

Laptop PC 72.60% 72.70% 56.50% 72.30%

PC (not a laptop or tablet) 64.10% 64.20% 52.20% 63.40%

Smart phone 60.80% 60.10% 52.20% 60.20%

Landline phone 60.10% 60.70% 34.80% 58.50%

Navigation system for your 
vehicle

39.80% 39.30% 23.90% 39.30%

is required for parent studies, we see that 
a vast majority of parents do in fact live 
with their kids, which makes  
perfect sense.

The important consideration here 
is that our base size does not change 
significantly when we define parents in 
these different ways and, therefore; our 
overall data does not change.

The table below displays some key 
differences among the parents who have 
children living outside the household. 
These parents are much less likely to own 
a home, much more likely to rent a home, 
and much less likely to be married. These 
are fundamental differences that could 
impact how they parent. However, the 
number of additional participants who 
qualify as parents when including this 
segment is so small that it does not have 

an impact on the overall parent segments 
(the column on the far right of Table 2). 

Table 3 shows a list of electronic 
devices and the proportion of parents 
who own them. The parents who have 
children aged 5 to 12 who live outside 
of their home were less likely to own 
specific electronic devices than parents of 
children the same age in other segments. 
However, the differences within this 
segment do not materialize as any overall 
differences when the results are folded 
into the full parent segment.

The one group of participants we did 
not account for in our sampling, were 
parents who had little or no contact with 
their children, because we assumed these 
parents are not wanted for most types of 
market research.

 

Table 2

Table 3

In conclusion, our data showed us that 
asking parents if they have kids in their 
household generally encompasses all 
parents who are part of their kids’ lives. 
Had we screened for this in our juice box 
focus group, we would have avoided that 
awkward situation. Fortunately, that was 
a hypothetical example of something that 
could happen. Experienced focus group 
recruiters know not to take anything 
for granted and to probe carefully 
before seating someone at their table. 
Questionnaire designers should be as 
diligent when designing their  
screener sections.

Keith Phillips is a Senior Research 
Methodologist at SSI, a sampling, data 
collection and data analytics company. 
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The Secret to Customer Engagement in Social Media Isn’t a  
Secret Any More 
By Angelo Ponzi 

ME. ME. ME. MEEE. 
No, I’m not warming up to sing you a 

song – I am continuing my discussion on 
the topic of social media engagement.

Don’t know what I’m talking about? Here 
is a brief recap of Part One: The Secret to 
Customer Engagement in Social Media 
Is “ME,” which was published in the July 
issue of Alert! magazine. Now, a little  
about ME…

What Drives Consumers to Engage With 
Brands?
In Part One, I explained that the rise of 
social media has made it a highly effective 
avenue for marketers to reach consumers 
and influence how brands adapt and 
grow with the ever-changing marketing 
landscapes. Furthermore, what drives 
consumers to engage with brands in social 
media is a question that drives lots of 
speculation and expert opinion, yet there 
are few rigorous studies on the subject that 
address not just what gets consumers to 
visit a site or even “like” a brand, but what 
really drives them to truly engage.

Over the years, PhaseOne has 
undertaken numerous studies on topics 
including: the evolution of what is 
required for advertising to be persuasive 
and memorably linked to a brand; 
how advertising can be harnessed to 
build affinity for a brand; and even the 
characteristics of successful  
online advertising.

The studies we conduct are designed 
to help our clients improve their success 
rates; therefore, a study into social 
media was necessary, due to the sheer 
importance it now plays in building brands 
and contributing to the bottom line. We 
launched the study mid-year 2011.

Engagement Does Not Happen Overnight
As we discussed in the last article, social 
media is not a “marketer’s silver bullet.” It 
takes time, effort, planning and a strategic 
approach to drive social engagement with 
your target audience. If your strategy takes 
the “field of dreams” approach, then you 
can sit back and watch; but it won’t be 
corn growing, it will be weeds.

According to Marketing Science, less 
than .05 percent of Facebook fans engage 

characteristics or personalities; presence 
and prominence of characters; contest-
related links/images/videos; and various 
dimensions of brand personality such 
as sincerity, excitement, competence, 
sophistication, and ruggedness. The 
analysis revealed no explanatory patterns.

The second path taken was to 
examine the role that Focusing the 
Message on Product or Brand played in 
driving engagement, during which 47 
communications variables were coded. For 
example, we coded for news or a new way 
to think about the product/brand, such as 
teaching new ideas or new uses related 
to the brand or company and generating 
curiosity and entertainment related to the 
brand. This path of exploration also did not 
reveal any explanatory patterns of what 
drives social media.

The final path, the Role of Brand in 
Offering a Benefit, was coded for both 
tangible and intangible benefits. Tangible 
benefits were those that related to the 
brand such as convenience, fast service, 
price and performance, while intangible 
benefits included lifestyle associations, 
status, psychographics and interpersonal 
relationships.

Unlike the two original paths, we found 
that the Role of the Brand in a Social Benefit 
produced some meaningful and identifiable 
patterns. 

That pattern or difference was more than 
simply conveying that the brand offers a 
benefit – it went far beyond. It was the 
presence of a social benefit, or what we 
call the Me Statement, that we found was 
highly correlated with strong  
social engagement.

The “Me Statement” = Idealized Self 
Embodied by a Brand
Finally, as the first article explained, the 
very public nature of social media taps 
into consumers’ public persona, or the 
idealized version of themselves that they 
want to present to others. This can be quite 
different from their private selves: those 
aspects of themselves that, while true, 
are not necessarily for public broadcast. 
Marketing messages that tap into the 
private self may drive sales, but they won’t 
necessarily drive social media engagement. 

Part two of a three-part series

with the brand of which they are fans.  
Did you see it…I think the weeds grew  
a little!

However, let’s not forget that these 
online destinations – not corporate 
websites – are where users go to engage 
with their friends or people with  
common interest. 

Therefore, our research objective was to 
identify what drives public engagement 
with a brand on social platforms. We 
wanted to identify the brand’s role in the 
world of social engagement.

How We Determined That It’s “ME” – 
Not You – Driving Engagement
PhaseOne reviewed more than 70 brands 
for possible inclusion in the study, which 
was conducted between July 2011 and 
January 2012. Each brand needed to meet 
three criteria for inclusion: be well known, 
a successful brand, and representative of 
one of six vertical categories: Automotive, 
Dining, Food/Beverage, Retail, Services  
or Technology.

In the end, we analyzed 22 brands 
across the six vertical markets by 
applying our proprietary methodology of 
content analysis in order to determine 
what drives social media engagement.

Since this was a self-funded study, we 
accessed and analyzed publicly available 
communications. For each of the 22 
brands, we analyzed a television ad, Web 
page and Facebook page.

Exploring Paths to Engagement
As explained in Part One, we applied 
our proprietary methodology of content 
analysis to each brand’s communications 
we examined. Each piece of 
communication was coded for more than 
250 variables designed to systematically 
capture elements related to style and 
content, synergies across media, 
emphasis on product vs. brand ideas and 
the presence of a type of benefit. 

The first path taken was to examine the 
role that Synergies Across Media played 
in driving social media engagement. We 
coded for unifying elements (content 
and style) for more than 200 discrete 
elements. These included presence of 
stylized elements; use of brand logo; 
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The power of the Me Statement is that 
it leverages the idealized self in support 
of the brand. As a result, affiliating with 
a brand in social media has positive 
implications for the consumers’ public 
selves, which is likely a key motivating 
factors driving engagement.

Part Two
This part of our series discusses two case 
studies that highlight two of our top five 
brands and explains our methodology 
and the process of uncovering the Me 
Statement for these brands in a rich and 
contextual way. The focus is on how 
successful elements worked together to 
create high social media engagement for 
the given brands while demonstrating  
our process. 

Top Brands Engage Customers With 
Unique “Me Statements”
Below are a few of the top brands from 
the different product categories we 
studied. Here are various ways in which 
brands provide that social benefit.

There is no one way to express a Me 
Statement. Its expression can take a 
variety of forms. A Me Statement is 
the culmination of understanding your 
brand’s equities and aligning them with 
your target’s wants, needs or desires 
to capture how your brand reflects the 
idealized self of your target.

In the study, we found that the 
most socially engaged brands had Me 
Statements that said something about 
their consumers in terms of attitude and 
personalities; lifestyles and behaviors; or 
values and beliefs.

Let’s take Audi as an example: Audi’s 
advertising presents an idealized lifestyle 
– one that is modern and cutting edge.

Red Bull’s communications, however, 
embody an attitude or personality. 
Their communications are edgy with a 
humorous tone. They also contain the 

idea that Red Bull represents a consumer 
who is cool under pressure and can 
conquer any challenge. 

Let’s look at how two of these brands 
express that across media. 

Audi and “Me”
When the study was conducted, one 
of Audi’s TV commercials focused on 
contrasting old luxury with new luxury. 
The commercial says “good night” to old 
luxury in homage to a classic children’s 
story. The ad shows old luxuries, 
including the gluttonous, expected, 
outdated, fluffy, and stuffy, with a voice-
over saying “good night” to each of them. 
And then the voice says “good morning” 
to illumination, innovation and unequaled 
inspiration, while an Audi is shown 
revving up. This commercial sets the 
tone and positioning for Audi as the new 
modern luxury automobile.

Audi’s Facebook page shows a victory 
at LeMans suggesting that it beat other 
cars and, in this way, is superior. It 
includes a simple, sleek shot of the Audi 

LeMans car, which in itself suggests 
innovation and excitement. 

Like the other top brands, Audi allows 
consumers to write on its Facebook page 
wall and comment on posts, allowing 
consumers to express their thoughts and 
feelings about the brand. Many of Audi’s 
posts are about the brand’s excellence. 
Most posts are not direct comparisons of 
superiority but rather posts about their 
cars’ beauty or their records or victories 
(sales, races, etc). However, at least one 
post made a direct comparison to a BMW 
M5, demonstrating Audi’s superiority 
over the BMW. 

Audi’s Web page highlights stylized 
shots of Audi cars while continuing the 
comparison of Audi to other luxury brands 
such as BMW, Mercedes and Lexus. 

The main idea underscores Audi’s 
superiority over these brands. Secondary 

“I pursue experiences that are uniquely me.”

“I live a modern, cutting-edge and high-end lifestyle.”

“I am savvy; I know how to handle myself and get a good deal.”

“I am cool under pressure and can conquer any challenge.”

“I am in the know, doing cool stuff and want to keep my friends in the loop.”

ideas convey information about their new 
cars and various offers. 

The decision to drive social media 
engagement is more than establishing a 
social media strategy, tactical plan or team 
to execute it. Our study revealed that this 
engagement is not platform specific but more 
of a strategic decision, as the Me Statement 
must be echoed across all contact points. 

It’s important to remember an important 
finding in our study: when developing 
communications to drive social media 
engagement, implementing core marketing 
and communications fundamentals cannot 
be ignored. 

In addition to the presence of a Me 
Statement, all of the top performing brands 
in the study were effective communicators, 
following core communications principles: 
•	 Integration of their brands into their overall 

messages
•	 Consistency in their messaging across the 

touch points analyzed
•	 Delivery of their messages in a distinctive 

way
Identified in our analysis, Audi did  

just that.
The fundamentals of Audi’s 

communications are reinforced across all 
touch points, with the unique delivery 
coming across most strongly in their 
television commercial. All elements echo  
the Me Statement that Audi embodies a 
modern, cutting-edge and high-end lifestyle.

Of note, in our study, 100 percent of the 
analyzed brands delivered a Me Statement. 
In fact, across all variables analyzed for 
this study, the Me Statement was the key 
differentiator between brands that scored 
high versus low in social media engagement.

Me…I Like Red Bull
During the study, Red Bull took a much 
different approach than Audi, but it is one 
that is every bit as successful in allowing the 
brand to embody a Me Statement. It does so 
in a playful way that reminds consumers that 
Red Bull, like them, does not take itself  
too seriously. 

The Red Bull ad starts with a cartoon 
zebra preparing to cross a river that is 
inhabited by a ferocious alligator. But first, 
she confidently applies lipstick and drinks a 
can of Red Bull. Then, she bravely walks into 
the water. A fight ensues between the zebra 
and alligator, and the water goes still. Finally, 
the zebra emerges from the water carrying 
an alligator handbag. The only voice-over 
says, “Red Bull Gives You Wings.” In this 
way, Red Bull becomes the embodiment of 
their consumers’ idealized self: cool under 
pressure and able to conquer any challenge.
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majority (nearly 30 percent) of those polled 
cited advertising as the most important 
area of marketing, so it is imperative that 
you get this right. Undertake consumer 
insight to find out exactly what types 
of advertising campaigns your target 
audience responds to. Do they respond 
positively to advertising that has 
been created to provoke an emotional 
reaction? Or are they more likely to favor 
a humorous slant? If your focus is simply 
on raising brand awareness, is repetition 
of keywords, or an increased frequency of 
“opportunities to see” a robust strategy 
positively responded to, or could this 
backfire and turn potential customers off? 

This is just as relevant for new media 
marketing, which is more commonplace 
in 2012. Advertising on social media 
channels, such as Facebook, can be 
affordable and extremely targeted. 
For example, if you are promoting a 
bridal shop, it is easy to select those on 
Facebook who are engaged and are living 
in your area. When polling prospective 
customers, find out if this form of targeted 
advertising is appealing to them.

Expanding into new territories is also 
a commonly quoted reason for using 
marketing research. If you feel you want 
to grow outside of your current customer 
base and start up in a new market, you 
need to thoroughly research what appeals 
to these individuals. Different cultures 
respond to different approaches, and it 
is important to get this right to ensure 
you don’t cause offense or risk a product 
recall. In some cases, the product may 
need to be adapted to attract customers, 
e.g. , when Nestlé launched a coffee brand 
in China, they had to adapt their mix 
to ensure the correct balance of coffee, 
cream and sugar to suit tastes. Many 
global food brands have also had to adapt 
when entering India due to restrictions 
on the consumption of beef and the high 
proportion of vegetarians. McDonald’s 
entered the market by introducing new 
products like the McSpicy Paneer™, and 
other brands, such as Taco Bell, have also 
followed this strategy.

Advertising campaigns must also be 
culturally adapted, such as not using 
scantily-clad models when promoting 
products in Muslim countries. In addition, 
Chinese audiences react well to luxury 

Continued from page 26

Alternately, Red Bull’s Web page 
content highlights extreme sports 
and edgy alternative music and 
entertainment. Visually, the two mediums 
are very different; however, as identified 
in the research, reinforcing the theme 
across the touch points is more important 
than reinforcing the same visuals. This 
also supports that the Synergies Across 
Media path was not found to be an 
indicator of social engagement.

Red Bull’s Facebook page continues 
with the same themes and subjects found 
on their Web page, but again balances 
competition with humor, echoing the idea 
that Red Bull consumers are cool under 
pressure. 

As we saw with Audi and with all 
brands scoring high in social media 
engagement, Red Bull delivers across 
all elements the message of peak 
performance in tough situations, 
balanced against a light-hearted, often 
humorous approach. This suggests that 
Red Bull is not about high intensity but 
about maintaining your cool in intense 
situations and coming out on top. 

As you can see from these examples, 
a brand’s Me Statement is more than 
just an aspiration or positive idea 
about the consumer. In fact, it is much 
more complicated. In a successful 
Me Statement, the brand is so wholly 
integrated into the message that the 
brand itself becomes the reflection of 
the idealized self. The Audi and Red 
Bull brands are embodiments of Me 
Statements for their target consumers and 
are successful in delivering them across 
all of their touch points.

Coming Next
In the next article, we’ll continue to 
explore case studies from the survey, as 
well as delving into the various forms of 
expression that brands use to convey 
their Me Statements.

Angelo Ponzi is director of Client 
Services at PhaseOne, a business of The 
SI Organization Inc., where he works with 
the PhaseOne research team on social 
media engagement strategies. He can be 
reached at AngeloPonzi@PhaseOne.net or 
310-242-9779

Brands Studied
The brands included in PhaseOne’s 
social media engagement study were: 
Starbucks, Audi, McDonalds, Red 
Bull, American Express, Tropicana, 
Wendy’s, Burger King, Toyota, H&R 
Block, Ancestry.com, The Home Depot, 

Motorola, Mitsubishi, Kia, Hotwire, 
DirecTV, Amazon, TGI Fridays, Coca Cola 
Zero, Netflix, and eHarmony.

brands, so adjusting your approach to appeal 
to a high net worth customer should be 
considered. Undertaking marketing research 
in advance will help to iron out any concerns 
you have, establish the extent to which 
consumers are affected by differences, and 
identify any changes that need to be made.

Finally, crisis communications may not 
be a new phenomenon, but it is certainly 
a regular occurrence in 2012. With the 
introduction of the Internet and social 
networking sites, crises can happen at 
the touch of a button. An unfortunate 
mistake in an e-marketing campaign, or 
an accidentally offensive tweet, can easily 
and quickly cause controversy. A recent 
example was online fashion store Celeb 
Boutique mistakenly tweeting that the word 
“Aurora” was trending on Twitter due to 
the popularity of their dress of that name, 
following the shooting in the Denver suburb 
of Aurora in Colorado. If a crisis such as  
this occurs, it is essential to access 
immediate results and to observe reactions. 
If your business is suffering from a sudden 
drop in public opinion, immediate DIY 
research solutions will allow for swift 
deployment of an online survey to gauge 
reaction, which could potentially improve 
the company’s image and also provide 
information vital to the formation of the  
most appropriate response.

The marketing research industry has 
significantly evolved over the past century, 
and the explosion of technology has led to 
the practice of gaining consumer insight 
being easier, faster and more cost-effective 
than ever. The past few years have been 
challenging for most in the business 
world and while marketing spend is often 
one of the first areas to be cut during a 
recession, it is more essential than ever 
to carry out research before embarking on 
any significant business activities. With 
technology creating opportunity for surveys 
that can be deployed online or by smart 
phone in a matter of minutes, and results 
turned around within short timeframes, I 
would argue that it is vital for marketing 
research to be incorporated within any 
business strategy, at every level of planning 
– from new product development through  
to crisis communications. 

Hilary Shapiro joined Cint in 2010 to drive 
marketing efforts in North America, out of 
the Los Angeles office. A few months later 
she also managed marketing globally for 
Thumbspeak and Cint Direct Sample (now 
known as Cint Link) becoming Global Brand 
Director in August of 2011 by leading the 
company’s comprehensive rebrand. 
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Independent Contractors or Employees? A State-by-State Assessment
By Jennifer J. McDonald, MRA Legal Intern & LaToya D. Rembert-Lang, MRA General Counsel

Worker classification is currently one of the more pressing issues facing 
marketing and opinion researchers today. 

Misclassification of respondents, 
moderators, and interviewers may 
subject survey researchers to lawsuits, 
investigation, complaints, and 
economic liabilities including payment 
of back taxes and fines, providing 
unemployment, employee benefits, and 
worker’s compensation. Therefore, it is 
imperative that research professionals 
know and understand state law defining 
independent contractors, and implement 
this knowledge as they develop a strategy 
for establishing independent contractor 
relationships in the future. 

The 50 states and the District of 
Columbia generally use either of two 
standards to determine whether a 
worker is an employee or an independent 
contractor. These rules, the “ABC” rule 
and the common law rule, are discussed 
in general terms below. 

“ABC” Rule
Eighteen states have adopted the “ABC” 
rule, which it is called because it is 
usually stated in three paragraphs of law. 
All three requirements of each paragraph 
must be satisfied in order for the 
worker to be treated as an independent 
contractor. New Jersey is a typical 
example:

(6) Services performed by an 
individual for remuneration shall be 
deemed to be employment subject 
to this chapter . . . unless and until 
it is shown to the satisfaction of the 
division that:

(A) Such individual has been and 
will continue to be free from 
control or direction over the 
performance of such service, both 
under his contract of service and in 
fact; and 

(B) Such service is either outside 
the usual course of the business 
for which such service is 
performed, or that such service is 
performed outside of all the places of 
business of the enterprise for which 
such service is performed; and

(C) Such individual is 
customarily engaged in an 

Legal & Legislation Update

independently established 
trade, occupation, profession or 
business.

“A and C” Rule
Seven states use a variation of the “ABC” 
rule, or the “A and C” rule. A state’s 
adoption of this variation usually does not 
affect the determination of “independent 
contractor” status, because the “B” 
factor is usually always satisfied, e.g. 
the services being performed are always 
outside the course of the company’s 
business for which such service is 
performed.

“A, and B or C” Rule
One state, Maine, uses this nuance. 
The adoption of this variation allows an 
independent contractor relationship to be 
found by meeting either “B” or “C”. 

Common Law Rule
Twenty-four states and the District of 
Columbia use the common law rule 
to determine whether a worker is an 
employee or independent contractor. 
Under this rule, the worker is an 
independent contractor if the company 
has the right to control only the result to 
be accomplished by the worker’s services, 
and not the details and means by which 
that result is accomplished. Compared to 
the “ABC” rule, this rule requires a lesser 
degree of independence for the worker 
before the court would conclude that the 
worker is an independent contractor, and 
is therefore easier to meet. 

Additional State Factors
Several states, in addition to their general 
rules, have enacted statutes enumerating 
particular factors that will be considered, 
and sometimes for particular occupations. 

A State-By-State Overview
Alabama: Alabama follows the common 
law rule. In determining whether an 
independent contractor relationship or an 
employer-employee relationship exists, 
the court examines “the reserved right of 
control rather than the actual exercise of 
control”. Atchison v. Boone Newspapers, 
Inc. (981 So.2d 427).

Alaska: Alaska follows the “ABC” 
rule. All three aspects of the law must be 
satisfied: 

(A) The individual has been and 
will continue to be free from control 
and direction in connection with 
the performance of the service, both 
under the individual’s contract for the 
performance of service and in fact; 

(B) The service is performed 
either outside the usual course of 
the business for which the service 
is performed or is performed outside 
of all the places of business of the 
enterprise for which the service is 
performed; and 

(C) The individual is customarily 
engaged in an independently 
established trade, occupation, 
profession, or business of the same 
nature as that involved in the service 
performed.
Arkansas: Arkansas follows the “ABC” 

rule. All three aspects of the law must be 
satisfied:

(1) Such individual has been and 
will be free from control and direction 
in connection with the performance 
of the service, both under his or 
her contract for the performance of 
service and in fact; and 

(2) The service is performed either 
outside the usual course of the 
business for which the service is 
performed or is performed outside 
of all the places of business of the 
enterprise for which the service is 
performed; and

(3) The individual is customarily 
engaged in an independently 
established trade, occupation, 
profession, or business of the same 
nature as that involved in the service 
performed. 
Arizona: Arizona follows the common 

law rule and looks to indicia of control 
in order to determine whether one is an 
independent contractor. An independent 
contractor is defined as “a person 
engaged in work for a business, and who 
while so engaged is independent of that 
business in the execution of the work 
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and not subject to the rule or control of 
the business for which the work is done, 
but is engaged only in the performance 
of a definite job or piece of work, and 
is subordinate to that business only in 
effecting a result in accordance with that 
business design.” A.R.S. § 23-902

California: California follows the 
common law rule and looks to indicia 
of control to determine if worker is an 
employee or an independent contractor. 
An independent contractor is defined 
as “any person who renders service for 
a specified recompense for a specified 
result, under the control of his principal 
as to the result of his work only and not 
as to the means by which such result is 
accomplished.” California Labor Code § 
3353.

Colorado: Colorado follows the A and 
C rule. This requires compliance with two 
requirements of the law in order to be 
considered an independent contractor: 
1. unless such individual is free from 
control and direction in the performance 
of the service, both under the contract for 
performance of service and in fact; and 
2. such individual is customarily engaged 
in an independent trade, occupation, 
profession, or business related to the 
service performed.

Connecticut: Connecticut follows 
the ABC rule. Employee-employer 
relationship does NOT exist if: (I) Such 
individual has been and will continue 
to be free from control and direction in 
connection with the performance of such 
service, both under his contract for the 
performance of service and in fact; and 

(II) Such service is performed either 
outside the usual course of the business 
for which the service is performed or is 
performed outside of all the places of 
business of the enterprise for which the 
service is performed; and

 (III) Such individual is customarily 
engaged in an independently established 
trade, occupation, profession or business 
of the same nature as that involved in the 
service performed.

Delaware: Delaware follows the ABC 
rule. Employee-employer relationship 
does NOT exist if: (i) Such individual 
has been and will continue to be free 
from control and direction in connection 
with the performance of such service, 
both under the individual’s contract for 
the performance of services and in fact; 
and (ii) Such service is performed either 
outside the usual course of the business 
for which the service is performed or 

is performed outside of all the places 
of business of the enterprise for which 
the service is performed; and (iii) Such 
individual is customarily engaged in 
an independently established trade, 
occupation, profession or business of 
the same nature as that involved in the 
service performed.

District of Columbia: The District of 
Columbia follows the common law rule. 
The factor used to determine whether an 
employment relationship exists is “when 
the work being done is an integral part of 
the regular business of the employer, and 
when claimant, relative to the employer, 
does not furnish an independent business 
or professional service.” Munson v. 
District of Columbia Dept. of Employment 
Services (721 A.2d 623).

Florida: Florida follows the common 
law rule. The factor generally used 
in determining whether one is an 
independent contractor is “determined 
on basis of who has right to direct what 
shall be done, and when, where, and how 
it shall be done; other factors to consider 
included selection and engagement of 
work, method of payment, and whether 
employer or worker supplies tools required 
for job.” Buncy v. Certified Grocers (592 
So.2d 336). 

Georgia: Georgia follows the A 
and C rule. One will be considered an 
independent contractor if: (A) Such 
individual has been and will continue 
to be free from control or direction over 
the performance of such services, both 
under the individual’s contract of service 
and in fact; and (B) Such individual is 
customarily engaged in an independently 
established trade, occupation, profession, 
or business.

Hawaii: Hawaii follows the ABC 
rule. One will not be considered an 
independent contractor unless: (1) The 
individual has been and will continue 
to be free from control or direction over 
the performance of such service, both 
under the individual’s contract of hire 
and in fact; and (2) The service is either 
outside the usual course of the business 
for which the service is performed or that 
the service is performed outside of all the 
places of business of the enterprise for 
which the service is performed; and (3) 
The individual is customarily engaged 
in an independently established trade, 
occupation, profession, or business of 
the same nature as that involved in the 
contract of service.

 

Idaho: Idaho follows the A and C rule. 
One is considered an independent 
contractor if it is shown (a)That the 
worker has been and will continue to 
be free from control or direction in the 
performance of his work, both under 
his contract of service and in fact; 
and (b) That the worker is engaged in 
an independently established trade, 
occupation, profession, or business. 

Illinois: Illinois follows the ABC rule, 
and requires the following conditions 
to establish an independent contractor 
relationship: A. Such individual has been 
and will continue to be free from control 
or direction over the performance of 
such services, both under his contract of 
service and in fact; and B. Such service 
is either outside the usual course of 
the business for which such service 
is performed or that such service is 
performed outside of all the places of 
business of the enterprise for which 
such service is performed; and C. Such 
individual is engaged in an independently 
established trade, occupation, profession, 
or business.

Indiana: Illinois follows the ABC rule. 
All of the following requirements must 
be met. (1) The individual has been and 
will continue to be free from control 
and direction in connection with the 
performance of such service, both under 
the individual’s contract of service and in 
fact. (2) The service is performed outside 
the usual course of the business for 
which the service is performed. (3) The 
individual: (A) is customarily engaged 
in an independently established trade, 
occupation, profession, or business of 
the same nature as that involved in the 
service performed; or (B) is a sales agent 
who receives remuneration solely upon a 
commission basis and who is the master 
of the individual’s own time and effort.

Iowa: Iowa follows the common law 
rule. The factors used to determine 
whether an independent contractor 
relationship exists is “tested by existence 
of contract for performance by a person 
of certain piece of kind of work at fixed 
price, independent nature of business or a 
distinct calling, employment of assistants 
with right to supervise their activities, 
obligation to furnish tools, supplies, and 
materials, right to control progress of 
work except as to final results, time for 
which workman is employed, method 
of payment, and question whether work 
is part of employer’s regular business.” 
Swain v. Monona County (163 N.W.2d 918).
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Kansas: Kansas follows the common 
law rule. The courts have generally 
applied a two factor test for whether 
an independent contractor relationship 
exists which asks whether the “individual 
has been and will continue to be free 
from control or direction over the 
performance of such services, both under 
the individual’s contract of hire and in 
fact and [if] such service is either outside 
the usual course of the business for which 
such service is performed or that such 
service is performed outside of all the 
places of business of the enterprise for 
which such service is performed.”

Kentucky: Kentucky follows the 
common law rule. The courts consider 
four key factors: “(1) the nature of the 
work as related to the business carried on 
by the alleged employer; (2) the extent of 
control exercised by the alleged employer, 
(3) the professional skill of the alleged 
employee, and (4) the true intent of the 
parties.” Uninsured Employers’ Fund v. 
Garland (805 S.W.2d 116). 

Louisiana: Louisiana follows the ABC 
rule and requires all of the following 
in order to establish an independent 
contractor relationship. I. Such individual 
has been and will continue to be free 
from any control or direction over the 
performance of such services both 
under his contract and in fact; and II. 
Such service is either outside the usual 
course of the business for which such 
service is performed, or that such service 
is performed outside of all the places 
of business of the enterprise for which 
such service is performed; and III. Such 
individual is customarily engaged in 
an independently established trade, 
occupation, profession or business.

Maine: Maine follows the A, and B 
or C rule. A person will be considered 
an employee unless it can be shown 
Services performed by an individual 
for remuneration shall be deemed to 
be employment subject to this chapter 
unless and until it is shown to the 
satisfaction of the bureau that the 
individual has been and will continue 
to be free from control or direction over 
the performance of such services, both 
under his contract of service and in fact, 
and (2) Such service is either outside the 
usual course of the business for which 
such service is performed, or that such 
service is performed outside of all the 
places of business of the enterprise for 
which such service is performed; OR (3) 
Such individual is customarily engaged 

in an independently established trade, 
occupation, profession or business.

Maryland: Maryland follows the 
ABC rule. One will be considered 
an independent contractor if: (1) the 
individual who person the work is free 
from control and direction over its 
performance both in fact and under the 
contract; (2) the individual customarily 
is engaged in an independent business 
or occupation of the same nature as that 
involved in the work; and (3) the work is: 
(i) Outside of the usual course of business 
of the person for whom the work is 
performed; or (ii) performed outside of any 
place of business of the person for whom 
the work is performed.

Massachusetts: Massachusetts 
follows the ABC rule. An employee 
relationship exists unless it is shown 
that (a) such individual has been and 
will continue to be free from control 
and direction in connection with the 
performance of such services, both 
under his contract for the performance of 
service and in fact; and (b) such service is 
performed either outside the usual course 
of the business for which the service is 
performed or is performed outside of all 
the places of business of the enterprise 
for which the service is performed; and (c) 
such individual is customarily engaged 
in an independently established trade, 
occupation, profession or business of 
the same nature as that involved in the 
service performed.

Michigan: Michigan follows the 
common law rule. The court examines the 
following factors for determining whether 
an independent contractor relationship 
exists: “1) the control of a worker’s duties, 
(2) the payment of wages, (3) the right to 
hire and fire and the right to discipline, 
and (4) the performance of the duties 
as an integral part of the employer’s 
business towards the accomplishment of 
a common goal.” Buckley v. Professional 
Plaza Clinic Corp. (761 N.W.2d 284).

Minnesota: Minnesota follows the 
common law rule and indicia of control 
to determine if worker is an employee 
by utilizing five factors. The most 
important of which are the right or the 
lack of the right to control the means and 
manner of performance and the right to 
discharge the worker without incurring 
liability. Other factors include the mode 
of payment; furnishing of materials and 
tools; and control over the premises where 
the services are performed. 
 

Mississippi: Mississippi follows the 
common law rule. The test used for 
whether worker is an employee or an 
independent contractor is “the level of 
control the employer has over the worker’s 
work activities.” Mississippi Employment 
Sec. Com’n v. Total Care (586 So.2d 834).

Missouri: Missouri follows the 
common law rule and relies on 
determination that an independent 
contractor is one who “exercising an 
independent employment, contracts to do 
piecework, according to his or her own 
methods, and without being subject to 
control of employer except as to result of 
work.” Merick Trucking, Inc. v. Missouri 
Div. of Employment Sec., Labor and Indus. 
Relations Com’n of Missouri (902 S.W.2d 
871).

Montana: Montana follows the 
common law rule and indicia of 
control to determine if worker is an 
employee is determined by “the right 
of control.” Phoenix Physical Therapy v. 
Unemployment Ins. Div., Contributions 
Bureau (943 P.2d 523). 

Nebraska: Nebraska follows the 
ABC rule. An independent contractor 
relationship will not exist unless all of the 
following conditions are met: (a) such 
individual has been and will continue 
to be free from control or direction over 
the performance of such services, both 
under his or her contract of service and 
in fact, (b) such service is either outside 
the usual course of the business for 
which such service is performed or such 
service is performed outside of all the 
places of business of the enterprise for 
which such service is performed, and (c) 
such individual is customarily engaged 
in an independently established trade, 
occupation, profession, or business. 
The provisions of this subdivision are 
not intended to be a codification of the 
common law and shall be considered 
complete as written.

Nevada: Nevada follows the common 
law rule and examines five factors 
to determine whether there is an 
independent contractor relationship. 
“The five factors in determining whether 
putative employer has exercised 
enough control over person to establish 
employer/employee relationship under 
Nevada Industrial Insurance Act; degree 
of supervision exercised by putative 
employer over details of work; source of 
worker’s wages; existence of right on 
part of putative employer to hire and 
fire worker; extent to which worker’s 
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activities further general business 
concerns of putative employers; and 
putative employer’s right to control hours 
and location of employment.” Willison v. 
Texaco Refining and Marketing, Inc., (848 
P.2d 1062).

New Hampshire: New Hampshire 
follows the ABC rule and requires all 
of the following conditions in order 
to create an independent contractor 
relationship: (a) Such individual has been 
and will continue to be free from control 
or direction over the performance of 
such services, both under his contract 
of service and in fact; and (b) Such 
service is either outside the usual course 
of the business for which such service 
is performed or that such service is 
performed outside of all the places of 
business of the enterprise for which 
such service is performed; and (c) Such 
individual is customarily engaged in 
an independently established trade, 
occupation, profession, or business.

New Jersey: New Jersey follows 
the ABC rule. The requirements for an 
independent contractor relationship 
include: (A) Such individual has been 
and will continue to be free from control 
or direction over the performance of such 
service, both under his contract of service 
and in fact; and (B) Such service is either 
outside the usual course of the business 
for which such service is performed, or 
that such service is performed outside of 
all the places of business of the enterprise 
for which such service is performed; 
and (C) Such individual is customarily 
engaged in an independently established 
trade, occupation, profession or business.

New Mexico: New Mexico follows 
the ABC rule. An independent contractor 
is one who: (a) the individual has been 
and will continue to be free from control 
or direction over the performance of 
the services both under the individual’s 
contract of service and in fact;(b) the 
service is either outside the usual 
course of business for which the service 
is performed or that such service is 
performed outside of all the places of 
business of the enterprise for which 
such service is performed; and (c) the 
individual is customarily engaged in 
an independently established trade, 
occupation, profession or business of 
the same nature as that involved in the 
contract of service.

New York: New York follows the 
common law rule and indicia of control 
to determine if worker is an employee is 

based on examining indicators of control. 
Indicators of control over an individual’s 
activities may include: “equiring full-
time services , requiring attendance 
at meetings and/or training sessions, 
requiring oral or written reports, requiring 
prior permission for absences, stipulating 
the hours of work, setting the rate of 
pay, reserving the right to terminate 
the individual’s services, and employee 
working is integral to the conduct of your 
business’s operation.

North Carolina: North Carolina 
follows the common law rule and indicia 
of control to determine whether an 
independent contractor relationship 
exists is based on examining factors and 
if whether “certain work [is completed] 
according to his own judgment and 
method, without being subject to his 
employer except as to the result of his 
work.” McCown v. Hines (353 N.C. 683). 

North Dakota: North Dakota follows 
the common law rule. Indicia of control 
to determine if worker is an employee 
is based on “who has right of control of 
details of work, and if person for whom 
work is being done has right of control, 
whether he exercises it or not, and is 
concerned not only with result but also 
with manner and method of its doing, he 
is an “employer” and person doing work 
his “employee,” and if he is concerned 
merely with result of work and has no 
control over details of its doing, the 
person doing the work is an “independent 
contractor.” Mutual Life Ins. Co. of New 
York v. State (71 N.D. 78). 

Ohio: Ohio follows the common law 
rule. Indicia of control to determine if 
worker is an employee based on: the 
person for whom services are performed 
has the right to direct or control the 
performance of such services; and 
remuneration is received by the worker for 
services performed.

Oklahoma: Oklahoma follows the 
common law rule. The court examines the 
following factors to determine whether an 
employer-employee relationship exists: 
“(1) nature of contract between parties; 
(2) degree of control which employer 
may exercise on details of work; (3) 
whether the one employed is engaged 
in distinct occupation or business; (4) 
kind of occupation; (5) skill required in 
the particular occupation; (6) whether 
employer supplies instrumentalities, 
tools and place of work; (7) length of 
time for which person is employed; (8) 
method of payment; (9) whether work is 

part of regular business of employer; (10) 
whether parties believe they are creating 
relationship of master servant; and (11) 
right of either to terminate relationship 
without liability.” Duncan v. Powers Imports 
(884 P.2d 854). 

Oregon: Oregon follows the A and 
C rule. (With some variation.) One is an 
independent contractor if: (a) Is free from 
direction and control over the means and 
manner of providing the services, subject 
only to the right of the person for whom 
the services are provided to specify the 
desired results; (b) Except as provided in 
subsection (4) of this section, is customarily 
engaged in an independently established 
business; (c) Is licensed under ORS chapter 
671 or 701 if the person provides services 
for which a license is required under ORS 
chapter 671 or 701; and (d) Is responsible 
for obtaining other licenses or certificates 
necessary to provide the services. 

Pennsylvania: Pennsylvania follows the 
A and C rule. An independent contractor 
relationship exists if: (a) such individual 
has been and will continue to be free from 
control or direction over the performance 
of such services both under his contract 
of service and in fact; and (b) as to such 
services such individual is customarily 
engaged in an independently established 
trade, occupation, profession or business.

Rhode Island: Rhode Island follows the 
common law rule. The main factor used 
by the courts is “the employer’s right to 
exercise control and superintendence over 
his employees.” Deus ex rel. Deus v. S.S. 
Peter and Paul Church (820 A.2d 974). 

South Carolina: South Carolina follows 
the common law rule. The court relies on 
examining “1) whether the activity is an 
important part of the trade or business, 
(2) whether the activity is a necessary, 
essential and integral part of the business, 
and (3) whether the identical activity in 
question has been performed by employees 
of the principal employer.” Bailey v. Owen 
Elec. Steel Co. of South Carolina, Inc. (298 
S.C. 36).

South Dakota: South Dakota follows the 
A and C rule. An independent contractor 
relationship will not exist unless it can be 
shown that: (1) The individual has been 
and will continue to be free from control 
or direction over the performance of the 
service, both under his contract of service 
and in fact; and (2) The individual is 
customarily engaged in an independently 
established trade, occupation, profession, 
or business.
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Tennessee: Tennessee follows the 
ABC rule. An independent contractor 
is one who meets all of the following 
conditions: (A) Such individual has 
been and will continue to be free from 
control and direction in connection with 
the performance of such service, both 
under any contract for the performance 
of service and in fact;(B) Such service is 
performed either outside the usual course 
of the business for which the service is 
performed or is performed outside of all 
the places of business of the enterprise for 
which the service is performed; and (C) 
Such individual is customarily engaged 
in an independently established trade, 
occupation, profession or business of 
the same nature as that involved in the 
service performed.

Texas: Texas follows the common law 
rule. The test used to determine whether 
one is considered an independent 
contractor is based on “the independent 
nature of his business, his obligation to 
furnish necessary tools, supplies, and 
material to perform the job, his right to 
control progress of work, except as to final 
results, the time for which he is employed, 
and method of payment, whether by time 
or by job.” Industrial Indem. Exchange v. 
Southard (138 Tex. 531). 

Utah: Utah follows the A and C rule. 
An independent contractor relationship 
will exist only if (a) the individual is 
customarily engaged in an independently 
established trade, occupation, profession, 
or business of the same nature as that 
involved in the contract of hire for 
services; and (b) the individual has been 
and will continue to be free from control or 
direction over the means of performance 
of those services, both under the 
individual’s contract of hire and in fact.

Vermont: Vermont follows the ABC 
rule. A relationship will be considered 
an employer-employee unless it can 
be shown that all of the following 
conditions have been met: (i) Such 
individual has been and will continue 
to be free from control or direction over 
the performance of such services, both 
under his contract of service and in fact; 
and (ii) Such service is either outside the 
usual course of the business for which 
such service is performed, or that such 
service is performed outside of all the 
places of business of the enterprise for 
which such service is performed; and (iii) 
Such individual is customarily engaged 
in an independently established trade, 
occupation, profession or business. 

Virginia: Virginia follows the common 
law rule and examines the right to control 
and direct the individual in order to 
determine there is an employer-employee 
relationship.

Washington: Washington follows the 
ABC rule. An employment relationship 
will exist unless it is shown that: (a) Such 
individual has been and will continue to 
be free from control or direction over the 
performance of such service, both under 
his or her contract of service and in fact; 
and (b) Such service is either outside 
the usual course of business for which 
such service is performed, or that such 
service is performed outside of all the 
places of business of the enterprises for 
which such service is performed; and (c) 
Such individual is customarily engaged 
in an independently established trade, 
occupation, profession, or business, of 
the same nature as that involved in the 
contract of service. 

West Virginia: West Virginia follows 
the ABC rule. An independent contractor 
relationship will not exist unless all three 
requirements of the law are met. (A) The 
individual has been and will continue to 
be free from control or direction over the 
performance of the services, both under 
his or her contract of service and in fact; 
and (B) the service is either outside the 
usual course of the business for which 
the service is performed or that such 
service is performed outside of all the 
places of business of the enterprise for 
which such service is performed; and (C) 
the individual is customarily engaged 
in an independently established trade, 
occupation, profession or business.

Wisconsin: Wisconsin follows the 
common law rule. The applicable test 
of whether an independent contractor 
relationship exists “is whether employer 
has right to control details of work, since 
most significant indicia of independent 
contractor is his right to control details 
of work, although there are other things 
to be considered, such as work, time 
of employment, method of payment, 
and right of summary discharge of 
employees.” Thurn v. La Crosses Liquor 
Co. (46 N.W.2d 213).

Wyoming: Wyoming follows the 
common law rule. Indicia of whether 
an independent contractor relationship 
exists is determined “by right of control 
of alleged employer, and factors useful 
in makes such a determination include 
method of payment, right to fire, 
furnishing of equipment, scope of work 

and control of premises where work is  
to be done.” Stratman v. Admiral  
(760 P.2d 974). 

Conclusion
More specific information on the scope of 
each state law, any applicable regulations 
or rules, and summaries of relevant cases 
and rulings are available on the MRA 
website exclusively for MRA members.

Summary Chart of State Rules 
Governing Standards on Employee 
v. Independent Contractor

State Rule State Rule

Alabama
Common 

Law
Montana

Common 
Law

Alaska ABC Nebraska ABC

Arkansas ABC Nevada
Common 

Law

Arizona
Common 

Law
New 

Hampshire
ABC

California
Common 

Law
New Jersey ABC

Colorado A and C New Mexico ABC

Connecticut ABC New York
Common 

Law

Delaware ABC North Carolina
Common 

Law
District of 
Columbia

Common 
Law

North Dakota
Common 

Law

Florida
Common 

Law
Ohio

Common 
Law

Georgia A and C Oklahoma
Common 

Law
Hawaii ABC Oregon A and C
Idaho A and C Pennsylvania A and C

Illinois ABC Rhode Island
Common 

Law

Indiana ABC South Carolina
Common 

Law

Iowa
Common 

Law
South Dakota A and C

Kansas
Common 

Law
Tennessee ABC

Kentucky
Common 

Law
Texas

Common 
Law

Louisiana ABC Utah A and C

Maine
A, and B 

or C
Vermont ABC

Maryland ABC Virginia
Common 

Law

Massachusetts ABC Washington ABC

Michigan
Common 

Law
West Virginia ABC

Minnesota
Common 

Law
Wisconsin

Common 
Law

Mississippi
Common 

Law
Wyoming

Common 
Law

Missouri
Common 

Law
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Contentious Congressional Hearing on the Census Bureau’s 
American Community Survey (ACS)
By Jennifer McDonald, MRA Legal Intern 

In the wake of two successful recent amendments to appropriations legislation 
in the House of Representatives – the first making responses to the American 
Community Survey (ACS) voluntary and the second defunding the survey 
entirely – the ACS again took center stage at a contentious Congressional 
Joint Economic Committee (JEC) hearing on June 19.

Chairman Caroline B. Maloney (D-NY-14) 
opened the JEC meeting with a focus 
on job creation, and stating that the 
House appropriation bill amendments 
strip people of the tools they need to 
promote economic growth. The ACS, she 
stated, is a fundamental building block 
for allocating and distributing funds and 
government spending. Moreover, Rep. 
Maloney argued that the ACS provides 
invaluable information that promotes 
economic growth and allows both the 
private and public sector economies to 
grow, which in turn, provides a better 
standard of living to the American people. 

Kenneth Simonson, Chief Economist 
of the Associated General Contractors 
of America and Vice President of the 
National Association for Business 
Economists, agreed that the ACS 
provides, “a wealth of timely, detailed 
information that businesses, policy 
makers and researchers find invaluable.” 

He further argued that eliminating the 
ACS or making participation voluntary 
would destroy its comprehensiveness, 
accuracy, and timeliness, and would be 
a major blow to US economic growth and 
competiveness. 

The ACS is small, Mr. Simonson 
stated, and therefore can act quickly and 
efficiently, and is significantly cheaper 
and more useful than the old long-form 
Census questionnaire. He went on to 
explain that Congressmen use ACS data 
on their website, in speeches, and in 
assisting constituents, and the ACS is 
used to improve US competiveness by 
businesses directly, and by consultants 
and research centers that evaluate 
the economic profile and health of 
communities over time and in comparison 
to one another. Representing the 
construction industry, he highlighted that 
they rely, “on employment-size and other 
information from the Economic Census 

fact sheets… that provide state-specific 
information on the role of the construction 
industry in each state’s economy.” 

Dr. Reamer argued additional points 
in opposition to both amendments, 
stating that not only are current, 
accurate statistics critical to economic 
development and job creation in all states 
and districts, but the annual cost of the 
economic statistical system is very small. 
He received an approving laugh from the 
public attendees when he told the JEC 
that the system costs less than $2 billion, 
“a figure equal to the cost of four F-22 jet 
fighters.” He kept their attention when 
he further explained that although this 
effective and adaptable mechanism is 
low in cost, the magnitude of economic 
and fiscal returns to the taxpayer is great 
– making the federal economic statistical 
system a worthwhile investment. 

ACS data, Dr. Reamer stated, plays 
a huge role in such areas as: state 

Legal & Legislation Update
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budgets; legislative redistricting; regional 
economic development; criminal justice 
systems; disaster planning and recovery; 
transportation planning; education 
planning; business decision-making; 
research; federal policy decisions; 
political accountability; and geographic 
distribution of federal domestic 
assistance. 

Because of the diverse uses of 
ACS data, Dr. Reamer asserted that 
terminating the ACS would cause 
severe economic disruption and job loss, 
misapplication of scarce community 
assets and services, and significantly 
increased waste, fraud, and abuse of 
government funds. Moreover, he argued 
that termination would cheer our nation’s 
economic competitors, including China 
and India (because the US would be left 
to “fly blindly”), and “would dislodge over 
two centuries of a tradition of civic duty 
and nationwide collaboration in providing 
information to collectively understand 
ourselves and our Nation.” Finally, he 
said terminating the ACS would “result 
in the wasting of billions of dollars of prior 
taxpayer investment in Census research 
and data.” 

Dr. Reamer suggested some of the 
most glaring problems of the ACS 
could be remedied by providing a 
much fuller explanation to each ACS 
targeted respondent about the benefits a 
reliable ACS brings to their community, 
examining the practices of its field staff 
in non-response follow-up to ensure that 
non-respondents are not mistreated, 
and having the Census Bureau regularly 
educate Members of Congress about the 
uses and benefits of the ACS. 

Vice Chairman Kevin Brady (R-TX-8), 
who supported the amendments against 
the ACS, said he based his objection on 
his constituents’ concerns about being 
forced to respond, stating, “compulsory 
participation in the American Community 
Survey is the number one objection that I 
hear over and over from my constituents. 
In my opinion, this objection swayed 
the majority of the House on these two 
amendments concerning the  
Census Bureau.”

Although Rep. Brady conceded and 
recognized the need and importance of 
statistics in making policy decisions, and 
employment and investment decisions, 
he argued that ACS information does 
not “accurately count the number of jobs 
created by exports of American goods 
and services,” and that the ACS relies on 

“outdated rules of origin that ignore global 
supply chains.” He also wondered aloud 
why the ACS cannot mirror the Current 
Population Survey (CPS) in their execution 
of a voluntary survey, or additionally, why 
federal agencies can’t explore reasonable 
alternatives to expensive and intrusive 
measures currently being taken in the 
economic statistical system. 

Keith Hall, Senior Research Fellow 
at George Mason University and a 
former commissioner of the Bureau of 
Labor Statistics (BLS) argued that, “the 
challenges facing federal statistical 
agencies are significant and many,” and 
include: a constantly shifting economy; 
evolving business practices; and 
households changing how they make 
economic decisions. While everyone 
needs new information quickly, it takes 
government agencies a long time to 
design and produce new and high quality 
statistics.

Hall further pointed to large gaps in 
data, stating that the current system 
is overly focused on goods, which is 
already dwarfed by the services sector. 
He claimed that significant gaps are also 
evident in: the coverage of international 
trade; the inadequate quality of import 
prices; misleading consumer prices 
collected for a single, average bundle of 
goods and services; and the measuring of 
the unemployment rate without a current 
measure of the labor supply. Hall’s primary 
solution for these daunting problems 
is “to modernize [statistical agencies’] 
data collection to better reflect how 
households and businesses store and use 
information.” Because “federal statistical 
agencies are outdated and inflexible,” 
Hall also argued that it is necessary for 
statistical agencies’ to improve their 
use of technology, reduce redundancy 
in IT systems, and modernize their data 
dissemination. 

Grant Aldonas, Principal Managing 
Director for Split Rock International, took 
a much more rigid view of the federal 
economic statistics system, and argued 
that all the existing surveys should, 
“be scrapped.” He stated that they are 
currently measuring the wrong things 
to get a specific desired outcome, and 
argued, “If you are interested in growth, 
you should collect data on productivity. 
If you are interested in job creation, 
you should collect data that focuses 
on economic environment that fosters 
new businesses. If you are interested 
in individual freedom and equality of 

opportunity, you should examine the 
barriers that inhibit freedom and limit 
equality of opportunity.”

Mr. Aldonas stated that the statistics 
collected today do not account for 
changes in international competition or 
its values, such as transaction costs and 
market prices. Mr. Aldonas stated that, 
“We should be fundamentally rethinking 
the way we collect and analyze economic 
data government-wide in order to 
ensure that we are offering economic 
policymakers an accurate picture of the 
challenges that we face.” He felt that the 
data being provided is unlikely to inform 
any decision in the market because it 
represents a past economic environment, 
a limited number of industries, and is too 
general to provide quality insights. 

During Q&A, Rep. Mick Mulvaney 
(R-SC-5) asked why there are federal 
penalties for not filling out a survey, but 
there are not federal penalties for people 
who choose to eat Big Macs. He argued 
that both limiting a person’s food, and 
limiting a person’s choice of whether or 
not to participate in a survey, infringe on 
Constitutional liberty.

Rep. Mulvaney argued that data 
collection is a growing private sector 
industry, one in which even he would 
like to be involved. He also adamantly 
argued that Simonson and Reamer are 
mistaken in thinking that by keeping the 
industry in the hands of the government, 
the goal of eliminating an agenda in data 
collection can be reached. He assured 
everyone in the hearing that government 
most certainly has an agenda.

Overall, opponents of the ACS at the 
hearing seemed steadfast in their views 
that the current economic statistical 
system is plagued with problems, 
harasses constituents, and may not 
even be appropriate means to the ends 
desired by businesses, politicians, 
and governments. They continued to 
perpetuate the notion that there are better 
alternatives, although Rep. Maloney 
and witnesses like Dr. Reamer and Mr. 
Simonson emphasized the immense value 
of the current federal statistical system, 
and the vastly diverse areas of the private 
and public sector growth for which this 
information is imperative.

Jennifer McDonald, pursuing her law 
degree at The University of Montana 
School of Law, was a legal intern at the 
Marketing Research Association.
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What Will An “Eraser Button” on the Internet Mean For  
Survey Research?
By Jennifer McDonald, MRA Legal Intern 

Legal & Legislation Update

A new privacy right has been proposed: the “right to be forgotten.” 

This new “right”, announced in January as 
a part of the European Union’s proposed 
new data protection regulations, aims 
to grant greater control to consumers 
over their personal information and allow 
them to demand that companies and 
organizations delete consumers’ personal 
data, as long as there are no legitimate 
grounds to hold it. In the US, many privacy 
activists have come to refer to it as an 
“eraser button.”

Although not nearly as extensive and 
problematic as that proposed by the 
European Commission, this “right” has 
also been proposed by legislators and 
regulators in the United States. In May, 
Chariman John Leibowitz of the Federal 
Trade Commission (FTC) announced that 
he was open to a proposal to give minors 
a way to delete personal information 
that they post on Facebook or other 
online sites. “The Do Not Track Kids Act” 
(H.R. 1895), legislation introduced by 
Congressmen Joe Barton (R-TX) and Ed 
Markey (D-MA), goes even farther, giving 
parents control (and deletion options) for 
data related to their minor children.

Debating the “right to be forgotten”
As Viviane Reding, the European 
Commissioner for Justice, Fundamental 
Rights, and Citizenship, explained, “If an 
individual no longer wants his personal 
data to be processed or stored by a data 
controller, and if there is no legitimate 
reason for keeping it, the data should 
be removed from their system.”1 The 
underlying principle of the “right to be 
forgotten” is that postings online and any 
data generated should be an individual’s 
own property. 

Supporters identify multiple reasons why 
a “right to be forgotten” may be necessary: 
•	 Teenagers, who might reveal 

compromising information that they 
would later come to regret, need to be 
protected. 

1 Jeffrey Rosen. “The Right to Be 
Forgotten.” Stanford Law Review. 
64 Stan. L. Rev. Online 88. www. 
Stanfordlawreview.org/online/privacy-
paradoc/right-to-be-forgotten

•	 Convicted criminals, who have served 
their time and been rehabilitated, 
should be able to object to the 
publication of the facts of their 
conviction and incarceration. 

•	 Allowing users to confirm that photos 
and other data have been deleted from 
a company or organization’s archives 
after they are removed from public 
display necessarily creates pressure 
on social networking sites to abide by 
their publicly-stated privacy policies. 
Christian Toon, head of information 
security at document management firm 
Iron Mountain, stated more broadly, 
“Many businesses of all sizes are falling 
short of what is required to manage 
information responsibly…Regardless 
of turnover, sector or country of 
operation, making sure that employee 
and customer information is protected 
should be common practice, not a 
reaction to new legislation.”2

Opponents argue not only that 
the “right to be forgotten” imposes 
harsh, burdensome mandates for how 
enterprises must collect, store, and 
manage information, but also that the 
“right” proposes threats to freedom of 
speech. 

The proposals are not limited to 
personal data that people “have given 
out themselves,” but instead create a 
new right to delete personal data, defined 
broadly as “any information relation to 
a data subject.” This creates a concern 
for public records, journalism, and social 
networks, as it allows people to demand 
the deletion of any digital reference 
(including photos or information posted 
by the user himself, photos or information 
that have gone viral, and photos or 
information posted by others, whether or 
not it is true.) 

Most concerning for opponents is in 
situations where people can demand the 

2Allan Swann. “Tough New EU Data 
Privacy Law Revealed- Expert Reaction.” 
http://itservices.cbronline.com/news/
tough-new-eu-data-privacy-laws-
revealed-expert-reaction250112

removal of information posted by third 
parties. The United States Supreme Court 
has held that, “states cannot pass laws 
restricting the media from disseminating 
truthful but embarrassing information – 
such as the name of a rape victim – as long 
as the information was legally acquired.”3 
However, the “right to be forgotten” treats 
information “relating to” a person the same 
as photos a person has posted of himself. 
Once a demand to take down information 
is made, the burden is on the third party to 
prove that it falls within the exception for 
journalistic, artistic, or literary purposes, or 
otherwise face monetary sanctions, at the 
very least. 

Some of the data highlighted by 
opponents of the “right to be forgotten”: 
•	 Any data controller that “does not 

comply with the right to be forgotten 
or to erasure” (after a user demands 
the personal data be deleted), can face 
monetary sanctions of up to 1 million 
euros.

•	 There are at least 130 cases in Argentine 
courts demanding removal of photos and 
user-generated content, mostly brought 
by entertainers and models.4

•	 The Spanish Data Protection authority 
has sued Google to force it to delete 
links to embarrassing newspaper articles 
– articles that are perfectly legal under 
Spanish law.

•	 Two German men, Wolfgang Werle and 
Manfred Lauber, killed a man in 1990. 
After being convicted, serving their 
time, and getting released, they sued 
Wikipedia in an effort to have their 
names expunged.5 

3Rosen. 
4Vinod Sreeharsha. Google and Yahoo Win 
Appeal in Argentine Case, N.Y. Times, 
Aug. 20, 2010, at B4. 
5David Coursey. “How the ‘Right to Be 
Forgotten’ Threatens the Internet.” 
Forbes. http://www.forbes.com/sites/
davidcoursey/2012/02/24/how-the-right-to-
be-forgotten-threatens-the-internet/print/

Stanfordlawreview.org/online/privacy
http://itservices.cbronline.com/news/tough
http://itservices.cbronline.com/news/tough
http://www.forbes.com/sites/davidcoursey/2012/02/24/how-the-right-to-be-forgotten-threatens-the-internet/print
http://www.forbes.com/sites/davidcoursey/2012/02/24/how-the-right-to-be-forgotten-threatens-the-internet/print
http://www.forbes.com/sites/davidcoursey/2012/02/24/how-the-right-to-be-forgotten-threatens-the-internet/print
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Potential global impact on  
survey research
•	 The “right to be forgotten” could stop 

the tracking of consumers’ shopping 
habits, their movements on the Web, 
their location on mobile devices, and 
any other type of data collection or 
processing that is not directly required 
to provide service to customers. This 
could severely curtail a wealth of data 
currently available for online marketing 
research.

•	 Marketing researchers could be 
severely restricted in how they share 
or transfer information. Every request 
to process individual data would 
need to be explained to the consumer 
separately, and the consumer would 
have to opt-in.

•	 The “right to be forgotten” would allow 
consumers to ask any service provider 
or company (including marketing 
research companies) for complete 
details of the data they hold about 
them, and request the complete erasing 
of the information, except data that the 
law requires such companies maintain. 
This means that marketing research 
companies could face time and 
resource-consuming requests for data 
access and deletion and potentially 
crippling lawsuits. 

•	 Marketing research companies will 
need to be prepared for increased costs 
and get ready to innovate new ways of 
getting permissions from consumers, 
and deleting requested data in an easy, 
cost-effective way.
In the US, legislators and regulators 

need to be mindful of fundamental 
American concepts of freedom that 
often outweigh a European-style focus 
on privacy rights. More importantly, 
MRA will be working to ensure that they 
consider all the implications associated 
with writing definitions too broadly (such 
as the third party liability inherent in the 
European proposals), and the potentially 
heavy burdens such prescriptive 
mandates may place on American 
businesses in a competitive global 
economy.

As with many proposed data privacy 
efforts, the “right to be forgotten” will 
spawn significantly greater privacy pitfalls 
than the ones it is trying to ameliorate. 
Companies will have to make their data 
holdings more easily searchable and 
linkable in order to be able to identify 
personal data for one individual across a 

multitude of databases. That confluence 
of linked personal data will make data 
security breaches even more dangerous 
for the consumers in question, as well as 
the holders of their data, and demands 
the kind of profiling and tracking that 
legislators and regulators claim to oppose. 

All in all, any serious discussion 
of an “eraser button” or “right to be 
forgotten” leads to important and complex 
conversations involving more than 
just control over Facebook photos. Our 
current discussions will shape the future 

landscape of data privacy and the digital 
marketplace for years to come. Whatever 
regulations are adopted should be 
promulgated with care and consideration 
for future technologies, their users, and 
key American values and rights.

Jennifer McDonald, pursuing her law 
degree at The University of Montana 
School of Law, was a legal intern at the 
Marketing Research Association.
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Chapter News

A Message From The Greater New York Chapter
The Greater New York Chapter celebrated the installation of our new Board at the 
June 19th End of Year event, held at Pranna in NYC. It was a bitter-sweet moment, 
as we said goodbye to long-time Board members Janet Baldi, Meredith Falvo, Alan 
Lambert and Tim Taylor. All have contributed so much to the Chapter and will be 
very much missed. But, as we look forward to the new year, we also welcome a 
mix of old and new faces to the Board with Hilary Fischer, John Castellano, Becky 
Harrison and Nan Canaletich joining the team. We thank everyone who came 
out to celebrate with us, especially David Almy, MRA CEO, and Jacki Spear, who 
helped us with our Board Installation.

This isArthur.
Arthur looks forward to relaxing at his
favourite beachfront resort (when he
can squeeze it in between projects),
and he enjoys Italian food and French
wine (while keeping an eye on his
smart phone). Getting answers for his
clients and saving time means a lot to
Arthur.

We’re there for Arthur and for you, too.

Look no further. Research firms and
survey professionals love us for our
speed, accuracy and professional
competence. We are reliable and
accommodating whether you need to
focus on a precise area or to blanket
the whole continent. We’ve got the
numbers you’re looking for.

We offer telephone and mobile
samples, sampling software and
related services, such as list matching
or IVR hosting, to help you (and Arthur)
find your answers.

Make us your next call.

888-323-3651
www.surveysampler.com

ASDE is the only North American company
certified ISO 9001-2008 for sampling and

related services.

We get what you need!

This is Arthur Alert Vertical:Layout 6 4/
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 Marketing Research Association  
GREAT LAKES CHAPTER Presents   
    “REV IT UP in DETROIT, MI” 
         Annual Fall Conference ~ October 4-5, 2012   

Please join us in the beautiful Motor City of Detroit, Michigan for an educational conference      
including confirmed speakers from: 

GM 
Chrysler 

Michigan State University 
The Legendary Motown Records 

Clear Seas Research 
Gongos Research 

Detroit Red Wings 
 
Thursday, October 4  8:00 a.m. Breakfast followed by full day speaker lineup 
    5:30 p.m. Networking Event—Downtown Restaurant  
 
Friday, October 5  8:00 a.m. Breakfast followed by a morning speaker lineup 
    12:00 Noon—Conference Wrap up     
 
LOCATION:   Atheneum Suite Hotel & Conference Center 
    $134/night (good October 1-7) when using MRA rate code 
    (313)962-2323 or (800)772-2323 
 
REGISTRATION:  www.glcmra.org 
 
COST:   $175 Member Early Bird Registration prior to September 1 
    $190 Non Member Early Bird 
    $195 Members (after September 2) 
    $210 Non-Members 
    $  50 Students 
 
 
We will also be presenting the first annual Amy Morris Spirit Award, an award that will be pre-
sented to a deserving GLC member in honor of our Past President and dear friend, Amy Morris’ 
unending spirit and commitment.  
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Things That Make You Go Hmm

According to Experian Marketing Services, connecting with 
customers across multiple digital channels is a necessity 
for marketers today:
EMAIL MARKETING: Including the word “exclusive” in 
the subject line boosts unique open rates by 14 percent in 
promotional mailings (15.9 percent with; 14 percent without). 
Subject lines with “top 10” and “top 5” have unique open rates 
that are 13 percent higher than promotional emails without 
those phrases (16.1 percent with; 14.3 percent without).

RATE and REVIEW EMAILS: Emails asking customers 
to rate and review items they’ve purchased have 2x higher 
open rates (39 percent higher click rates; 22 percent higher 
transaction rates; 32 percent higher revenue per email). Eighty-
five percent of real-time welcome emails get opened and have a 
click rate of 29 percent.

ONLINE ADVERTISING: Paid search and banner ads will 
garner nearly 73 percent of all online ad spending in 2012. US 
spending on online Internet advertising will increase from $39.5 
billion in 2012 to $62 billion in 2016. 

According to a recent study conducted by CrossView, a 
cross-channel commerce solutions and retail technology 
provider, cross-channel consistency and superior customer 
service are two of the most powerful assets to help 
retailers win against the looming threat of showrooming. 
Key take-aways from the survey include:
Buy online, pick up in store: powerful features for 
improved customer service
Among the most powerful anti-showrooming features available 
to retailers is the ability to let consumers buy online and pick up 
in the store. With these options, retailers can greatly improve 
customer service and turn their stores into powerful assets that 
pure e-commerce retailers can’t match. According to the study, 
a number of retailers do not take advantage of these options, 
leaving room for improvement:
•	 While 60% of the top 10 retailers showed in-store availability 

from their mobile sites, only 21% of the remaining retailers 
allowed customers to see in-store availability. 

•	 70% of the top 10 retailers provided in-store pick up for 
e-commerce orders; however, only, 26% of the remaining 
retailers provided in-store pick as an option. 

Consistent pricing and promotions: completing the sale 
in the store
If consumers know that they’re getting the retailer’s best price 
in the store, it’s far easier to complete the transaction then and 
there – instead of shoppers going home to research prices or 
look for better promotions on the retailer’s e-commerce site. 
According to CrossView’s study, retailers fared better in cross-
channel pricing and promotions:
•	 100% of the top 10 retailers maintained consistent pricing in 

e-commerce and mobile channels, only 74% of the remaining 
retailers did so. 

•	 While 90% of the top 10 retailers provided the same sales 
promotions on their web store and mobile site, only 56% of the 
remaining retailers provided the same sales promotions on 
their web store and mobile site. 

According to EnergizeGrowth(R) LLC, the traditional 
expectations from Chief Marketing Officers (CMOs) are out 
of date for today’s growth-oriented companies.
“CMOs are struggling with seismic market shifts that threaten 
their careers,” says Lisa Nirell, president of EnergizeGrowth(R) 
LLC, who consults with B2B market leaders such as BMC 
Software, Adobe, Sony, and IBM. She cites these reasons:

1.  Budgets are shifting. Gartner Group predicts that CIOs 
will spend more on IT than CMOs within the next five 
years. Lines of responsibility have blurred across these 
organizations. CMOs can no longer rely solely on their 
creative and business generalist abilities.

2.  Social media exacerbates cross-departmental and customer 
tensions. Changing cultural and B2B buying norms, fueled 
by social media and democratized information, have 
caused unprecedented departmental tensions and trust 
issues. They are driving CMOs to shift from pushing their 
ideas to listening more proactively to their ever-expanding 
community.

3.  Pressure to demonstrate a return on investment with 
marketing has reached a fever pitch. During Lisa’s recent 
CMO breakfast in Washington, DC, the CMO of a large 
nonprofit headquartered in Washington, D.C., told her that 
“he lamented the cost and challenges associated with 
measuring marketing ROI. When he needs approval for key 
initiatives from the CEO, she demands facts and figures. 
He cannot always prove the return on their marketing 
investments in the short term. Many new CMO initiatives 
are entering unchartered territory.”

4.  Lines of responsibility across marketing sales are 
disintegrating. While interviewing the CEO of a fast-
growing marketing consultancy, which boasts 500 clients, 
Lisa learned that 48 percent of their B2B CMO clients 
now carry a quota -- and that number is growing. IBM 
and GE Solutions are also starting to assign quotas to 
marketing. In a recent issue of Marketing Week (http://
tinyurl.com/d6a6n4j), Neil Rackham explains that “GE 
Solutions has split its marketing into ‘upstream’ and 
‘downstream’ groups. The upstream group focuses on 
product development, and the downstream group focuses 
on working with the sales teams.”

Over the past few months, Nirell met privately with dozens 
of CMOs to learn how they are addressing these major shifts. 
“Their biggest frustration is their inability to win the hearts 
and minds of the C-suite. I believe their current perceived 
role is limiting them from reaching their true potential. When 
I reflect on the traditionally sought after competencies for a 
CMO, an image of ‘order taker and service provider’ emerges. 
Unfortunately, that perception has three limitations: it has 
become outdated, if not extinct; it restricts Marketing’s true 
potential; and finally, it perpetuates the belief that anyone can 
be a marketing expert. Nirell summarizes by saying, “CMOs are 
at a crossroads. Will they choose the path of least resistance 
(status quo), or embrace the role of revenue pioneers? Their 
choice will either accelerate or bury a company’s business 
strategy growth plan.” 

http://tinyurl.com/d6a6n4j
http://tinyurl.com/d6a6n4j
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According to Ipsos Open Thinking Exchange (Ipsos OTX) and 
Ipsos Global @dvisor:
Ipsos Open Thinking Exchange (Ipsos OTX) and Ipsos Global 
@dvisor are pleased to share the latest proprietary global 
infographic and commentary on the trends and behaviors that 
define people’s lives in today’s social media age, in the following 
two categories.

There are those who will broadcast their opinions to 
everyone, regardless of how controversial they are, and 
those who won’t; those who will give speeches in front 
of thousands of strangers and those who won’t; those 
who will wear bright colors when everyone is wearing 
black, brown or navy. The fact is that 61 percent, including 
your employees and your customers, are much happier blending 
in than standing out because of what they say, do or wear. That 
doesn’t mean that promotions calling for unique expressions 
won’t attract all kinds of people. The act of creating – even 
if it results in “stand-out” exposures – is very different, say, 
from singing loudly in a quiet library or from dyeing one’s hair 
magenta. Those in the Middle East and Africa, however, prefer 
to stand out rather than blend it.

Check out my work, not my social networking life, 
please! Those vacations . . . birthday bashes at the bar . . . late 
nights on the town . . . rants . . . political opinions . . . and more. 
What one comfortably posts on a social network may make 
a person a lot less comfortable if seen by their boss. Only 43 
percent of people say there is nothing currently incriminating on 
their profiles, a number that dives to 35 percent in the seemingly 
more open APAC countries and rises to 58 percent in the more 
guarded North America. With a growing trend towards co-
workers and employers checking out colleagues profiles at one 
time or another (especially before hiring them), should people be 
more cautious about what they post?

According to WebiMax, social media and live streaming 
might have been the savior and spoiler in Olympics 
coverage.
For the first time in history, large percentages of the Olympic 
audience turned online to receive their event highlights and 
news coverage in real-time. Analysts predict that 1 billion people 
worldwide streamed events live, checked medal results, and 
received updates through digital means. 

“Live-streaming is a savior for die-hard fans, and social media 
has been ideal for those interested in results feeds and athlete 
personalities. On the other hand, live streaming and social media 
have also spoiled the surprise and suspense of the tape delay 
TV coverage – valuable commodities in Olympic broadcasting,” 
states Kenneth Wisnefski, social media expert and Founder/CEO 
of WebiMax. Wisnefski also states: 

On the first day of the Olympic Games, 10 million US fans 
streamed events online through NBC, as compared to 5 million 
during the Beijing Games in 2008. There was also a surge in 
followership on social media, up significantly from 2008 figures. 

NBC had an unprecedented 5,500 hours of coverage across its 
television and online platform – NBCOlympics.com. This is twice 
the amount of coverage hours they had for the Beijing Games in 
2008. 

Data exchange was unprecedented. High usage of Twitter for 
the Olympics crashed the site on the eve of the Games and 
NBCOlympics.com experienced periodic glitches due to the 
high demand of live-streaming. 

According to a Press Release from B2B CFO on July 12, 
2012, Fifteen Growth-Oriented Companies Honored for 
Outstanding Business Achievement:
B2B CFO is pleased to honor fifteen American businesses as 
the inaugural “Smart 25 Award” winners. The winners of this 
small business award are being recognized for their trailblazing 
efforts to positively impact the economy through expansion, 
growth, job creation and smart management of their working 
capital. An independent panel of prestigious thought-leaders 
from the business community selected the winners in the 
following categories: sales growth, jobs created, largest loan 
and working capital strength. The 2012 “Smart 25 Award” 
winners in alphabetical order are: Allegiant Technology, 
Ballast Point Brewing Company, Fishbowl, InHouse, Intelligent 
Software Solutions, Kansas Fencing, Kevcon, Lucid Agency, 
OnCue Staging, OptionEase, PFP Technology, Power Home 
Technologies, SageRider, Southport Marketing and Wireless 
Buybacks.

The views, data and opinions expressed in these news bites 
and any accompanying attachment, are those of the author/
contributor and do not necessarily represent the views or 
opinion of the editor, Alert! or MRA.

NBCOlympics.com
NBCOlympics.com
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Gongos Research Mourns the Loss of Founder and  
CEO John Gongos 
Gongos Research is deeply saddened to announce the sudden 
passing of John Gongos, its beloved founder and CEO, on the 
morning of July 25, 2012. Gongos, 51, was surrounded by his 
family at William Beaumont Hospital, in Royal Oak, Michigan. He 
was diagnosed with metastatic melanoma in his hometown of 
Rochester Hills on Tuesday, July 17.

Sorrowed by the turn of events, COO and current acting  
president Camille Nicita stated, “There are simply no words to 
describe the loss of our mentor, friend and leader. Twenty one  
years ago he set out to create a company that was an expression  
of who he was as a person. His essence is reflected in all of us at 
the company and because of that, his legacy will live on.”

Gongos was a hands-on CEO, actively leading the company up 
until July 10. Beyond providing strategic oversight, Gongos made 
a personal impact on every member of the company. In addition 
to meeting prospective employees before hire, he individually 
met with them to solidify their understanding of the company’s 
deeply rooted culture. Gongos also had an uncanny ability to 
recognize the unique strengths of his employees and actively 
position them to succeed. In 2009, he formed “Gongos Gives,” a 
program that provided employees with a platform for community 
volunteerism and the opportunity to give back.

As a lifelong market researcher, Gongos remained a practitioner 
and consultant to clients he had worked with over the course of  
his career. His passion for research and desire to create a great 
place for people to thrive professionally and personally triggered 
the launch of his own company. Early on, Gongos foresaw 
the pivotal role innovation would play in market research and 
befittingly set the course for it to flourish within the company.

Gongos is survived by his loving wife of 22 years Anne; daughter 
Ali (20), son Austin (17), daughter Olivia (12); and mother JoAnn, 
sister Laura, and brother Jim.

Schlesinger Associates Appoints Head of  
US Qualitative Services
Schlesinger Associates is pleased to announce that Debby 
Schlesinger-Hellman, PRC has been appointed Executive 
Vice President, US Qualitative Solutions. Debby’s new role will 
oversee qualitative services across the US and will be dedicated 
to meeting current and future qualitative needs in our rapidly 
evolving research environment. This appointment comes at an 
exciting and busy time for Debby Schlesinger-Hellman who has 
also been appointed Chairman of the Board of the MRA, 2012-
2013.

Industry News & Announcements

Duke-Ipsos Research Center Announces Kimberly-Clark to 
Join as the Eighth Board Member
The Duke-Ipsos Research Center announced that Kimberly-
Clark Corporation, a leading U.S. based consumer packaged 
goods (CPG) company, will be joining the Duke-Ipsos Research 
Center, a shopper think tank and collaboration between CPG 
manufacturers, academics and retailers, as a Board Member.

Directions Research Announces a Promotion
Directions Research Inc. (DRI), a marketing research company 
providing services to clients in the technology, healthcare, 
consumer packaging, financial services, food retailed and 
food manufacturing fields, has promoted Nicki Sternberg to 
Senior Research Analyst. Nicki is responsible for analyzing and 
interpreting data in a wide range of applications from crosstabs 
to multivariate research methods for marketing projects such 
as concept/product testing, segmentation and tracking studies. 
She also prepares reports for client presentations. Nicki joined 
DRI in May, 2005 and resides in Fort Thomas, KY.

GfK Asia Announces New General Manager for  
Malaysia Office
Marketing research company, GfK, announced the appointment 
of Selinna Chin as general manager, GfK Malaysia with 
immediate effect. Ms. Chin has amassed nearly 20 years of 
experience in the Information and Communication Technology 
(ICT) industry, 18 of which have been dedicated to market 
research. In her new role, Ms. Chin is responsible for the day-
to-day running of the GfK Malaysia office and leading the local 
team to achieve greater market research excellence. She will 
be reporting directly to Mr. Stanley Kee, managing director for 
Southeast Asia. 

CETRA Language Solutions Adds Operations in California
Dr. Jiri Stejskal, President and CEO of CETRA, a language 
services provider headquartered near Philadelphia, is pleased to 
announce the opening of a new language services facility in San 
Diego, California. This is another step towards the company’s 
strategic goal to offer 24/7 operations, following the launch of 
CETRA Ireland operation earlier this year. Upon the opening 
of the office at 2534 State Street, San Diego, CA on September 
4, 2012 CETRA will be in operations from 4:00 am EST until 
9:00pm EST. Apart from extension of general business hours 
the southern California location was selected to better serve key 
market research, life sciences and legal clients with offices on 
the West Coast. 

Warren Frankel Joins Ipsos Observer as President for  
North America
Ipsos Observer wants to forge stronger relationships with its 
clients across North America and as such, they have turned to 
research expert Warren Frankel. Frankel joins the company 
as President of Ipsos Observer in North America. David Shanker, 
Global President for Ipsos Observer, and Jeff Cail, Country 
President and CEO for Ipsos in the United States, made the 
announcement.

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

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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When your study demands accurate data collection on a jumbo scale,  or overflow recruiting for large qualitative 

studies, partner with a research heavy weight -- Fieldwork Quantwork.  We’re built to handle mammoth

projects with sure-footed ease.  Our can-do team of over 100 CATI interviewers gives you nationwide reach

and true Predictive Dialing efficiency.   Our in-house programming and daily status reports ensure agile

response to arising issues.   Need a national database and 

recruiting for Qualitative groups?  Our elite recruiting 

specialists are poised to deliver.  For quality in quantity, 

nobody outperforms Quantwork.  


