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MRA’s Annual Conference & Expo is now the MRA Insights & Strategies Conference. What’s new? 
Improved learning formats, including 43 presentations – a dozen more than last year – with 40-minute 
hot topic sessions, interactive MR Situation Rooms, Genius Labs on new products and services, 
60-minute presentations and our too-fun Speed Learning. All coming June 14-16 to the Walt Disney 
World Swan & Dolphin Hotel in Orlando. Join us! And read about the name change on page 16. 
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Letter From the Editor

2013 and Beyond!

Have I mentioned how much I love it 
when we have so much content we have 
to get creative with layout? Because 
that’s how we ended the year (with so 
much content that space was an “issue”), 
I have surrendered the space usually 
reserved for a one-page Letter From the 
Editor column. Instead, I wish you all a 
wonderful holiday season, a strong finish 
to 2012, and a promise that 2013 will bring 
surprises and lots of exciting change…for 
Alert! and beyond.

Amy Shields, PRC is the Editor of 
Alert!. She can be reached at 
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 during key moments of usage, purchase and 
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New Methodologies in Healthcare Research 
By Kirk Lange

I remember the evening well. Wednesday flights were typically pre-dawn 
and often delayed during the month of November, so the creeping fatigue  
I was feeling had come as no surprise.
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The Marriott Hotel in downtown 
Calgary seemed to sway with every 
gust of wind as I stared at my 

watch again. I had booked the conference 
room and catered a modest meal for my 
guests. A conciliatory shrug was shared 
with the young lady politely standing by 
the door as she waited to begin servicing 
our meal. No one had yet arrived and the 
food was getting cold. 

Eight pharmacists had been invited 
to provide input into the evening’s focus 
group session. Our company was keenly 
interested in their feedback regarding a 
new patient questionnaire to be admin-
istered at pharmacies with heartburn 
patients. The feedback was critical to 
our first quarter marketing plans and we 
systematically drew up our desired list 
of attendees. The problem was, the list 
of the evening’s participants no longer 
looked anything like our initial wish list. 
Indeed, the inevitable frustration of coor-
dinating schedules, dates, locations and 
travel requirements had run its course and 
I now looked at the door of the confer-
ence room anxiously awaiting my guests. 
I suppressed the growing frustration and 
began to tally the costs incurred, includ-
ing: flights, accommodations, car rental, 
parking, AV equipment rental, catering, 
honoraria and transcriptions. 

My anxieties began to subside as my 
first guest walked through the door with a 
sheepish smile.

“Sorry I’m late. Traffic was crazy and it 
was difficult to step away from work... Am 
I the first one here?”

The transformation of the pharmaceuti-
cal model is a fascinating one. This global 
industry once firmly entrenched within 
the Blockbuster model has had to respond 
to the pressures of reinvention in recent 
years. Successful products are losing 
patent protection, research pipelines 
are shrinking, stronger governance over 
health care costs and struggles with 
institutional and insurance stakehold-
ers continue. In addition, demographic 
shifts in both patients and care providers 
are challenging access, brand value and 
consumer choice. 1 Reform is undeniably 
underway and it necessitates a review 
of how the industry validates their world 
view through marketing research. 

The challenges in responding to these 
critical issues; however, are persistent. 
Questions as to how they can effectively 

1 Ernst and Young, Progressions: Global 
pharmaceutical industry report 2010 p1

modify their research to fit into both the 
busy world and geographic distribution 
of healthcare opinion leaders are key, 
and when the voice of a few informs the 
marketing toward many, having the right 
people “in the room” is paramount.

The good news is that the world is 
changing along with the pharmaceuti-
cal industry. Technological change has 
evidenced accelerating returns year over 
year as briefcases gave way to laptops, 
facsimile gave way to email and our 
phones grew to become “Smart”.2

It is also evident, to even the casual 
observer, that the tools by which corpora-
tions engage with the public are evolving 
in an era of change. Once the domain of 
campus technophiles, platforms such as 
Facebook and Twitter now imply a con-
nected interaction with brands previously 
unseen among consumers. In fact, the 
evidence suggests connectivity should 
not, and cannot be ignored. Consumers 
are accessible and willing to engage with 
their brands.3 Indeed, the lesson for the 
marketing research industry is to engage 
on the consumer’s terms.

So what exactly are the terms we need 
to consider in healthcare? It should really 
come as no surprise that the connectivity 
so ubiquitous among this new generation 
of consumer has also redefined the future 
for patients and health providers. Health 
care is going mobile. The tablet and smart 
phone are empowering patients and 
clinicians alike with an explosion of apps 
dedicated to education, health manage-
ment, data management and clinical 
information. The line is blurred between 
phone and medical device as diabetic pa-
tients utilize their Androids and iPhones 
to monitor blood glucose levels while 
physicians share and review diagnostics.4 
In fact, the market for mobile health appli-
cations is expected to grow at a rate of 25 
percent annually over the next five years.5 
Clinicians are connected and their use of 
mobile devices is not only mainstream; it 
is rapidly becoming inescapable.

2 Kurzweil’s Law of Accelerating Returns: 
Ray Kurzweil, The Age of Spiritual 
Machines, Viking, 1999, p. 30 and p. 32
3 Constant Contact/Chadwick Martin 
Bailey, The 2011 Chadwick Martin Bailey 
Consumer Pulse Report.
4 Ernst and Young, Progressions: Global 
pharmaceutical industry report 2010 p. 9
5 Kalorama Information: The Market for 
Mobile Medical Apps, 2012
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This trend did not go unrecognized by 
analysts. In 2007, The Diffusion Media 
Group estimated that by 2011, up to 70 
percent of physicians would be readily 
adopting mobile devices in their daily 
practice.6 This prediction was surpris-
ingly exceeded in 2011 when Manhattan 
Research found three out of four American 
physicians had purchased a smart device 
made by one manufacturer alone – Apple. 
Their study, “Taking the Pulse US 2012,” 
took a look at 3,015 practicing physicians 
across 25 specialties that were online in 
the first quarter of 2012 and found physi-
cian adoption almost doubled for tablets 
(since 2011), reaching 62 percent in 2012. 
Furthermore, 50 percent of tablet-owning 
physicians utilize the device at the point 
of care.7 8 

One could speculate that the ever 
expanding utilization of the device may 
explain why adoption rates are so high. A 
recent study conducted by Research Now 
questioned 101 physicians on their mobile 
usage and reported that users employed 
the devices for tasks ranging from drug in-
formation (70 percent), continuing medical 
education (54 percent), to online market 
research (43 percent).9 Indeed, the argu-
ments in favor of mobile adoption in the 
workplace only seem to continue to grow.

The moral of the story suggests that 
although there is a transformational pres-
sure on the healthcare and pharmaceuti-
cal industries, consumers of the industry 
have opened a door with a ready adoption 
of technology to effectively contribute to 
the transformation. Never before has the 
opportunity to bring marketing research to 
the field… and into the moment,  
been greater.

6 Zieger, Anne. “Physician Mobile Device 
Use: It’s Your Move,” Fierce Health IT, 
October 1, 2007. http://www.fiercehealthit.
com/story/physician-mobile-device-use-
its-your-move/2007-10-01
7 Manhattan Research: Taking the Pulse, 
US 2012.
8 Vecchione, Anthony. “Doctors Tablet Use 
Almost Doubles in 2012. InformationWeek 
Healthcare. May16,2012 http://www.
informationweek.com/healthcare/mobile-
wireless/doctors-tablet-use-almost-
doubles-in-201/240000469
9 Research Now: Mobile Physician 
Research Study. 2012 http://www.
slideshare.net/ResearchNow/october-
webinar-healthcare-leaves-the-desktop

The encouraging news is the tools do 
exist. The value of online qualitative tools 
such as discussion boards was firmly 
established when itracks first introduced 
the concept and platform to research-
ers in 2001. The ability for moderators 
to post discussion board questions and 
collect asynchronous responses in a wide 
reaching, fast, and convenient platform 
has been leveraged by numerous vertical 
markets since 2001. Indeed, the prolifera-
tion of this technology has continued 
over the last decade for good reason. 

Verticals such as the healthcare industry 
have recognized the value of utilizing an 
online platform to reach out to clinical 
key opinion leaders regardless of their 
geographic location. While it was often a 
challenge to secure insightful exchanges 
with an audience, which was geographi-
cally dispersed and subject to demanding 
and unpredictable schedules, the reach of 
medical qualitative research saw benefit 
in an engaging platform which finally 
surmounted this issue of accessibility. Re-
searchers could now convene a group of 
opinion leaders within a prospective mar-
ket to solicit feedback with ease, and the 
challenge of informing topics as varied as 
policy and promotion began to give way 
to targeted expertise informing quality 
plans. The right people could be brought 
to the right place at the right time.

Through continuous research and 
development, additional methodologi-
cal enhancements such as video sliders, 
closed-ended questions and collage tools 
have accelerated the adoption of online 
qualitative research across the marketing 
universe. Today, concept markup tools 
are integrated with online qualitative 
software, allowing participants to provide 
enhanced feedback on image and video 
content. Over the last decade, itracks has 

conducted over 16,000 qualitative market 
research sessions across many different 
industries and topics, and summarize 
the benefits of online bulletin boards in 
healthcare as follows:

1. Convenience
While traditional methods have delivered 
quality research in many industries, 
connecting with an audience with full 
respect to their schedules, location and 
time commitments has always been a 
challenge. With online discussion boards, 
patients and providers can join in a 
discussion at any time of the day without 
the additional requirement of travel.

2. Consumer Focused
Online discussion boards engage on the 
consumer’s terms resulting in high levels 
of response and commitment from a 
participation perspective. Respondents 
are unchained from the pressures of 
time to provide insights throughout 
the duration of a research period. Rich 
insights are gained from an increased 
frequency with project participants as 
they are allowed the courtesy to engage 
in full attention and thought before 
providing feedback. The discussion 
can also be tailored to meet the comfort 
level of the participant. Groups are no 
longer dominated by a single outspoken 
personality and private or individual 
feedback can be solicited with ease.

3. Cost Effective
The methodology is economical in 
terms of time and cost. A recent internal 
comparison estimates a 25 percent cost 
savings by conducting an online group 
compared to a traditional group10. Fiscal 
drivers such as travel, accommodations, 
transportation, catering, and associated 
opportunity costs give way to a single 
project, rich in response and data when 
compared to face-to-face. Researchers 
can engage in a variety of exercises such 
as polling and media assessments at 
minimal cost and high engagement. Data 
can often be analyzed and reported upon 
without the additional cost of session 
transcriptions.

4. Communication
Insights are communicated immediately. 
A premiere value for many online clients 
is the immediate feedback attained on 
core questions. 

10 Cost, Leadtime and Sustainability of Face 

to Face and Internet Focus Groups – http://

www.itracks.com/resources/cost-leadtime-and-

sustainability-of-face-to-face-and-internet-focus-

groups

Although accessibility to 
greater media responses 

has been achieved with the 
mobile offering, an elegant 

solution to analyze and 
report on the feedback is 

required. 

http://www.fiercehealthit.com/story/physician-mobile-device-use-its-your-move/2007
http://www.fiercehealthit.com/story/physician-mobile-device-use-its-your-move/2007
http://www.fiercehealthit.com/story/physician-mobile-device-use-its-your-move/2007
http://www.informationweek.com/healthcare/mobile-wireless/doctors-tablet-use-almost-doubles-in-201/240000469
http://www.informationweek.com/healthcare/mobile-wireless/doctors-tablet-use-almost-doubles-in-201/240000469
http://www.informationweek.com/healthcare/mobile-wireless/doctors-tablet-use-almost-doubles-in-201/240000469
http://www.informationweek.com/healthcare/mobile-wireless/doctors-tablet-use-almost-doubles-in-201/240000469
http://www.slideshare.net/ResearchNow/october
http://www.slideshare.net/ResearchNow/october
http://www.itracks.com/resources/cost
http://www.itracks.com/resources/cost
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While the evolution and adoption of on-
line discussion boards continued within 
the healthcare arena, it became apparent 
that additional innovation was required. 
The value of freeing the online discussion 
board from the desktop was immediately 
appreciated as the next evolution of quali-
tative research. Indeed, the ability to cap-
ture participants’ reactions during their 
experiences offered an undeniable value 
to not only healthcare but all verticals. 
Busy physicians could participate on their 
breaks using devices they were known 
to carry. Patients could photograph or 
video record purchases in the pharmacy 
or share their interaction with medical de-
vices such as diabetic meters or asthma 
inhalers. The requirement for an internet 
connection could disappear.

Consumers could be accessible  
anywhere, anytime. 

A Mobile Revolution
As discussed, the challenge for marketing 
researchers in the healthcare space has 
been to tailor the technology to meet 
the target audience environment. For 
research to be truly convenient, busy 
medical users must be empowered to 
take advantage of the same capabilities 
in research that have made their current 
devices so indispensible elsewhere. 

This final connectivity has been the 
ongoing goal of all online qualitative 
development. Leveraging features inher-
ent within mobile devices such as the 
camera, video recording and notification 
capabilities enhances the research experi-
ence and efficiency. 

The ability to capture rich media 
responses in the moment has been a key 
objective for innovation as the benefit of 
such features is inescapable for medical 
product and service research. Pharma-
cists can provide a photo of shelf pro-
motions or participate in observational 
research with clientele. Physicians can 
record their utilization of a medical device 
or provide immediate feedback on a phar-
maceutical representative visit. Patients 
can journal their adherence journey or 
capture their experiences utilizing their 
asthmatic or diabetic devices. Ethno-
graphic responses to prescribing informa-
tion or healthcare costs can be performed 
in the moment. Indeed, research can 
finally document participation on the 
respondent’s terms.

It should come as no surprise to health-
care stakeholders that participation on 
the respondent’s terms is a significant 

variable for success. Entire Phase IV trial 
efforts have been jeopardized due to a 
lack of convenience alone. Frequent travel 
among users or periods of no Internet 
connectivity can now be accommodated 
through an offline mode where users 
may review responses and reply at their 
leisure. Reply posts are automatically 
uploaded to the discussion board once 
users reconnect online. Furthermore, the 
notification feature available with many 
mobile devices provides moderators 
with an effective method of facilitating 
engagement with participants. The mod-
erator can send a notification to users, 
conveniently bringing them into the app 
from the notification screen. The barrier of 
prompting timely participation has thus 
been surmounted with this  
difficult audience.

The convenience of mobile research ex-
tends beyond the respondent. While first 
generation mobile qualitative research 
apps were limited to a respondent upload-
ing their reply, recent mobile releases 
now provide fully interactive discussion 
and moderation capabilities. The inte-
gration of mobile video, images and text 
responses into the discussion board now 
allow researchers to fully leverage the 
discussion guide, reporting and func-
tionality available in the desktop plat-
form. Ensuring the mobile technology is 
complimented by the desktop reporting; 
however, is critical. Although accessibil-
ity to greater media responses has been 
achieved with the mobile offering, an 
elegant solution to analyze and report on 
the feedback is required. One drawback 
to research with extensive video content 
has been the additional time requirement 
to manage video content. General guide-
lines indicate it takes approximately four 
hours of analysis and reporting time for 
each hour of video research captured. To 
assist researchers with efficiently ana-
lyzing and reporting on this new mobile 
video content, some providers now offer 
video tagging, editing and highlight reel 
creation integrated within the platform. 
The depth of response which may have 
been difficult to convey in writing is now 
available with an ease of capture and 
analysis never seen before.

Conclusion
It is a point of pride among many 
healthcare marketers that their efforts are 
truly changing lives. The consequences of 
ineffectively communicating or leveraging 
new research, techniques or tools are 

as real as the faces of every patient who 
depends upon insurers and healthcare 
providers to inform and grant access 
to a better quality of life. The necessity 
for quality research is inescapable. 
It informs policy, protocols and lobby 
efforts. Indeed, qualitative research offers 
insight into what is important to patients 
and care providers. It enables progress 
by uncovering barriers to change or 
entrenched health beliefs and allows the 
perceptions of care and care delivery 
to come to light. That researchers want 
to make a difference in this space is 
undeniable. Unfortunately, they have 
been challenged with very real time 
and geographic barriers, which made 
the collection of relevant data difficult. 
Although online qualitative solutions such 
as discussion boards have offered value 
in recent years, it is only now that the 
industry is truly facing a methodological 
revolution. Physicians are mobile. Patients 
are mobile. Healthcare stakeholders are 
mobile. The devices are in their hands 
today and the technology exists to reach 
them in a rich, convenient and cost 
effective manner.

I still remember that November evening 
at the Calgary Marriott. Six out of my 
very extensive list of participants made 
it over to the hotel to provide feedback. 
Two within my audience seemed more 
interested in the variety of chicken on the 
menu than the research at hand and the 
conversation was continually dominated 
by the opinions of a particularly boister-
ous gentleman who continually interrupt-
ed his peers. At the end of the evening, 
I reviewed the data and felt like I was 
staring into a Jackson Pollock painting. 
The clarity I was hoping for was displaced 
by an intimidating collection of seem-
ingly random comments and feedback. 
It was apparent the three hours allocated 
was not enough to solicit the direction I 
needed and I was now facing a budgetary 
pitch to run the research again.

I desperately wished things could  
be easier.

Times have certainly changed.

Kirk Lange (BSc. MBA) has 
accumulated 12 years of excellence and 
experience with Marketing and Sales 
at AstraZeneca. Now a Senior Project 
Manager with itracks, Kirk looks forward 
to bringing his valuable insights from 
the Healthcare Industry to his online 
qualitative clients. 
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Welcome New Members
Beth Allan-Bentley
Los Angeles Times/Tribune
Los Angeles, CA

Trudy Anderson
AdGals, Inc.
Sarasota, FL

Kristin Anderson
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Duluth, MN
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Delray Beach, FL

Michelle Auda
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Atlanta, GA

Carmen Baker
Rockline Industries
Sheboygan, WI

April Bell
April Bell Consulting
Dallas, TX

Becky Bisel
HNTB
Kansas City, MO

Kristy Bledsoe
Penske Truck Leasing
Lancaster, PA

Lauren Boniello
Guideposts
Danbury, CT

Steven Bullock
SS Bullock Consulting, LLC
Loveland, OH

Robert Calamari
Bank of America
Boston, MA

Dustin Cannon
TXU Energy
Dallas, TX

Aaron Carpenter
Innovara, Inc.
Hadley, MA

Patrick Cary
Ascribe, LLC
Cincinnati, OH

Lindsay Coe
Resource Systems Group (RSG)
Vancouver, BC

Matthew Cook
Novus International
St. Charles, MO

Shealey Craparo
University of Central Florida
Tampa, FL

Paul Donohoe
Quest Companies, Inc.
Winston-Salem, NC

Nick Dowd
ITW Speedline
Franklin, MA

Lori Eppright
Parker, CO

Martha Guidry
The Rite Concept
Avon, CT

Linda Harrell
Daiichi Sankyo
Parsippany, NJ

Deb Hartman
3M
St. Paul, MN

Bruce Hawkey
Fiserv
Urbana, OH

Joshua Holt
IQS Research
Louisville, KY

Paul Holtzman
P&K Research
Chicago, IL

Melissa Hubert
Hewlett-Packard
Corvallis, OR

Supachart Iamratanakul
Kasetsart University
Bangkok, Thailand

Michael Iott
Cedar Fair Entertainment Company
Sandusky, OH

Alissa Jaquish
Southwest Airlines
Dallas, TX

Michael Jennings, PRC
Profile Marketing Research, Inc.
Lake Worth, FL

Mary Pat Julias
Research Design Team, Inc.
Limerick, PA

Shari Kately
McKee Foods Corporation
Montgomery, IL

Amanda Keylor
US Airways
Tempe, AZ

Zeina Khamis
Standard Life Assurance of Canada
Montreal, QC

Amy King 
Entertainment Promotions
Troy, MI

Robert Klein
Blue Chip Marketing Worldwide
Northbrook, IL

Jim Kolsky
E & J Gallo Winery
Modesto, CA

Adam Korengold
Fannie Mae
Washington, DC

Gauri Kulkarni
Loyola University Maryland
Baltimore, MD

Allison Kulwicki
AARP
Arlington, VA
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Mary Beth Lake
P&K Research
Chicago, IL

Casey Link
Pure Fishing
Columbia, SC

WC Lloyd, Jr.
C Spire Wireless
Ridgeland, MS

Margaret Marshall
We Energies
Milwaukee, WI

Paul McNamara
ARAMARK
Philadelphia, PA

Eileen Meehan
JP Morgan Chase
New York, NY

Natalia Mena Guzman
Bogota, Colombia

Jennifer Merritt
Bayside, NY

Alberto Millán Illescas
Banco Nacional de Mexico, SA
Mexico City, Mexico

Jennifer Monnig
Intel Corp.
Hillsboro, OR

Frank Nappo
Opinions 4 Good
Portsmouth, NH

Victoria Nikitina Chala
Norristown, PA

Patricia Nishita
San Francisco, CA

Karen Obert
Tape To Type
Chicago, IL

Sabrina Olshan
Lieberman Research
Great Neck, NY

Sima Patel
Zebra Technologies Corporation
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SEEKERS of Truth
By Amy Shields, PRC

Member Spotlight

Keeping true to our goal of interviewing 
interesting and distinctive members of 
the Association, December’s Spotlight 
Member is an exceptionally creative and 
inventive thinker. He is fervent about 
his organization (and the industry as a 
whole) and was exceptionally candid 
when talking about his own company’s 
ideologies and offering advice to help 
others succeed. It is with pleasure that we 
introduce Jerry Haselmayer of Seek.

Amy: Tell us about the core ser-
vices at Seek.

Jerry: Seek is an innovation boutique 
that delivers new product and market-
ing ideas anchored in raw consumer 
empathy. We opened our doors about ten 
years ago. From the very beginning, Tim 
Urmston (founding president) and I set 
out to create a different kind of research 
and innovation company, and since we 
started, we’ve been asking, “How do we 
blow our clients’ minds?” 

I believe one of the hallmarks of Seek’s 
success in the innovation space is our 
set of proprietary “Creativity Principles” 
that we developed based on behavioral 
science and psychology. We use these 
principles to design our approach to every 
project. 

For our clients, we do things like Con-
sumer Co-Creation, Immersive Research, 
Idea Facilitation, Global Multi-Brand 
Innovation, Pipeline Development, Social 
Media Analysis, and Empathy Training.

Seek’s Auction, a concept optimization 
method we developed, is a huge client 

favorite. When a brand needs to test a 
lot of concepts qualitatively, we bring in 
a professional auctioneer and create an 
authentic auction experience for consum-
ers. We put our clients right there in the 
audience, while the consumers bid like 
crazy on the concepts that inspire them. 
It’s an absolute blast every time, and the 
results are impressive. 

We also put a lot of emphasis on cre-
ative, inspiring ways to report on research 
projects, which has been a growing client 
request over the years. Our in-house de-
sign and production team delivers video, 
print, and digital internal marketing tools 
for a fraction of the cost that agencies 
typically charge. 

Amy: Why does Seek exist? 
Jerry: If I could give any advice to other 
CEOs and founders, it would be to never 
underestimate the power of having a 
real, written purpose for your company. 
Over the years, our purpose has been an 
incredible galvanizing force that’s kept us 
all inspired and moving forward together. 

Way back, when we were working to 
come up with our purpose as a company, 
I was inspired by Neil Armstrong. Now 
there’s someone who undeniably left his 
mark on humanity (his footprint is still 

on the moon today!). So, when 
it came to Seek’s purpose, we 
knew that we wanted to create 
a company that would make a 
real, lasting impact on the world 
the way that Neil Armstrong 
and his footprint did. We also 
knew it had to be short, simple, 
and meaningful. 

Seek exists to:
•	 RELEASE the full potential 

in people
•	 INSPIRE and cultivate big 

ideas
•	 DO GOOD in the world
At Seek, everyone takes our 

purpose very personally. The 
words are etched on glass in 
our lobby, and behind them 
there is a large painting. We 
have a ritual at Seek where all 
new employees add their mark 
to the painting. It is a strong 
symbol for them and us that we 
are all in this together and that 
together we will achieve our 

purpose. We are each a part of the artistry 
that is Seek.

Our purpose isn’t just words; it’s the 
footprint we want to leave behind. 

Amy: What are a few examples 
of what makes Seek special and 
valuable?

Jerry: I love this question. 
Hands-down, it’s our staff (who we call 

Seekers) and the amazing clients we get 
to work with. I know my role is to lead, 
but more often I feel led by our staff – by 
their insights, ideas, and passions. This 
just feels right, and for that I’m always 
thankful. 

As far as our work, what makes us spe-
cial is that we go off the well-worn path 
and dare to do things that are radically 
new (and, we believe, better). Seek aims 
to be transformational. Our experiences 
aren’t simply about the insights or ideas 
generated in the moment; we endeavor to 
bring about truly empathic, inspiring, and 
transformative moments. 

For example, we ran a 30+ person ide-
ation session with a household cleaning 
products team where one of the activi-
ties included cleaning the floor with their 
product, then eating a spaghetti lunch off 
that same floor – no plate. 
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We’ve had clients put popcorn in their 
shoes and Vaseline on their glasses to try 
to really understand the pain of an elderly 
arthritic patient. We’ve led a global Rock 
& Roll themed ideation project that 
kicked off with a surprise rock concert 
(at 8 a.m., no less!). We’ve even set up a 
large scale plexi floor that was cleaned, 
walked on, and then crawled on by babies 
while the team viewed it from below. 

Experiences like this not only aid in 
filling idea pipelines (our ideas frequently 
test in the top 20 percent of BASES), but 
they also transform teams and the way 
they think about their work each and 
every day. 

Amy: What professionally inspires 
you?

Jerry: Being inspired (and inspiring 
others) is a huge part of our life at Seek. 
Personally, I am inspired by many things.

Seeing the full potential of people real-
ized is huge for me. Often times, people 
just need to be in a culture and environ-
ment of creative and authentic people to 
really thrive. We deliver the best and we 
have fun doing it. 

I am inspired by doing something new 
and something that no one else is doing. 
The status quo bores me. I am inspired by 
doing good in the world and in our local 
community. Finally, and perhaps most 
importantly, I am inspired by creating a 
company of world-class thinkers that has 
a big heart and a bigger vision. 

I hope that we can all look back in 25 
years and think, “Look what we’ve done 
together.” I’m working to build a com-
pany that will live beyond me. Tim and 
I are trying to “set the course” for Seek, 
so that even after we’re long gone, our 
purpose, values, and vision persist into 
the future. 

We’re all looking for purpose and mean-
ing in life, and I believe Seek can help us 
(and our families) find it, now and way 
into the future. 

Amy: What advice would you give 
to someone just starting in the mar-
keting research profession?

Jerry: First, you have to learn from oth-
ers. Interview other people in the indus-
try like crazy, but don’t take everything 
at face value. Bring your own thought; 
only about half of what you hear will be 
meaningful.

Then, find out what your passion is. 
Formally “declare” a specialty or area of 
focus and learn EVERYTHING about it. 
Dive into behavior science, user experi-

ence, online understanding, anthropol-
ogy, social innovation, experience design 
or whatever really gets you going. Once 
you’ve got your passion, working hard 
comes natural. 

After you’ve got your passion, give it 
your all. You have to want it more than 
anyone else. Spend the 10,000 hours it 
takes to be the expert. Focus and hard 
work will make you great.

Amy: Please tell us about your 
most rewarding or satisfying experi-
ence, or your proudest moment as a 
MR professional/business owner.

Jerry: In 2008, when there were indica-
tions that the economy was suffering and 
ready to tank, we had to make a few bold 
moves. We decided to be laser-focused on 
a few aggressive goals, and we financially 
supported those calls. But, because we 
anticipated this hit, planned for it, and 
made some difficult business choices and 
big investments, we survived and are 
MUCH stronger today. We grew through 
the recession, and I think that’s some-
thing to be proud of. 

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

Jerry: As a kid growing up on the east 
coast, I was a clam opener for clambakes 
at our family restaurant. It may not sound 
like it, but that was really hard work! It’s 
fun to think back on those times, but I 
wouldn’t want to do that job again... I still 
love clams, though!

Amy: Looking one to three years 
down the road, where do you see 
Seek and the industry as a whole?  
Jerry: I still expect massive changes in our 
industry. Research as a stand-alone offer-
ing is becoming a dinosaur. To that end, 
I expect a continued increase in mixed 
methodologies (online, social media, im-
mersive, etc.). People aren’t going to be 
satisfied with single-method approaches 
to their objectives anymore. 

I also think we’ll start to see more 
blurring of qualitative and quantitative 
methods. With that, I think there will be 
more and more focus on business strat-
egy, using research methods as a means 
to an end rather than an end in itself. As 
a result, I think you’ll start to see a lot of 
people start to drop “research” from their 
company names and URLs. 

Overall, I think it’s an exciting time, 
and I’m optimistic. It’s a great time to be 
growing, learning, and trying new things.

Amy: What are some challenging 
issues you’re facing as a business 
person? 
Jerry: The biggest challenge right now 
is complexity. It seems to be like fighting 
gravity, always there, keeping us from 
reaching as high as we want to. Com-
plexity and growth go hand-in-hand, but 
I believe it can really hurt a company. 
So, this year we’ve been really diligent 
about simplifying our business to keep 
our purpose and brand promise front and 
center – it helps us stay focused on what’s 
really important. 

Other challenges I think about are keep-
ing the pace (making sure we’re view-
ing our work as a marathon and not as a 
sprint), keeping our culture and quality 
consistent as we expand (to me this is 
what “health” as a company is really all 
about), and, as a leadership team, getting 
better at identifying and taking the right 
risks to help us reach our vision.

Amy: I know that family and doing 
good works for the world are impor-
tant to you. Please tell us a bit about 
your family, hobbies and altruistic 
causes that you support.

Jerry: I love spending time with Theresa 
and my three boys – Luke, Joey, and Kyle 
(I guess I shouldn’t call them boys... they 
are almost all in college now!). We’re ac-
tive in our local church, which is impor-
tant to me and to them. As a family, we 
recently took a trip to Mexico to serve in 
an orphanage. It was a life-changing ex-
perience. I have a passion to develop lead-
ers, and developing my kids is incredibly 
valuable to me. I want them to be leaders 
with big hearts. 

Also, I try to bring my kids into the 
office as much as possible to see what a 
creative business with a heart looks and 
feels like. Doing good is a part of Seek’s 
purpose, and I want my family to see that 
so we can all help each other live it out; at 
work and at home. 

Outside of that, I read all the time. 
Anything leadership or innovation 
oriented that comes with a good 
recommendation is or has been on my 
nightstand. If you know of anything I 
should read, please shoot me a note at 
jerry@seekresearch.com.

Amy: Do you have a favorite quote 
or life philosophy to share? 
Jerry: “There are those who look at things 
the way they are, and ask why... I dream 
of things that never were, and ask why 
not?” Robert Kennedy.

mailto:jerry@seekresearch.com
http://www.brainyquote.com/quotes/quotes/r/robertkenn121273.html
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Forecasting Research Potential in the Pharmaceutical Industry
By Scott Baker, PRC, Director at Large, MRA Board of Directors

Leadership Perspective

As the life of healthcare marketing research continues to evolve (with new 
challenges), we must collectively roll up our sleeves, put on our thinking caps, 
and strategize about how to best face – and embrace – these new obstacles. 

Among the new challenges facing 
healthcare research: more intricate 
recruiting requirements and expectations; 
usage requirements; participant 
willingness to complete assignments, 
and; keeping up-to-date on the 
newest technology used in various 
methodologies. The expectation of 
the respondent, whether a medical 
professional or a patient, has now 
graduated beyond, “will they consider 
doing this for us?” to, “they must do this 
for us” in order to successfully meet the 
needs of a research project. 

An often-faced challenge for qualitative 
research facilities is not simply getting 
a respondent to agree to participate in a 
project, but to stay engaged throughout 
the process (enticement of the topic 
of the discussion, the assignment 
and, notably, acceptable payment for 
participating in the research project at 
hand). As well, ensuring the technology 
being used is seamless for both the 

respondent and the researcher helps to 
not cloud the “big picture” of the project 
with a confusing new technology. Of 
paramount importance is maintaining the 
privacy of the individual and the client 
before, during and after a project – which 
continues to pose a challenge in testing 
new, emerging technologies through pre-
group assignments.

Over the past three to five years, we 
have watched – and encouraged – the 
evolution of the traditional face-to-face 
interviewing process as it has embraced 
several new types of marketing research. 
Whether putting together in-office 
observations, conference sessions, 
patient/physician interactions, online 
bulletin boards/focus groups, or various 
outside-the-box interview methods, 
qualitative research facilities are 
constantly challenged with figuring it 
out. The uncertainty of whether or not 
these new research methods will “stick” 
requires us to be extremely cautious 
throughout the entire process; making 
certain privacy restrictions are met and 
regulating honorariums so as not to 
exceed expectations for future recruiting. 
We must also adhere to varying county 
and state payment and reporting 
guidelines. 
Within these new methodologies, as well 
as in traditional interviews and focus 
groups, there is increasing demand 
for digital video clips and playback, 
digital concepts (in lieu of traditional 
boards being displayed), and surveys 
and assignments within interviews. 
Consequently, we are relying heavily 
on the equipment of the individual, the 
facility, and the company – and working 
through obstacles of connection speeds, 
firewalls, and other technological barriers. 
Looking ahead, we expect to see most of 
our national telephone interviews (TDIs) 
become more web-assisted telephone 
interviews (WATDIs), and online sessions 
developing into share sessions with 
webcams and digitally shared content 
and assignments. 

With regard to respondent assignments, 
healthcare research has evolved to 
include week-long usage diaries (or 
longer) from a patient that may have been 
given a prognosis of just a week to live, 
and case files of two to five patients to 
be shared during interviews. While these 
additional means bring considerable value 
to an interview, the marketing research 
industry needs to be cognizant and 
respectful of both a patient’s and medical 
professional’s time and involvement. 
More frequently than not, we find that 
respondents aren’t participating solely 
for the honorarium, but truly care about 
helping others and effecting change 
within the healthcare industry. As 
research professionals, we need to be 
especially mindful of this fact, remain 
compassionate with patients who provide 
invaluable health-related journals, and 
stress the importance of the case files of a 
physician to assist in deeper exploration 
of the topic. 

In the prevailing climate of online 
privacy concerns, the public remains 
nervous about losing control of their 
personal health information. Reputable 
marketing research companies, 
researchers, consultants, and end clients 
must all work to ensure personally 
identifiable information (PII) is kept 
strictly confidential and projects remain 
double blinded. Working together – to 
embrace the rapid changes of healthcare 
research – will help ensure a solid 
approach, not only to the varying and 
evolving methodologies of the research 
project and how it is carried out to the 
participants, but also with maintaining 
the trust of the participants and 
medical professionals whose valuable 
contributions support healthcare 
research.

Scott Baker, PRC is the President of 
Adept Consumer Testing, Director at 
Large for MRA’s Board of Directors and 
is the board liaison for the Education 
Committee.
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The ISC & You
Message From MRA’s CEO

We’re modernizing the name and profile of MRA’s Annual 
Conference & Expo to become MRA’s Insights & Strategies 
Conference to be held at the Walt Disney World Swan 
Resort in Orlando, June 10-12, 2013. To make it easy,  
we call it ISC for short. 

Why the change? Perhaps the most 
fundamental tenant of associations 
is that they should always be about 
their members rather than about the 
association itself. In short, it’s about you, 
not us. That the customer comes first is 
hard for any service organization to fully 
embrace, but that’s one of the initiatives 
we are pursuing at MRA.

Along these lines, we’ve been conduct-
ing research on an ongoing basis to learn 
what our members want and need. These 
challenging times also have led us to 
reevaluate all that we do for our members. 
Perhaps it’s no surprise that out of that 
research we’ve learned that one of the 
highest ranking priorities of our members 
is education. Our members want to stay 
current and keep informed. In challeng-
ing economic times, this makes sense; 
the natural instinct is to look for business 
stability while keeping a sharp eye on the 
changing needs of customers and adapt 
to meet those needs head-on.

Our customers are our members. Since 
1957, MRA has hosted face-to-face meet-
ings to facilitate education, disseminate 
information regarding industry challenges 
and opportunities, as well as emerging 
practices and technologies, and engender 
a beneficial sense of community.

Today, you certainly can do some of that 
online or by phone, but the most efficient 
and effective way to learn and network is 
face-to-face, and it always will be, due to 
the power of sustained interactivity, the 
visual cues we get from body language 
and the immersion of many attendees 
over a day or more of full time interaction. 
It’s also the most fun, which is important 
to the learning process.

MRA’s Annual Conference has always 
been one of the profession’s largest gath-
erings and we’re very proud of that fact. 
This Conference brings together research 
providers, research-related support com-
panies, academics, government officials 
and industry leaders. It’s also very en-

couraging that support for this event has 
been sustained even through turbulent 
economic times. With the Annual Confer-
ence, we see opportunity for growth that 
will benefit our members and profession 
if the event is oriented and programmed 
progressively. 

All conference attendees seek to 
understand and further the benefits of 
marketing research, which might best be 
described as the insights and strategies 
useful to guide the decisions of com-
panies, organizations and government 
officials providing products and services 
to consumers, businesses and citizens. 
At its core, that’s what the marketing 
research profession is about – divining 
insights and strategies. So, regardless 
of the methodologies used, that’s what 
our members are trying to create. If our 
focus is truly member-centric, our former 
Annual Conference should be branded to 
reflect our members’ needs and not nec-
essarily the needs of the association that 
manages the event. 

With that goal in mind, the 2013 MRA 
Insights & Strategies Conference will 
expand the number of presentations by 
expert practitioners shaping the market-
ing research-driven insights and strate-
gies of the future. The ISC will add several 
new features:
•	  New learning formats: 40 minute 

focused sessions, 60 minute 
presentations, interactive sessions, 
speed learning and product labs!

•	  Two keynotes and one general (speed 
learning) session. 

•	  36 concurrent sessions in 4 tracks:
•	 Marketing Research Leadership – 

Addressing the needs of executives 
and senior practitioners who define 
the business strategies and inspire 
top performance.

•	 Driving the Marketing Research 
Process (case studies) – Covering 
the needs of market research 
managers and directors who provide 

extensive knowledge on directing 
staff and projects from start to finish.

•	 Must-Know MR Intelligence (case 
studies) – How-to’s for market 
research staff (technicians, 
operators, supervisors) with hands-
on and how-to presentations 
on research methodologies and 
techniques.

•	 The Situation Room – Highly 
interactive sessions that address a 
specific topic, issue and or industry 
need, with solutions identified .

•	  New Genius Labs: Experts will provide 
facts, insights, practical how-to’s and 
answer questions about their products 
and services in a relaxed setting.

•	  Speed Learning – This popular format 
has been spreading across the country. 
Presenters share their incredible 
knowledge using 20 slides that auto-
advance every 15 seconds. A fun and 
educational way to learn about a wildly 
diverse set of topics.
 A new networking photo game using 

our popular App and two networking 
receptions open to all attendees round 
out an expanded program, increasing the 
value available from an innovative and re-
freshing event deserving of a new name.

We at MRA are very proud of our 
Association. By law, as a not-for-profit 
organization, 100 percent of our revenue 
goes to provide products and services to 
the profession from which we draw our 
membership. This total “give back” re-
quirement helps to keep the focus where 
it should be – on you rather than us – and 
will result in additional member benefits 
in 2013. Please join us for the new MRA 
Insights & Strategies Conference, June 
10-12, 2013 in Orlando, and stay tuned for 
more innovation to come! 

David W. Almy is MRA’s CEO.  
He can be reached at  
david.almy@marketingresearch.org. 
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Multicultural Insights for  
Pharmaceutical Research
By Glenn Weissman

When conducting marketing research in the 
healthcare sector, one must be cognizant of  
cultural nuances, differences, and perceptions. 
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Collecting data from 
various ethnicities presents 
its own set of challenges. 
As researchers, we have 

found that building 
a rapport with ethnic 

respondents is extremely 
important in garnering 

honest and clear responses. 
Conducting research “in 
language” can facilitate 

the respondent relationship 
into its most productive 

state. Providing a high level 
of comfort makes speaking 
about sensitive issues and 
concepts (with a stranger) 

much easier.

The emergence of Hispanics, Asians 
and African Americans not only 
present a different set of diseases 

for healthcare professionals to deal with, 
they also present a unique set of problems 
that bear close scrutiny when conducting 
marketing research. 

It is a well known fact that these 
populations tend to suffer from major 
diseases that require special care; high 
blood pressure, diabetes, and arthritis 
to name a few. Past performance tells us 
that cultural perceptions can tend to be 
a hindrance to proper patient care and 
compliance. For example, a recent study 
by The Pew Research Center points to 
the fact that a majority of Hispanics don’t 
read food labels. They eat to taste and find 
comfort in what they eat. 

In a recent set of focus groups conduct-
ed by Ebony Marketing Systems, many of 
these perceptions have come to light. We 
know that African Americans are prone to 
high blood pressure and diabetes, mostly 
stemming from a high fat diet and mostly 
sedentary life style. African American 
perceptions of how they became sick 
are varied and different and therefore 
are treated much differently than those 
within the Asian culture. It seems that 
African Americans perceive themselves 
as victims. Their lower income tiers invite 
food companies to market high fat, high 
salt and generally unhealthy foods to 
them. There is also a distinct resistance to 
accepting dietary limits and making their 
diet the basis of a healthy change. The re-
lationship of food as a direct link to health 
for African Americans is not one that has 
permeated widely through the commu-
nity. There is a sense of invulnerability 
when most African Americans spend the 
day fighting for their very survival. The 
correlation of healthy food to a healthy 
body just doesn’t exist for a majority of 
African Americans. 

Being armed with this information be-
fore seeing an African American patient 
could influence a healthcare provider and 
what type of medicine they prescribe and 
even the dosage they select. This begs 
the question whether or not the drug 
companies produce medicines specifi-
cally for particular races or cultures. There 
has been talk in the industry of making 
custom medicine and custom doses, 
which begs the question: could the drug 
companies be taking race and culture into 
account for new product development?

This is only one example of how multi-
cultural opinion research mixes into the 
product development process. Logic dic-
tates that other cultures have similar is-
sues. Asians, for example, suffer from the 
same high incidence diseases as African 
Americans. However, the cultural percep-
tion of why they suffer from these dis-
eases is much different. The Asian diet is 
similar to the African American diet. Even 

though Asians are known for eating more 
vegetables, their salt content is high. The 
connection of something tasting good and 
being healthy doesn’t necessarily exist for 
Asians. Because the Asian diet is high in 
carbohydrates, they are notorious for us-
ing a lot of spice, seasonings and sauces. 
Again, food is so important that the per-
ception of food impacting the health of an 
Asian is considered far-fetched (by Asians 
themselves). 

Perceptions about food and the causa-
tion of disease must be looked upon at 

a cultural level. Other factors that could 
effect patient compliance are the color 
and size of medication, the language that 
patient information is written in, and 
even the language spoken by the doctor 
or nurse. 

Collecting data from various ethnici-
ties presents its own set of challenges. As 
researchers, we have found that build-
ing a rapport with ethnic respondents is 
extremely important in garnering honest 
and clear responses. Conducting research 
“in language” can facilitate the respon-
dent relationship into its most productive 
state. Providing a high level of comfort 
makes speaking about sensitive issues 
and concepts (with a stranger) much eas-
ier. We have also found that respondents’ 
participation increases significantly via 
in-person interviews as opposed to phone 
or Internet. 

Sensitive diseases are also a call for 
sensitive researchers. For example, using 
a woman moderator to speak to a man 
about a sensitive subject like erectile 
dysfunction, is a formula that is destined 
for failure. Using a young moderator to ask 
an older respondent about dementia and 
alzheimer’s would also create a significant 
challenge. The matching of moderator to 
respondent via demographics takes on an 
important significance when collecting 
information from ethnic populations. 

 A general lack of education among 
an aging multicultural population also 
contributes significantly to patient (non) 
compliance. Assimilation into the Ameri-
can fabric does not always mean the 
creation of an open dialogue among these 
populations when it comes to disease. If 
anything, it tends to further the gap of 
patient success and becomes a sore spot 
for healthcare providers. 

The bottom line is that as our popula-
tion becomes more and more diverse, the 
healthcare industry must follow suit and 
as marketers, we must support our clients 
in accomplishing patient diversity. “In 
language” studies from focus groups to 
ethnography should always be a consid-
eration. Building to a crescendo, an aging 
non-English speaking population could 
put our entire healthcare system in jeop-
ardy; affecting the very core of our medi-
cal system and our economy, if ethnic 
segments continue to be ignored. 

Glenn Weissman, VP of Marketing 
and Business Development at Ebony 
Marketing Systems.
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The Fastest Growing Unrepresentated Minority 
Methodological Considerations with Hispanic Research Participants
By Norma A. Mendoza

The headlines immediately after the presidential 
election suggested a lasting demographic shift in 
the electorate: Hispanics voted in numbers never 
before seen and were responsible for reshaping the 
political landscape. 
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While pundits expressed wonder 
at the numbers, few others 
were surprised. The 2010 US 

Census figures reinforced trends that 
were already seen in the 2000 Census: 
Hispanics were the fastest growing 
minority group in the United States and 
would soon become the largest minority 
group, surpassing African Americans, 
projected to be 25 percent of the 
population by 2020. 

Figures suggest Hispanics have a 
purchasing power of 1.2 trillion dollars 
(Humphreys, 2006)1. Hispanics are also 
the youngest demographic group in the 
US, leading major companies to allocate 
significant resources to researching their 
needs and purchase patterns. While 
business recognized over a decade ago 
the need to understand this group, other 
sectors are just now scrambling to do so. 
Consider the healthcare industry. Both 
medical and pharmaceutical research 
suggests this population is severely 
underrepresented in clinical trials, e.g. 
Gonzales, Quinn, McIntyre, 2010)2. A 2004 
study reported that from 1996 to 2002 
Hispanics were only 3.1 percent of par-
ticipants in clinical trials for breast, lung, 
colorectal, and prostate cancers (Murthy, 
Krumholz, and Gross, 2004)3. Given well 
documented racial/ethnic genetic predis-
positions towards certain illnesses, as well 
as differential response to certain medical 
treatments, the question at hand is: how 
do we overcome the underrepresentation 
in medical and pharmaceutical research 
of the fastest growing minority group in 
the US? 

1 Humphreys, J.M. (2006). “The 
Multicultural Economy.” Georgia Business 
and Economic Conditions, 66 (3), Selig 
Center for Economic Growth, Terry 
College of Business, The University of 
Georgia.
2 Gonzalez, L.E., Quinn, G.P. & McIntyre, 
J. (2010). “Barriers to Participation in 
Clinical Trials among Hispanic Cancer 
Patients.” Undergraduate Research 
Journal for the Human Sciences, 9. 

3 Murthy, V., Krumholz, H. & Gross, C. 
(2004). “Participation in Cancer Clinical 
Trials: Race, Sex, and Age-Based 
Disparities.” Journal of the American 
Medical Association, 291(22), 2720.

http://www.kon.org/urc/v9/gonzalez.html
http://www.kon.org/urc/v9/gonzalez.html
http://www.kon.org/urc/v9/gonzalez.html
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Projected Growth of U.S. Hispanic Population
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Source: Geoscape: American Marketscape. Data Stream: 2010 series and the U.S. Census Bureau.

Hispanics: Disease Prevalence and Risk Factors*

Heart disease 

 Cancer

Diabetes

Overweight

Obese

Hispanics % Non-Hispanic White %

Hypertension

Non-Hispanic Black %

7.6%
11.7%

10.0%

20.4%
22.4%

31.6%

3.6%
8.2%

4.0%

10.5%
6.7%

12.0%

39.6%
34.5%

33.7%

27.4%
24.7%

35.3%

Source: National Health Interview Survey data from Pleis and Lethbridge-Cejku (2007).
*Age-adjusted percentages; ages 18+.
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Cultural Competency and 
Methodological Considerations 
Habla Español? 
The first and most obvious issue to 
consider is one of language. A significant 
number of US Hispanics are consumers 
of Spanish-language media and/or 
speak Spanish at home and within 
their circle of friends. Still, medical and 
pharmaceutical research has been slow 
to adopt data collection instruments 
in Spanish. Moreover, many would not 
be able to identify nuances in Spanish 
spoken by Hispanics of Mexican descent 
and those of Cuban or Puerto Rican 
background. Symptoms and illnesses 
may be described differently by each of 
the groups, leading to different diagnosis 
and treatment. Stroke, for instance, is 
commonly known as derrame cerebral 
– literally brain hemorrhage, but is also 
known as embolia, or paro cerebral – 
literally a brain stoppage. The latter could 
lead some to misinterpret it as failure of 
mental faculties. Failing to account for 
language nuances may yield unreliable 
findings that will lack generalizability. 
However, language preference can 
have more serious and long-lasting 
side-effects. According to DuBard 
and Gizlice (2008) “Spanish-language 
preference marks a particularly vulnerable 
subpopulation of US Hispanics who have 
less access to care and use of preventive 
services.”4 In the absence of linguistically 
competent service providers, researchers 
and instruments, this population will 
remain out of reach.

A Qualitative Quality
Cost considerations and time constraints 
often play a part in our choice and 
recommendation of methodological 
approach. However, when it comes to 
understanding the Hispanic population, 
Curry, Nembhard and Bradley (2009)5 

4 DuBard, C. & Gizlice, Z. (2008). 
“Language Spoken and Differences 
in Health Status, Access to Care, and 
Receipt of Preventive Services Among 
US Hispanic.” American Journal of Public 
Health, 98(11), 2021-2028.
5 Curry, L., Nembhard, I.M. & Bradley, 
E. H. (2009). “Qualitative and Mixed 
Methods Provide Unique Contributions 
to Outcomes Research.” Circulation, 119, 
1442-1452. The online version of this 
article, along with updated information 
and services, is at http://circ.ahajournals.
org/content/119/10/1442

explain how qualitative methods in 
general, and in-depth interviewing in 
particular, provide rich insights into 
special and often underrepresented 
populations. According to Currey et al., 
“interviews are particularly useful when 
rapport between the researchers and 
respondents is required to ensure candor, 
or in instances when privacy may alleviate 
fear of reprisal for negative statements, 
such as program evaluation or patient 
satisfaction studies.” When dealing with 
Hispanics, the need to gain trust and 
establish rapport can’t be underestimated. 
Historical events have led to a general 
mistrust of medical-related research. 
The test of contraceptives among Puerto 
Rican women in the 1950’s resonates with 
Hispanics of all backgrounds; there is a 
great reluctance to being treated as guinea 
pigs. In order to overcome such mistrust, 
researchers need to become culturally 
competent, taking the time to understand 
Hispanics’ health belief systems and 
practices in their research if this is to yield 
actionable insights. Take, for example, the 
choice between in-depth interviewing 
and focus groups. A series of guided 
one-on-one conversations is more likely 
than a focus group to yield reliable and 
actionable insights. The researcher will be 
able to tap into latent attitudes and beliefs 
in a respectful and non-confrontational 
manner. When potentially embarrassing 
or sensitive health issues are discussed 
in a focus group setting, the potential for 
bias is introduced given this population’s 
susceptibility to social influence. Moreover, 
a semi-structured guided-conversation 
allows for high-context communication 
common of Hispanic culture. An 
interviewer familiar with the culture will be 
able to interpret meaning in tone of voice 
or non-verbal cues and probe the informant 
for clarification. As explained by Curry et 
al., these “interviews are highly interactive. 
The interviewer aims to be responsive to 
the language and concepts used by  
the interviewee.”

Permanent Diversity 
Clearly, there are numerous other issues 
to consider when conducting research 
with underrepresented racially and 
ethnically diverse populations. The most 
important take away is the recognition 
that a demographic trend reversal is 
unlikely in our lifetime: cultural diversity is 
a permanent reality. Cultural competency, 
including language competency, must 
permeate recruitment, sampling, data 

collection, and analysis in health-related 
research. As researchers, we have a great 
opportunity to take the lead in educating 
the healthcare delivery system on how 
cultural beliefs shape patients/consumers’ 
perceptions of their own health and 
healing; the causes of illnesses and 
beliefs about treatment effectiveness; and 
attitudes towards health-care providers. 

As pointed out by the Office of Minority 
Health in a 2010 study:

“Although many aspects of health in 
the United States have improved over 
the past several decades, significant 
racial and ethnic disparities remain. 
Public perceptions—and miscon-
ceptions—about racial and ethnic 
differences in health status can influ-
ence the actions of policy-makers in 
addressing the problem. Although 
persistent disparities in health status 
and health care have been well 
documented, data indicate that the 
general public (including racial and 
ethnic minorities, health care provid-
ers, and policy- and decision-makers) 
is uninformed about the nature and 
extent of such disparities.”6 
It might not be inaccurate to count the 

research industry among those unin-
formed of such disparities. However, in 
developing the capacity to value and 
adapt to diversity, we have the potential 
to play a very important part in achieving 
a solution. Hopefully you will agree that 
this is a win-win situation all around: for 
the populations that will have their health 
needs better met; for our clients who aim 
to provide better health care services and 
treatments; and why not, for our bottom 
line, as there is extensive work to be done 
before the healthcare delivery system 
achieves the level of institutional, cultural 
knowledge required by the current demo-
graphics.

Norma A. Mendoza, PhD is the 
President of MerKadoTeknia Research 
& Consulting LLC, a company that 
specializes in crafting marketing strategy 
based on consumer insights to  
drive results.

6 For additional information on the NPA, 
please visit http://minorityhealth.hhs.gov/
npa/. Furthermore, specific information 
on OMH’s approach to eliminating 
health disparities can be found in its 
Strategic Framework available at http://
minorityhealth.hhs.gov/npa/images/78/
PrintFramework.html.

http://circ.ahajournals.org/content/119/10/1442
http://circ.ahajournals.org/content/119/10/1442
http://minorityhealth.hhs.gov/npa
http://minorityhealth.hhs.gov/npa
http://minorityhealth.hhs.gov/npa/images/78/PrintFramework.html
http://minorityhealth.hhs.gov/npa/images/78/PrintFramework.html
http://minorityhealth.hhs.gov/npa/images/78/PrintFramework.html
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Healthcare/Pharmaceutical Directory
The Healthcare/Pharmaceutical Research Directory is a special advertising 
supplement to Alert!. It showcases some of the companies in the survey and
opinion research industry that are conducting healthcare/pharmaceutical
marketing research. 

Alert! Magazine’s 

The Center for Research, Inc.
1 Prestige Dr., Ste. 102 
Meriden, CT 06450
203.237.5523
www.cfrglobal.com
Contact: Michael Vigeant
mjv@cfrglobal.com

CFR is a national research organization 
working within three distinct 
disciplines: Market, Public Policy, and 
Direct Democracy Research. With 
team members enjoying more than 50 
years of combined industry-specific 
experience, we offer a wide range of 
methodologies including telephone, 
email, web-based, in-person interviews, 
and focus group facilitation both in-
house and off-site.

CRC Research Inc.
1398 West 7th Ave.
Vancouver, BC V6H 3W5
604.714.5900
www.crcresearch.com
Contact: Sally Budd
sally@crcresearch.com

Over the past 20+ years, Sally’s 
work has touched a broad range of 
research topics in the areas of health 
related topics including: agriculture, 
pre-packaged food, air travel, 
cardiovascular, women’s’ health, 
diabetes, government agencies, and 
patient associations. Her toolbox is 
further enhanced through certification 
as a Syneticsworld group creativity 
facilitator.

Digital Research, Inc.
201 Lafayette Ctr. 
Kennebunk, ME 04043
207.985.7660
www.digitalresearch.com
Contact: Marcia Wood, PRC
marcia.wood@digitalresearch.com

Digital Research has addressed 
the business issues of some of the 
world’s largest corporations. Whether 
qualitative or quantitative, our research 
methods and capabilities cover the 
full spectrum. DRI was founded on the 
principles of adaptability, innovation 
and responsive service. Let us put that 
power to work for you. 

Healthcare/Pharmaceutical Directory
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www.cfrglobal.com
mailto:mjv@cfrglobal.com
www.crcresearch.com
mailto:sally@crcresearch.com
www.digitalresearch.com
mailto:marcia.wood@digitalresearch.com
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EFG Research
99 John St., Ste. 1809 
New York, NY 10038
866.334.6927
www.efgresearch.com
Contact: Michael Wiesenfeld
mike@efgresearch.com

EFG, a leading global data-
collection provider, is dedicated to 
the management of International 
Quantitative/Qualitative fieldwork 
among Physicians, Patients, and 
Labs. EFG is a full-service, US-based 
one-stop shop for fieldwork in over 80 
countries worldwide! EFG’s worldwide 
capabilities: 115 FGs, 15,000 F2F 
interviewers, 1,850 CATI, global panel 
access in 35+ countries. 

Epocrates
200 Princeton South Corp Ctr. Ste. 340 
Ewing, NJ 08628
877.423.4981
www.epocrates.com/quickrecruit
Contact: Sheryl Lowenhar
marketresearchservices@epocrates.
com

Two of the most respected market 
research providers in the industry have 
now partnered to create the world’s 
largest verified physician and allied 
HCP panel. We provide fast, reliable, 
and cost effective recruitment of 
healthcare professionals to meet your 
quotas and market research needs. 

FocusVision Worldwide
1266 East Main St.
Stamford, CT 06902
800.433.8128
www.FocusVision.com
Contact: Timothy Lynch
TLynch@FocusVision.com

FocusVision is the leading global 
provider of live video transmission, 
analysis and archive solutions for the 
qualitative market research industry. 
With transmission solutions for all 
venues, including focus group facilities, 
in-homes, online webcam focus groups, 
and now BulletinBoard.

Insight Evolution, LLC
PO Box 708 
Windermere, FL 34786
404.551.5007
www.insightevolutionllc.com 
Contact: Thais Senger
thais.senger@insightevolutionllc.com

Insight Evolution is a Consumer and 
Sensory Market Research Company 
devoted to understanding the 
consumer, their true aspirations & 
motives. With extensive experience in 
R&D and Marketing, we view ourselves 
as an extension of your team. We are a 
bilingual company (English-Portuguese) 
that operates globally.

Interviewing Service  
of America
15400 Sherman Way, 4th Fl.
Van Nuys, CA 91406
818.989.1044
www.isacorp.com 
Contact: Francine Cafarchia
fcafarchia@isacorp.com 

ISA is one of the largest data collection 
companies in America with 400 CATI 
stations and also offering online, 
F2F, focus group and DP services. 
Recognized multicultural experts 
interviewing in 67 languages. Nearly 30 
years experience working on healthcare 
and pharmaceutical studies – CAHPS, 
product satisfaction, quantitative and 
qualitative research.

 

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

Issues & Answers Network, Inc. is a 
global marketing research company 
specializing in quantitative and 
qualitative Healthcare/Pharmaceutical 
research in the United States and 
internationally. Based on your needs, 
we will work together to select the 
ultimate methodology or service from 
our comprehensive portfolio that 
includes several proprietary research 
techniques.

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

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

OMI Online Market 
Intelligence
43 Lesnaya St., Ste. 100 
Moscow, No 127055
7.499.978.60.79
www.omirussia.ru/en/
Contact: Alexander Shashkin
ashashkin@omirussia.ru

OMI (Online Market Intelligence) is a 
leading Russian online panel provider 
for healthcare marketing research. 
With OMI online panels you can access 
more than 82000 Physicians and 200k 
Patients. OMI is the only research 
company in Russia that holds the Gold 
Certificate for quality and consistency 
awarded by Mktg Inc.

Precision Opinion
101 Convention Center Dr., P124 
Las Vegas, NV 89109
702.483.4000
www.precisionopinion.com
Contact: James T. Medick
info@precisionopinion.com

Precision OpinionTM is The Most 
Trusted Name in Market Research.SM 
Precision Phone conducts telephone 
research for corporations and 
government agencies. Precision Online 
is the game changing online survey 
system Precision Engage. Precision 
Focus+TM. Includes 3FG and IDI suites, 
entertainment testing in a 48 seat 
movie theatre, and product placement. 

www.efgresearch.com
mailto:mike@efgresearch.com
www.epocrates.com/quickrecruit
mailto:marketresearchservices@epocrates.com
mailto:marketresearchservices@epocrates.com
www.FocusVision.com
mailto:TLynch@FocusVision.com
www.insightevolutionllc.com
mailto:thais.senger@insightevolutionllc.com
www.isacorp.com
mailto:fcafarchia@isacorp.com
www.issans.com
mailto:clindemann@issans.com
www.olsonresearchgroup.com
mailto:mhancock@olsonresearchpa.com
www.omirussia.ru/en
mailto:ashashkin@omirussia.ru
www.precisionopinion.com
mailto:info@precisionopinion.com
Research.SM


26                                                                                                                                                                Mra’s Alert! Magazine – december 2012

Healthcare/Pharmaceutical Directory

He
al

th
ca

re
/P

ha
rm

ac
eu

tic
al

 D
ire

ct
or

y

Reckner
587 Bethlehem Pk. 
Montgomeryville, PA 18936
215.822.6220
www.reckner.com
Contact: Jeff Histand
jhistand@reckner.com

One of the most responsive databases 
of verified U.S. physicians and allied 
health care professionals. 20+ years’ 
experience. Local, national and global 
projects. Qualitative and quantitative 
studies. Noted skill in reaching low-
incidence health care professionals. 
Sample management, complex 
programming logic, multiple-language 
surveys. Online studies securely hosted 
on Reckner servers.

Research House
1867 Yonge St., 2nd Fl.
Toronto, ON M4S 1Y5
416.544.3022
www.research-house.ca
Contact: Angela Henry
angela.henry@research-house.ca

Research House – Everything Under 
One	Roof:	•Quantitative	Research:	
telephone, online, in-person intercepts, 
online	&	CATI	OMNIBUS	•Qualitative	
Research: recruiting, focus group 
facilities, IDIs, online qualitative 
•Programming	&	Data	Processing:	
coding, tabulations, dashboard creation 
We are your partner for consumer, in-
language ethnic, medical and B2B data 
collection and data processing!

Research Strategy Group Inc
111 Queen Street East, Ste. 110 
Toronto, ON M5C 1S1
416.928.7485
www.rsginc.ca
Contact: Melanie Kaplan
mkaplan@rsginc.net

Established in 1994, rsg inc (Toronto) 
an MRIA Gold Seal Certified full service 
company, has grown to include rsg 
international in San Francisco. rsg is 
fully engaged in conducting primary 
market research across a broad 
range of industries both locally and 
internationally. rsg is a dynamic group 
of research professionals. 

TideWatch
655 Portsmouth Ave.
Greenland, NH 03840
603.559.9999
www.tidewatch.com
Contact: Ken Campel
kcampel@tidewatch.com

TideWatch has conducted 150+ studies 
on healthcare in the US and overseas 
since 1999. Our clients range from 
regional and national managed care 
companies, to work for professional 
health associations. Study topics 
include exploratory assessments 
on healthcare reform and medical 
tourism, to market sizing and market 
opportunity/brand tracking.

Toluna
21 River Rd.
Wilton, CT 06897
203.834.8585
us.toluna-group.com
Contact: Bob Leitman
toluna@toluna.com 

Toluna has a dedicated Healthcare 
Practice – a team of people that 
will guide from project bid through 
survey execution and data delivery. 
Toluna gives you access to a pre-
screened and highly-qualified pool of 
global physicians, as well as profiled 
respondents with a wide range of 
ailment conditions.

www.reckner.com
mailto:jhistand@reckner.com
www.research
-house.ca
angela.henry
research-house.ca
www.rsginc.ca
mailto:mkaplan@rsginc.net
www.tidewatch.com
mailto:kcampel@tidewatch.com
us.toluna
-group.com
mailto:toluna@toluna.com


Mra’s Alert! Magazine – december 2012                                                                                                                                                                                 27 

the guts to challenge

the mind to lead
the drive to inspire
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Inspire, Lead, Challenge – Reigniting Passion for Your Business 
Mark Sanborn, CSE, CPAE, President, Sanborn & Associates, Inc.
Is your leadership ordinary or extraordinary? The proof is in the results you 
get from the people you lead. In this high level session, Mark Sanborn will 
provide you the means to reinvent your business and life through self-mastery, 
vision, empowerment, and service. He will share his own stories, identifying the mindsets 
and methods on how to create new value for clients and colleagues through passion, 
commitment and creativity. 

The Language of Trust: Selling Ideas in a World of Skeptics
Michael Maslansky, CEO, maslansky luntz + partners
Through timely and entertaining stories, you will come to understand the 
challenges of effectively communicating your message to skeptical audiences. 
Based on a decade’s worth of research studying real-world examples of how 
people interpret and respond to messages, you will learn a series of approaches that use 
language to rebuild trust with any audience. Whether your goals are corporate positioning, 
introducing a new product, or re-framing the policy debate, language carries more influence 
than you might fully realize.

Future Proofing Your Leadership Team 
John Austin, Ph.D., Principal, Decision Strategies International
In an environment of increasing technological and global instability, the risks of 
ignoring uncertainty are greater than ever – but so are the rewards of actively 
addressing it. Traditionally, leaders have viewed uncertainty as an obstacle 
interfering with the company’s existing plans rather than as the unknown that can create 
opportunity. Leaders need to leverage the talents of their leadership team in order to 
anticipate market shifts and stay ahead of competitors. We will examine ways to rapidly 
configure your leadership team to best take advantage of the strategic uncertainties and to 
look ahead and begin designing the team that will enable you to thrive in tomorrow’s world 
as well as in today’s world.

Leadership for the New Market Research Industry
Simon Chadwick, Managing Partner, Cambiar

KeYnotes

WorKshop

Join us!
This extraordinary bi-annual event 
is designed exclusively for C-level 
executives (CEOs, CFOs, COOs, business 
owners, presidents, etc.) of small to 
mid-sized marketing research companies. 
The event will challenge your thinking, 
expand your knowledge and strengthen 
your business.

Registration Includes
•	Breakfasts, Lunch and Breaks
•	Welcome Reception & Dinner
•	Education Sessions and Think Tanks

registration
By February 15, 2013

Member Registrant $1,200

Non-Member 
Registrant* 

$1,550

*Non-member rate includes a complimentary  
one-year MRA membership.

Cancellation Policy
Cancellations must be received in writing 
before 5 PM on Februrary 15, 2013 and 
are subject to a $150 fee. Cancellations 
received after 5 PM are non-refundable.

PRC Hours
Earn up to 11 Professional Researcher 
Certification (PRC) hours.all 
202.800.2545.

Investing in Gold. Get the Best from Your Top Talent 
Jan Cerny, Principle Consultant, Leadership Journeys LLC
High potentials. C-suite succession candidates. Market-differentiating subject 
matter experts. People with these capabilities are as precious as gold to your 
company’s future. Do you know who they are? How are you developing your 
top talent? And what are you doing about those occasional behavior characteristics that can 
derail your superstar’s career? 

Learn coaching frameworks and techniques that you can use to take your company’s top 
talent performance to the next level. You will explore case studies and gain hands-on 
experience applying new coaching insights. 

Founded in 1957, the marketing research 
association 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.

mra partner 

tropical oasis 
Voted Travel + Leisure Magazine’s 2011 
“World’s Best Resorts” 

The Turnberry Isle is a luxury resort 
on 300 acres in Aventura, a suburb of 
Miami. The hotel’s terracotta roof and 
lush landscaping lend the feel of a 
Mediterranean villa. The hotel grounds 
house two golf courses and lighted, 
24/7 tennis courts. Additional features 
include a 25,000 square-foot Mobile 
Four-Star spa and fitness center and 
three outdoor heated pools including 
the 7,500-square-foot Laguna Pool with 
a lazy river. Turnberry Isle has four 
on-site restaurants, including Bourbon 
Steak, directed by James Beard Award-
winning chef Michael Mina.

Turnberry Isle Miami 
19999 West Country Club Drive 
Aventura, FL 
Phone: 855.201.8027

The resort is 12 miles south of Fort 
Lauderdale International Airport and 
18 miles north of Miami International 
Airport.

Special MRA Rate: $285 per night. 
Individuals are required to make their 
own reservations. To be guaranteed 
this room rate, please make your 
reservation by January 31, 2013.

event

thinK tanKs

hot topic sessions

Monday, February 25, 10:30 – 11:30 am  
Monday, February 25, 3:30 – 4:30 pm 
Tuesday, February 26, 9:45 – 10:45 am
Three Think Tank sessions will be offered during the CEO Summit. The popular Think Tanks 
are a powerful way for you to capitalize on the experience and knowledge of your executive 
peers. You will discuss and debate techniques and best practices to uncover solutions to the 
most important company issues. 

These facilitated roundtables offer rapid-fire interaction on important topics such as emerging 
trends, innovation, managing risk, and building and sustaining high performance teams. 

Leverage Consumer Neuroscience to Navigate the Changing 
Media Landscape 
Dr. Carl Marci, Co-founder, CEO and Chief Science Officer,  
Innerscope Research
Today people are using smart technology to create and consume content 
at a lightning pace. Based on principles of neuroscience, biometric research taps into 
consumers’ nonconscious emotional response to this rapidly changing media landscape and 
enables brand leaders and corporate executives to make stronger business decisions. We’ll 
delve into case studies, as well as walk through the first-ever Biometric Day in the Life study 
of digital natives and digital immigrants. A new model for understanding and navigating the 
evolution of consumers’ multi-platform media experience will also be presented.

What Really Drives Loyalty and Brand Engagement? 
Robert Passikoff, Founder and President & Amy Shea, EVP Brand 
Development, Brand Keys, Inc.
Today, consumer decision-making, loyalty and brand engagement is more about 
emotion than it is about rational category attributes. Utilizing a leading-indicator loyalty 
assessment tool, this interactive session will cover a number of diverse categories with 
insights drawn from the Customer Loyalty Engagement Index covering categories like retail, 
automotive, restaurants, financial services, OTC products, beverages, hotels, cell phones, 
and wireless carriers, and will identify not only the drivers of loyalty, but the expectations 
consumers hold for those drivers.

Welcome Reception & Dinner
Sunday, February 24, 6:30 – 8:30 pm
Just as important as the structured learning is the opportunity to make the right connections 
with colleagues. The Welcome Reception & Dinner is a fun way to kick off the event and 
an easy way to add to your contact list by providing ample time to connect with other 
C-level executives. Enjoy the lovely weather outside by the Cascata Pool, a sensational 
Mediterranean-inspired setting for cocktails and dinner.

Additional session details available at www.MarketingResearch.org/ceosummit
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tropical oasis 
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insights drawn from the Customer Loyalty Engagement Index covering categories like retail, 
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and wireless carriers, and will identify not only the drivers of loyalty, but the expectations 
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an easy way to add to your contact list by providing ample time to connect with other 
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Additional session details available at www.MarketingResearch.org/ceosummit
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Market Research: Impending Challenges and Changes to a Core 
Pharma Function

BenchmarkingReports.com is a 
service of Best Practices, LLC, the 
world leader in benchmarking. 

BenchmarkingReports.com allows us to 
offer you the knowledge captured from 
our primary research at a fraction of the 
original project’s cost.

Best Practices, LLC has conducted 
cutting-edge benchmarking research for 
top companies since 1991. Our corporate 
motto is “Access and Intelligence for 
Achieving World-Class Excellence.” Let 
us help you find solutions to your current 
business issues today! Visit our corporate 
site at www.best-in-class.com.

Research Background
The market research function plays an 
important role in adding value through 
the strategic process of transforming raw 
competitive data into actionable insights. 
This in turn helps churn out profitable 
results for organizations.

In addition, the pharmaceutical 
and biotech industries are constantly 
developing and with this the market 
research functions at these companies 
are also evolving. It has become critically 
important for companies to continuously 
assess their market research functions 
for enhanced benefits. However, most 
companies are still unaware of how they 
should utilize this function efficiently.

Best Practices, LLC undertook this re-
search to help companies overcome this 
critical challenge. This study captures 
quantitative benchmarks and qualitative 
insights which provide companies with 
a deeper understanding of the future of 
market research. Specifically, the study 
covers the changing roles, responsibili-
ties and trends in market research. In 
addition the study highlights valuable in-
sights on talent development and grow-
ing importance of using outside vendors. 
This report is intended for pharmaceuti-
cal, biotech and medical device market 
research executives.

Research Summary
Market research functions are constantly 
evolving due to changing trends and 
recent developments in pharmaceutical 
and biotech industries. This study 
explores how market research can 
continue to provide increased value 

through these specific areas that include 
in the report:
•	 Market research roles & 

responsibilities
•	 Use of outside resources
•	 Market research talent selection and 

development
•	 Demonstrating market research value 

through key metrics
•	 Ensuring a successful future for market 

research
•	 Metrics and Performance
•	 Practice Insights

The results provided in this report in-
clude key benchmark metrics, executive 
insights and recommendations that can 
be used to map a path to future success 
in market research.

Research Methodology
The study involved a two-pronged 
research approach including quantitative 
and qualitative research. Best Practices, 
LLC researchers surveyed a total of 42 
executives, directors and managers 
representing 34 leading corporations in 
the pharmaceutical, biotechnology and 
medical device industries.

Benchmarking Report at-a-Glance

Sample Featured Organizations
•	 Abbott
•	 Bayer
•	 Boehringer Ingelheim
•	 GlaxoSmithKline
•	 IMS
•	 Johnson & Johnson
•	 Novo Nordisk
•	 Merck
•	 Pfizer
•	 Vertex
•	 Wyeth

Report Overview

This research study explores the future of 
the market research function. The study 
highlights include the changing roles, 
responsibilities, trends, evolving talent 
selection and its development. The metrics 
and in-depth insights help companies 
develop an enhanced market research 
function.

Information Types

•	 12 Data Graphics
•	 3 Information Graphics
•	 120 Metrics
•	 7 Narratives
•	 8 Best Practices

Questions?

For more information, please
contact Best Practices at
(919) 403-0251 or
bestpractices@best-in-class.com

“Now [with newer 
technology] you can have 

someone being interviewed 
in a local market by a local 
interviewer with a camera 
on them. And you’re sitting 
in your drug company office, 
listening to the interviewee 

and simultaneously 
seeing his or her facial 

expressions.”  
– President, Market 

Research Consultancy

BenchmarkingReports.com
BenchmarkingReports.com
BenchmarkingReports.com
www.best
-in-class.com
best-in-class.com
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Participant Demographics
Forty-two representatives from 34 
companies participated in this research. 
Respondents claimed a median of 11 
years experience in the pharmaceutical, 
biotech and medical device industries. Six 
interviewed executives provided in-depth 
responses. Based on responses provided 
from benchmark participants, it can be 
seen that market research supports many 
brands across all stages of the product 
lifecycle-with a median number of 8.5 
brands being supported by the market 
research function.

Participating Companies
3M Pharmaceuticals Galderma

Abbot GlaxoSmithKline

Actelion IDS Canada

Adler Life Sciences, 
LLC

IMS

Alcon InVentiv Health

APP IRIS

Auxilium Johnson & Johnson

Bausch & Lomb Labopharm

Bayer Medrad

BioChain Merck

Boehringer Ingelheim MSD

Cephalon, Inc. Novo Nordisk

Charles River Orion Energy

CSL Behring Ortho-McNeil

Cubist 
Pharmaceuticals

Pfizer

EMD Serono Wyeth

Ethicon Endo-Surgery, 
Inc.

Vertex

Sample Findings
Over the next three to five years, New 
Product Development is expected to 
receive increased support from Market 
Research. Additionally, Strategy and 
Business Development will continue to rely 
on Market Research as a decision support 
service.

Another integral factor in the evolution 
of the Market Research function is 
innovation. Technological advances, 
pressure to reduce costs, and changes 
in research targets and methods all 
drive innovation. Almost 90 percent of 
respondents believe that greater use of 
new/innovative tools and techniques—
more than any other factor—will inform the 
function over the next 3-5 years. Among 
the innovative tools and techniques that 
are at the function’s disposal are:

•	 Interviewing doctors in-office via 
Webcam

•	 Patient-doctor in-office dialogue 
recordings

•	 Patient diary research
•	 Biometric/neurological monitoring, eye 

tracking
•	 Structural equation modeling, hazard 

modeling
•	 Webcast focus groups
•	 Social media/Web analytics

These types of technological advances 
bring forth developments in both external 
data collection and internal asset creation. 
On the topic of external data collection, 
an interviewed president said, “What’s 
generally missing when you’re doing 
interviews through the Internet is the 
body gestures, the facial expressions. 
Now [with newer technology] you can 
have someone being interviewed in a 
local market by a local interviewer with 
a camera on them. And you’re sitting in 
your drug company office, listening to the 
interviewee and simultaneously seeing 
his or her facial expressions.”

The same market research consultancy 
head also touched upon the area of 
internal asset creation, saying, “Market 
Research might have a very nice 
database, but it’s not integrated with 
other intelligence or project pieces within 
the organization. Technology nowadays 
enables us to help companies create an 
asset around market research.”

Develop a core curriculum to support 
career path competencies and grow 
market research capabilities. 
One of the most powerful pillars of a 
research competence platform is the 
development of a baseline, or core, 
training curriculum. The existence of a 
core educational program assures that 
regardless of the nature of the skill-set 
deficiency, courses are available to bring 
an employee up to a minimum standard 
in short order. Core programs may not 
assure excellence, but they can assure a 
minimum level of competence, a model 
of consistency over time and across 
management styles, and even provide a 
cultural foundation for communications 
between staff members.

One pharmaceutical company’s market 
research department has developed a 
program called “Boot Camp,” in which 
new senior staff members receive focused 
development on core skill and orientation 
topics. For two weeks, students receive 
instruction on:

•	 Organization structure
•	 Principles of forecasting case studies
•	 Introduction to market research: 

quantitative and qualitative techniques
•	 Internal and external data sources
•	 Process of market research
•	 Model development

Integrate preferred vendors a 
core part of the supply chain and 
of the intelligence network to 
increase quality and reduce cost of 
outsourcing.
Simultaneously obtaining high quality 
work and low cost from vendors is not an 
easy goal to achieve. Maintaining a list 
of preferred vendors is not enough; the 
interaction with these companies must be 
integrated so that they become a core part 
of the supply chain and the intelligence 
network. If vendors are managed and 
monitored as a critical part of the market 
research organization, they will perform 
at a higher level. In addition to meeting 
this level of accountability, other corporate 
functions, such as procurement can help 
achieve reduced cost and efficiency for 
the overall organization.

One leading manufacturing company’s 
approach of integrating vendors in this 
way takes several forms:
•	 Employ sophisticated Service Level 

Agreements with its vendors to ensure 
consistent quality and expertise levels 
in all the deliverables from those 
vendors.

•	 Procurement plays a leading role in 
pooling vendors. Prices are negotiated 
for larger volumes of contracted 
projects, leading to lower overall costs.

•	 Vendor work quality is audited and 
tracked by Procurement to enforce high 
standards.

•	 Vendors must meet standardized 
methods of data collection and delivery 
that permit development of database 
improvement and expansion, as well as 
long-term integration of data assets.

About Best Practices, LLC
Best Practices, LLC is a recognized leader 
in the field of best practice performance 
improvement. Our suite of customized 
Research and Consulting services can 
assist in improving your company’s 
performance by analyzing the winning 
practices of leading corporations and 
institutions.
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The 2013 MRA Joint Chapter Winter Conference of the Atlanta Southeast,  
Great Lakes, & New England chapters is coming this February 6-8 to South Beach!  

Mark your calendars & register soon for the best joint chapter conference ever! 
 

Join us for exciting presentations and PRC opportunities, network with new 
members, and catch up with old friends.  The Joint Chapter conference committee 

has recruited premier speakers from the research industry and beyond. 
 

Our list of confirmed speakers and topics includes: 

v Ivy Boehm, Chico's FAS, Inc.:  “Demystifying the Inner Consumer” 
v Bill Hancox, True Value Company: “Leveraging Research to Drive Retail Growth at Independently Owned Stores” 
v Keith Malo, Valpak, a Cox Target Media Company: “Leading a 21st Century Corporate Research Practice” 
v Adriana Rocha, eCGlobal Solutions: “MR Communities and Mobile Research with Hispanics” 
v Dan Prince, Catalyst Healthcare Research: “Research+Advertising Yields 10:1 Return for Hospital” 
v Jim Smith, VP-CMO, Atlanta Falcons: Topic TBD 
v Nicole Freund, The Coleman Company, Inc.: Topic TBD 
v Sandy Padulla, Turner Broadcasting System: Topic TBD 

 

Registration fee: only $295 for MRA members ($325 for non-members)  
 

  Register now at www.GLCMRA.org 
 

Our discounted hotel rate at the Shore Club is only $199 per night!  
(CALL 305-695-3100; MENTION THE MRA AND BOOK BY JANUARY 7, 2013 FOR DISCOUNT)  

 

Sponsorships available from $100 to $1500. Contact: Kim White at KWhite@MarketSight.com 
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16th Annual 2012 Brand Keys Loyalty Leaders Identifies New 
Categories, Brands, Consumer Engagement Levels
By Robert Passikoff

Apple, Amazon, Samsung, YouTube, 
and Twitter lead the 2012 Top 100 Brand 
Keys Loyalty Leaders List, the 16th 
annual survey conducted by Brand Keys 
(www.brandkeys.com), the New York-
based brand and customer loyalty and 
engagement research consultancy.

“In 16 years aggregating brand loyalty 
leaders, this is the first time we’ve seen 
such a seismic shift in loyalty leadership 
in terms of new categories and brands 
making their appearance in the top-100,” 
said Robert Passikoff, Brand Keys founder 
and president. “Brand loyalty has always 
been primarily driven by emotional 
engagement, and the rankings this year 
make it crystal clear that connection  
is everything.” 

With 598 brands in 83 categories 
for consumers to rate, there’s strong 
competition for the top 100 spots. “This 
year certain categories rose to the top 
because of the high levels of engagement 
that consumers show, and what they 
deliver versus consumers’ expectations,” 
said Passikoff.

“The good news is that brand loyalty 
is understandable. The better news is, 
it can be quantified and predicted,” said 
Passikoff. “And, in these economic times, 
knowing what’s coming down the road 
gives a brand an extraordinarily powerful 
advantage.”

Twenty-One New Brands – Most 
Facilitate Social Out-Reach
“Twenty-one new brands appear on the 
2012 list,” noted Passikoff. “Most new 
arrivals facilitate social outreach: tablets, 
smart phones and social networks,” with 
Apple and Amazon taking the top  
two spots. 

The top-10 Brand Keys loyalty leaders 
rank:
1.  Apple: tablets
2.  Amazon: tablets
3.  Apple: smart phone
4.  Amazon: on-line retail
5.  Apple: computer
6.  Samsung: tablet
7.  Call of Duty: major league gaming
8.  Samsung: cell phone
9.  Halo: major league gaming
10.  Twitter: social networks

Loyalty Leaders Top-100 Winners  
and Losers
The brands that showed the greatest 
loyalty gains on the list this year were:
•	 Sephora (+60 places)
•	 Starbucks (+55)
•	 Ford (+47)
•	 Samsung smart phones (+30)
•	 Costco (+24)

Brands that saw the greatest erosion of 
loyalty and engagement included:
•	 Netflix (-69 places)
•	 Bing (-60)
•	 Blackberry (-40)
•	 B.J.’s Price Club (-31)
•	 Flickr (-29)

“Some brands suffered losses because 
of the economy as consumers shifted to 
less expensive brands that still held some 
degree of meaning,” said Passikoff. Some 
shifts are due to the creation and adoption 
of new categories that better meet – or 
even exceed – customer expectations. 
But brands that understand that real 
emotional connections can serve as a 
surrogate for added-value will always 
top the list – no matter the state of the 
economy.”

Outreach Is Cellular and Social
Twenty-three percent of the top-100 
brands account for consumer outreach 
and engagement via cellular and social 
networks, and the phones, smart phones, 
computers, and tablets needed for the 
“instant-gratification access consumer 
expectations cry out for,” said Passikoff.

Personal Care Brands Get Trimmed
Last year beauty and personal care 
brands accounted for nearly a third of 
the top-100, but in 2012 represent only 
18 percent of the top-100 brands. “The 
emotional engagement that women share 
with their favorite beauty brands can be 
very powerful, but again; consumers are 
looking harder for a reason to believe and 
a reason to bond – and buy – one brand 
versus myriad ‘me-too’ products on store 
shelves,” said Passikoff.

Retailers Ring Up Fewer Ratings
Retail brands were down nearly a third 
– looking at bricks and clicks providers 

– on this year’s list. “We believe that the 
inability for retailers to provide meaningful 
differentiation – beyond low-lower-lowest 
pricing strategies – has seriously eroded 
loyalty levels in the retail category,” said 
Passikoff. 

Amazon.com is still high on the list 
(number 4), but emotional bonds have 
weakened across the retail category. 
Zappos (number 6 last year) moved down 
the list to number 19 this year; the next 
ranked retailer is Target, at number 36.

Drinking and Driving
Five automotive brands made the top-100 
on the Brand Keys Loyalty Leaders List, 
including: Hyundai (25), Ford (39), Toyota 
(46), General Motors (68), and KIA (99). 
This is the first time GM and Kia have 
made the top-100 rankings.

Alcoholic beverages appeared nearly 
2:1 versus auto brands, with nine vodka 
and tequila brands making the list, 
slightly down from last year. Grey Goose 
maintained its loyalty lead in the number 
13 spot, up two spots, followed by Ketel 
One (24) and Stolichnaya (34). Don Julio 
led the tequilas, ranked number 42.

Apple Takes Three of Five Top Spots  
on Brand Keys’ 20012 Customer  
Loyalty Ranking
Apple appears in three of the first five 
spots – tablets, smart phones, and 
computers. How do they do it in what’s 
becoming ever more complex and 
demanding categories? 

“The answer: Apple creates high 
degrees of loyalty and engagement by 
better meeting or exceeding expectations 
consumers hold for category loyalty drivers 
where the Apple brand competes,” says 
Robert Passikoff.

“We know from our national research 
that measuring real loyalty is a category-
specific business,” added Passikoff. “In 
looking at 83 product/service categories, 
surveying over 49,000 consumers, about 
598 brands, it’s clear that consumers do 
not engage and buy in one category the 
same way they do in another. Can we then 
agree nobody buys a tablet the same way 
they buy toothpaste, a smart phone the 
way they buy spaghetti sauce?”

Special White Paper Feature

Special W
hite Paper Feature

www.brandkeys.com
Amazon.com
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“PRC distinguishes 
me and my 
company  
from others in our 
markets.”
Anne Tancredi Brown, PRC
CEO/Principal
Gazelle Global Research Services

Professionalism Defined
Professional Researcher Certification (PRC) is a powerful tool for individual researchers of all levels of work experience and 
education. PRC is a career-long commitment that shows your peers, your clients and your organization that you have mastered 
the core PRC principles and that you are dedicated to staying current in your profession.

•	New – Apply for your individual Certification online, a quick and easy way for you to begin the Certification process.
•	New – Online exam now available, making it more convenient for you to gain your Certification.
•	New – Sample exam questions available online to test your knowledge before you take the exam.
•	Three	different	research	categories	and	two	levels	ensure	there	is	a	Certification	opportunity	for	you,	including	one	for	

Corporate Researchers.
To learn more about the Professional Researcher Certification (PRC) visit www.marketingresearch.org/certification.
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Special White Paper Feature

Special W
hite Paper Feature

Brand Keys validated assessments is 
a methodology that fuses emotional and 
rational category attributes with product 
benefits and values, and identifies the 
purchase drivers and expectations for 
the ideal product in the category where 
the brand competes. “Then we measure 
brands in the category against those 
drivers. Brands that meet, or exceed, 
expectations that consumers hold for 
those drivers see higher levels of loyalty 
than those that don’t. Always. And loyalty 
correlates extremely highly with positive 
consumer behavior toward the brand and 
– axiomatically – sales and profits,” added 
Passikoff.

Loyalty Drives Sales, Stock Price, 
Market Cap 
If you doubt that fact, check out Apple’s 
stock price and capitalization numbers. 
Identifying the real drivers of loyalty is 
an interesting exercise for marketers 
because once you know what they are 
it becomes difficult not to understand 
how one brand ends up with more loyal 
customers (and sales) than another.

The Drivers of Apple Loyalty
Take what drives loyalty in the 
Tablet category: 
1.  Brand Value (Is this an innovative 

brand I’m proud to be seen with?). 
2.  Advanced Design (Does this brand 

set the bar for the category and 
does it provide intuitive, organic 
connections for me?). 

3.  Features (Does it have everything I 
want and does it provide me with 
more than I thought was possible?). 

4.  Hardware/Software (Does the brand 
support more apps and is it most 
advanced system available?). 

OK, which tablet brand can answer 
those questions best? Apple met 
customer expectations for the category 
at a rating of 96 percent. If you said 
“Amazon,” you’re close. They were 
number 2, at 92 percent.

What are the drivers of loyalty in 
the smart phone category? Availability 
of Apps is first-most important, followed 
by Product Design, Brand Value, and 
Connectivity & Ease of Use. Again, 
ask yourself which brand best meets 
these consumer requirements in an 
extraordinarily demanding category? You 
can quibble about a couple of brands, 
but Apple is number one at 87 percent. 

For sure, Blackberry isn’t measuring 
up for those category drivers. This 
year it’s number 60, meeting customer 
expectations by only 75 percent.

Finally, what drives loyalty in 
the computer category? In order of 
importance to consumers: 
1.  Innovative Design,
2.  Technological Innovation, 
3.  Brand Reputation & Trouble-Free 

Performance, and 
4.  Support, Warranty & Pricing. 

Do the exercise again. If you came up 
with any name other than Apple (with 
a customer expectation rating of 91 
percent), check out the comparable sales 
numbers of the other brand.

“Loyalty metrics are predictive of what 
consumers are going to want to purchase 
12 to 18 months down the road. And, 
while rankings like this list are interesting, 
loyalty strength is a leading- indicator of 
profitability. And that’s something that 
ranks highly on every marketer’s list,” 
noted Passikoff.

Methodology
The Loyalty Leaders analysis was 
conducted in September 2012 and 

includes assessments from 49,221 
consumers, 18 to 65 years of age, drawn 
from the nine US Census Regions, 
self-selected the categories in which 
they are consumers, and the brands for 
which they are customers. Seventy-five 
percent were interviewed by phone, 20 
percent via face-to-face interviews (to 
account for today’s population who are 
cell phone-only consumers,) and the 
remaining consumers assessed categories 
and brands on-line. Loyalty Leader 
assessments examine 83 categories and 
598 brands.

For the complete top-100 2012 
Loyalty Leaders List, please visit: http://
brandkeys.com/syndicated-studies/
loyalty-leaders-list

Robert Passikoff, Brand Key’s founder/
president, is a sought-after speaker 
and thought leader on engagement 
and loyalty. He has pioneered work in 
the area creating the Customer Loyalty 
Engagement Index, the Loyalty Leaders 
List, the Sports Fan Loyalty Index, the 
Women’s Wear Daily Fashion Brand 
Engagement Index, and the Digital 
Platform GPS.

The 16th Annual Loyalty Leaders List gives the loyalty rankings for the top 100 
brands, out of the 598 brands we assessed in 83 industry sectors in the 2012 
Brand Keys Customer Loyalty Engagement Index. N/A indicates that the brand or 
category did not appear on last year’s top-100 list

2012 
Ranking

2011 
Ranking Brand Sector

2012 % 
Meeting 

Consumer 
Expectation

% Change 
from 2011

1 N/A Apple tablet 96% NA

2 N/A Amazon tablet 92% NA

3 2 Apple smartphone 87% +2%

4 1 Amazon online retail 96% +3%

5 5 Apple computer 91% -0-

6 N/A Samsung tablet 90% NA

7 N/A Call of Duty
major league 

gaming
93% NA

8 4 Samsung cellphone 88% +6%

9 N/A Halo
major league 

gaming
91% NA

10 20 Twitter
social 

networks
88% +8%

http://brandkeys.com/syndicated-studies/loyalty
http://brandkeys.com/syndicated-studies/loyalty
http://brandkeys.com/syndicated-studies/loyalty
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From GENESYS Sampling and PRO-T-S Predictive Dialers
to ARCS IVR, Web and Panel Management.

Contact us at 215.653.7100 or visit our website 
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Keeping Informed

Despite a Waning Recession, Brands Still Being Neglected
by Will Gordon

Despite the investment by hundreds of companies in technology to measure 
the ROI of brand investments, few have returned to pre-recession levels of 
brand spending. 

As a result, many brands continue to 
slowly weaken and die. Their impending 
demise is mostly imperceptible, as the 
decline is slow and largely invisible, except 
where companies continue to employ 
classic brand-killing marketing tactics in 
the name of short-term results: 
1. Fire Sale – A sudden surge in 

unusually aggressive discounts or 
couponing that results in prices well 
below your normal promotional levels.

2. Vanishing Stock – The drawing down 
of product inventories to the point 
where customers can’t find what they 
want at any price.

3. Door Busters – The sudden 
appearance of new merchandise with 
the sole purpose of tempting people 
to enter, with little or no connection to 
the normal selection.

4. Whacking the Tracker – The decision 
to suspend brand health tracking (if 
there is any) and all ad hoc brand-
related primary research in order to 
save associated costs.

5. Turn Off the TV – The dramatic 
reduction in, or total elimination of, 
TV advertising along with a shift to 
cheaper media (or none at all).

Companies that routinely monitor the 
ROI of their brand investments know 
that recessions are actually an outstand-
ing time to increase investments in their 
brands rather than pull back on them (see 
cases for Kellogg and Chrysler during the 
Great Depression). They understand that 
consumers are scared and angry and ap-
plying much greater scrutiny to even the 
most basic of purchases. They understand 
that the sudden change in the “behaviors” 
of their brand can draw contempt from 
customers seeking the best value for their 
money. When a premium retailer suddenly 
announces a 70-percent-off sale and it 
goes on for weeks, what are consumers to 
assume? This leads to erosion in loyalty 
and a reduction (or elimination) in all those 
consumer behaviors retailers worked so 
hard to inspire, e.g., positive word-of-
mouth/buzz, proactive referrals, etc.

Most Companies are Still in the Dark on 
Brand ROI
Even given the wide availability of ROI 
measurement capabilities, the majority of 
marketers still don’t have a handle on the 
ROI of brand investments and therefore 
little or no support to their arguments for 
critical brand investments. What should 
they do? There’s no better time than the 
present to crack the code on marketing 
ROI and brand value in order to explain 
and defend all future investments in your 
brand and other marketing activities. 

Among the things marketers should do:
1. Get a handle on the ROI of your 

current marketing mix by hiring a 
firm to build a simple model using 
data you already have. It is not 
unusual for companies to enjoy 25 to 
30 percent first year decreases in cost 
or increases in ROI (depending on 
your goals) from an extremely modest 
investment in ROI modeling (often 
below $100K).

2. Understand the contribution of your 
brand in dollars to the total value 
of your enterprise and establish 
a benchmark for tracking this 
contribution over time. Again, for a 
modest investment, marketers can 
demonstrate that the brand they 

manage contributes substantially to 
the overall value of the enterprise.

3. Understand the drivers of brand 
value and leverage the strengths 
in your brand while addressing 
its competitive vulnerabilities. 
By knowing which qualities and 
behaviors contribute positively to 
your brand’s value, a business case 
can easily be made for why these 
activities need to be sustained or 
even increased.

4. Explore brand extension and brand 
licensing opportunities, leveraging 
your brand’s equity to unlock hidden 
pockets of growth and profits for 
the enterprise (think Nike, Harley 
Davidson, and Rachel Ray as 
examples). Brand licensing, when 
properly undertaken, can dramatically 
increase profits while requiring little 
or no direct investment by your 
company.

5. Know your competitors’ customers. 
Undertake a piece of proprietary 
research that includes your own 
customers as well as those of your 
closest competitors in order to truly 
understand the bases for competition 
and the strengths and vulnerabilities 
of your most ardent rivals.

The best strategy for managing your 
brand in a recession is to focus invest-
ment on those aspects of your brand that 
yield the greatest value as well as on 
those areas where the brand is vulnerable. 
The way to justify these investments is to 
quickly determine the value of your brand 
and the efficiency with which your mar-
keting investments are performing. Only 
then will your business case be competi-
tive with those of other strategic assets.

Will Gordon is Vice President at 
Lieberman, a supplier of primary market 
research services and can be reached at 
gordonw@liebermanresearch.com.
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Urban Trekker 
By Michael A. Smith

Keeping Informed

Urban Trekker: Ethnographic research that generates consumer insights 
using the urban lens and daily access of a United States Postal Service carrier 
to the direct mail customer. What really happens to that direct mail piece? 
Where is that addressee (customer/respondent)?

Marketing has traditionally been defined 
as having four P’s: product, place, price, 
and promotion. While we can debate the 
order, the inclusion of other factors, or 
even the elimination of one of the above, 
they are provided to set the baseline for 
what will be discussed in this space: 
place.

Here, I want you to think of not only 
the physical place – location or domicile 
– where the product, service, or activity 
is physically occurring, but also these 
questions:
•	 Who and where is my customer? (This 

is often considered the marketing 
researcher’s role and we are more likely 
to ask, “Where is my respondent, where 
is my sample?”)

•	 Am I reaching my customer, and if I am, 
how do I reach them more effectively?
Let’s consider that the marketing 

research client has already identified 
its market; has initiated some 
promotional activity (such as direct mail 
advertisement or CRM material); and is 
asking the marketing research agent to 
assist in increasing their understanding 
(and in some cases gaining insight into 
the customer in their market and the 
effectiveness/reach of the corresponding 
direct mail piece). 

One of the first business and research 
questions that the research agent should 

ask to assist the client in gleaning insight 
into the customer and the effectiveness 
of the direct mail message is, “What 
does the direct mail process look like at 
the point of customer engagement – the 
postal mailbox?”

Marketing researchers have been 
keen on mapping processes. From the 
kitchen process to the laundry process, 
we are doing our best to shed light 
on the processes of our customers’ 
interactions to allow us to glean insight. 
Traditional methodologies like diaries 
and in-home studies have evolved into 
online discussion boards and individual 
record/data point analysis. And, many 
researchers have found increasing value 
from various forms of ethnographic 
research – which for today we will refer to 
as urban trekking. That is, the point and 
place where we fully walk in the shoes of 
the individual who meets our customer 
at the post box; the United States postal 
worker.

We have probably never considered the 
role of this person and his employer in our 
customer knowledge, product delivery, 
and customer engagement process. 
Unfortunately, we have likely never 
understood what insights we could gather 
from his knowledge of the cleanliness and 
accuracy of our customer database, and 
at $.09, $.13, up to $.44 cents per contact, 

the impact on our bottom line. 
While we use a variety of software 

packages to help us complete zip code 
analysis or develop trademark processes 
to help us demographically cluster 
groups by location, we should never 
underestimate the wealth of knowledge 
held within our government US census 
website (www.census.gov). How many 
marketing researchers have used one 
of our own methodologies to help gain 
insight into the reach of our marketing 
efforts through direct mail? The wisdom 
shared below is not from a contracted 
study, but from the inquisitive nature 
of a researcher who found marketing 
implications over morning coffee and 
conversation with an urban trekker. 

The top three “ah ha’s” of an 
ordinary postman about your 
customer, your direct mail piece, and 
how he would control your direct 
mail piece if he was a marketing 
research consultant.
1.  I have a one-to-one (1:1) relationship 

with your customer. While you may 
personalize your message to the 
resident at an address, I can tell you 
if, when, and in many cases why they 
will read it. The customer contact 
information that you captured in your 
database, but haven’t consistently 
nurtured and now use to blindly 

www.census.gov
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solicit, is looked upon as “junk mail” 
or “unsolicited contact,” in which 
your customers are uninterested. 
Your “pre-sort standard” mail piece 
versus a “first class” mail piece will 
sit in mailboxes or receptacles.

2. I am your instant messenger – more 
impactful than a 140 character 
tweet and too valuable for the email 
clutter. I can tell you – instantly – 
if a customer is no longer at the 
address in your database. Most 
direct mail pieces do not contain any 
type of additional services, such as 
“address correction requested,” that 
enable the marketer/advertiser to 
receive a notification of the address 
change. Additionally, those changes 
could take anywhere from 7 to 90 
days to be processed in a typical 
CRM system. I would advise you 
to use one “wave or cycle” of your 
direct mail to be a tool for database 
cleansing and request the additional 
services so that you can avoid 
repetitive cost and mailing to the 
same vacant address (or the incorrect 
customer). 

3. I can ALWAYS deliver a direct mail 
piece that is addressed as either 
“Current Resident” or “John Smith 
OR Current Resident.” This is one 
of the most powerful tools available 
to a client or marketing research 
agent who is attempting to deliver 
messages to a broad target in a 
mass mailing. An address label 
that contains these elements 
is deliverable to a non-vacant 
residence, ensuring that the mail 
piece has a final destination. All 
other “Bulk Standard/Pre-sorted” 
mail pieces (the class at which 
most advertisement is purchased) 
are non-deliverable and have “No 
Obvious Value” (NOV). When I find 
items of NOV, they find a home in a 
receptacle or landfill. 

As a final reflection on how his  
daily trek can provide valuable insight to 
the marketing research agent or its client, 
the postman would share that his visual 
observations of the changing behaviors  
of his customers have allowed him to 
develop a few recommendations that 
will improve the efficiencies, expand the 
reach and access to the intended custom-
er. Those three recommendations are:

•	 Increase the engagement level that 
you have with your POTENTIAL and 
EXISTING customer base. Strengthen 
your relationship and accessibility 
with the customer so that you avoid 
marketing message disconnects.

•	 Invest in purchases of CRM software 
and hardware systems AND databases 
that monitor, filter, and scrub datasets 
(direct mail/respondent mail targets) 
in order to avoid the postage expense 
of mail being delivered to vacant or 

incorrect addresses as a result of a more 
highly transient population.

•	 Implement operations activities at 
each customer marketing access point 
(phone, email, in-store at service) 
to increase the likelihood that your 
message, when mailed, will reach the 
intended target.

Michael Smith is a moderator and owner 
of Smithmark,LLC, a full service provider 
of consumer and business-to-business 
market research and consulting services.
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Keeping Informed

Loyalty Lore and Truisms
By Jerry W. Thomas

The many “truisms’’ of customer loyalty lore are mostly a set of mythologies to 
deceive the gullible and exploit the innocent. 

Let us explore these mythologies and then 
talk about best practices for customer 
satisfaction and customer loyalty 
research. 

The Mythologies: 
Rising customer satisfaction 

scores are positively correlated with 
increases in sales. Sometimes this is 
true, but just as often rising satisfaction 
scores are inversely correlated to actual 
sales. For example; as sales go down, 
stores are less crowded and store employ-
ees have more time to spend with cus-
tomers, and often retail prices fall as sales 
go down. All of these factors can result in 
rising satisfaction scores – while sales are 
falling. Retailers, in particular, can “hap-
pily’’ go out of business amid a rising tide 
of customer satisfaction scores.

It costs less to keep your cur-
rent customers than to attract new 
customers. This is usually true, but not 
universally so. Keeping existing cus-
tomers can become very expensive at 
times. Some customers are too costly to 
keep. The key is to focus on attracting 
and keeping the strategically profitable 
customers.

Companies should always strive 
to maximize customer satisfaction 
ratings. Companies can achieve the 
highest possible customer satisfaction 
scores by raising product quality, offering 
unlimited service, and lowering prices. 
But these actions will lead to bankruptcy. 
No; the goal should not be to maximize 
customer satisfaction. The goal should 
be to optimize customer satisfaction so 
that the company’s long-term profits are 
maximized.

One magical question is the ultimate 
measure of customer satisfaction 
and the ultimate predictor of future 
success (the so-called Net Promoter 
Score). The Net Promoter Score is 
derived from a “would you recommend 
this product/service’’ question. Levels 
of recommendation, unfortunately, vary 
greatly by type of business and product 
category. You may recommend a car 
dealership or a restaurant (high-interest 

categories), but not mention a drugstore, 
gas station, bank, or funeral home (low-
interest categories). A better strategy is to 
tailor the customer satisfaction questions 
to your industry, your product/service, 
and to your business goals. Use multiple 
questions that measure satisfaction from 
different perspectives. Don’t buy into the 
illusion of universal truth. Don’t fall for 
simple answers to complex questions.

Customer satisfaction scores are 
all-important; the ultimate determi-
nant of a store’s or a dealer’s evalu-
ation by senior management. Many 
senior executives are not aware that 
satisfaction scores vary by different re-
gions within the US, by the demographic 
makeup of a retailer’s customers, and by 
age of the store. These variances make 
it very difficult to compare the satisfac-
tion scores from one store to the next, or 
across different parts of the country. Few 
companies use sophisticated modeling to 
adjust for all of these natural variances to 
level the playing field.

It’s all about the “customer experi-
ence,’’ as though customer experience 
is a magical, ethereal, transcendental 
idea. Duh? What is so revolutionary about 
the notion of understanding customers? 
Haven’t good companies been provid-
ing good “customer experience’’ since 
(and before) the coming of the Industrial 
Revolution? Isn’t marketing research 
about understanding how customers 
think, feel, behave, and react – at all of the 
touch points? Might customer experience 
just be a new name for something good 
companies have been doing all along?

Key Questions 
Okay, so it’s easy to poke holes in 
the rhetoric surrounding customer 
satisfaction and loyalty measurement, but 
here are some of the questions to think 
about as you contemplate a customer 
satisfaction monitoring program:

What are the objectives and goals of a 
customer satisfaction or customer loyalty 
program? Is such a program likely to 
achieve its goals?

What are the relevant questions, the 
metrics that make sense for your industry 
and your company?

How much measurement is enough? 
Are surveys once or twice a year suffi-
cient to accomplish your goals? Not every 
company needs to continuously measure 
customer satisfaction.

How do you interpret the results? Can 
the results be organized, weighted, nor-
malized, analyzed, etc., so that the ratings 
are fair and useful?

Is a customer satisfaction program re-
ally worth the money it will cost?

Best Practices
Let’s assume you have done your 
homework and answered the above 
questions honestly, and feel that a 
customer satisfaction and loyalty program 
makes marketing and economic sense for 
your company. You have clearly defined 
the objectives for the program. What 
are the best practices to help ensure 
that your company gets the most out 
of its customer satisfaction and loyalty 
program?

Always begin with some type of 
qualitative research (focus groups, depth 
interviews, online forums, ethnography) 
to better understand your customers, 
their perceptions, their experiences, their 
language, their fears, and their issues 
and concerns. If you don’t really under-
stand your customers’ feelings, knowl-
edge levels, and perceptions, and don’t 
understand how customers interact with 
your company, it’s almost impossible to 
design a good customer satisfaction and 
loyalty monitoring program. The quali-
tative research will make it possible to 
design a very good survey questionnaire. 
In fact, the qualitative research should 
be repeated every two or three years as a 
safety check to ensure that your satisfac-
tion program remains relevant and on 
track.

Sampling
Who do you survey? If you only talk to 
your current customers, you may be 
overlooking a sea of dissatisfied former 
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customers. Generally, the best practice 
is to focus your surveys on your current 
customers, but include cells of infrequent 
customers and former customers. If 
you conduct your surveys as visits or 
as transactions occur, your sample will 
tend to be biased toward heavy users. 
This can be a good thing, since heavy 
users account for a large share of your 
business, but it can overstate your 
customer satisfaction scores because you 
are conducting a high share of surveys 
among your most loyal customers. It’s like 
preaching to the choir.

Questionnaire Design 
The first rule is “do no harm.’’ That is, 
your attempts to measure customer 
satisfaction should not lower your 
customers’ satisfaction. This means 
that questionnaires should be simple, 
concise and relevant. Use very simple 
rating scales (2-point, 3-point, 4-point 
scales). Short word-defined scales, e.g., 
Excellent, Good, Fair, Poor, are easy for 
customers to answer, and the results 
are easy to explain to executives and 
employees. Moreover, short scales work 
well on PCs, tablet computers and smart 
phones. Long, complicated scales should 
be avoided. The questionnaire should 
almost always begin with an open-ended 
question, to give the customer a chance 
to tell his/her story. An opening question 
might be: Please tell us about your recent 
experience of buying a new Lexus from 
our dealer in north Denver? 

The questionnaire should always be 
pretested with 20 to 30 depth interviews. 
It’s also best practice to do 500 or 1,000 
surveys, as another type of pretest, and 
factor analyze the answers. Often this will 
allow you to shorten the final question-
naire by eliminating redundant questions 
or attributes.

Survey Data Collection
The method of data collection should 
be tailored to the customer base. 
Mail surveys work extremely well for 
automotive purchases, for instance. 
Telephone surveys are widely used 
because interviewers add a personal 
touch and can ensure that any problems 
are immediately addressed by the correct 
person or department. Online surveys are 
probably the most widely used survey 
method for customer satisfaction. It’s 
often the least expensive, if customers’ 
email addresses are systematically 
collected. Smart phones and tablet 

computers increasingly offer new ways 
to survey customers. Complaint-tracking 
or problem-tracking (types of customer 
satisfaction research) can be conducted 
via QR codes, IVR (interactive voice 
response), or survey invitations on 
invoices, sales receipts, paper coffee 
cups, etc.

Analysis
This is where most customer satisfaction 
measurement systems fail. If you are 
comparing different stores, or different 
geographical areas, you should 
normalize the survey results to make the 
comparisons fair and accurate. If you are 
looking at results for a particular store or 
division over time, you must be wary of 
seasonal variations. When the weather is 
very hot, or very cold, customers might 
tend to be more irritable. During the 
Christmas season, everyone tends to be 
emotionally stressed and satisfaction 
scores can go down. The use of advanced 
statistical methods is essential. 

The best practice is to build relevant 
and useful mathematical models to com-
pensate for data biases and distortions, 
link together important measurements 
in sophisticated ways, and derive simple 
composite results that everyone, even se-
nior executives, can understand and use.

Benchmarking is important. You should 
collect customer satisfaction data for your 
major competitors, if possible, so that 
you have a relevant measuring stick to 
analyze your own satisfaction data. 

Economic Sense
Meeting the needs of customers 
and providing great service doesn’t 
guarantee business success, but it sure 
improves the chances of winning. There 
are no simple, universal truths about 
customer satisfaction measurement 
and management. Each company is 
unique and must think carefully about 
its business model and its objectives to 
design a customer satisfaction and loyalty 
program that really works and makes 
economic sense.   

Jerry W. Thomas is president and chief 
executive officer of Decision Analyst Inc., 
a global marketing research and analytical 
consulting firm. He welcomes feedback, 
suggestions and questions. He may be 
reached at jthomas@decisionanalyst.com 
or 817.640.6166.
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Legal & Legislation Update

Post-Election Outlook for Survey, Opinion and Marketing Research
By Howard Fienberg, PLC

I’m a professional partisan – a full-time advocate for the survey, opinion and 
marketing research profession – so the aftermath of a nation-wide election is 
especially meaningful.

Here is what we know so far: there will 
be 80 or more new Members of Congress 
who we need to get to know and 
educate; Barack Obama is still president; 
Democrats still control the U.S. Senate 
and Republicans still control the House 
of Representatives; and a “fiscal cliff” still 
looms. 

Most importantly, the research profes-
sion’s interests in key policy areas are 
threatened, such as with privacy and 
data security, and the misclassification 
of respondents as employees of research 
companies instead of as independent 

contractors. The outlook is more mixed 
(if not positive) for other issues, such as 
restrictions on calling cell phones, and the 
Physician Payments Sunshine Act.

How could these issues affect you? An 
emboldened FTC might decide that you 
did not adequately publicly describe ev-
ery piece of data you were collecting from 
your online panelists, or did not meet the 
unexplained moving target of adequate 
data security for personal (but not particu-
larly personally identifiable) information. 
Or the Labor Department might declare 
that every respondent to whom you paid 

any amount of incentive is your compa-
ny’s employee. Regulatory micromanage-
ment, fines, penalties and lawsuits could 
all be in your future.

Data privacy and data security
The intense scrutiny of private 
companies’ data privacy and data 
security practices, creation of new and 
expanded privacy rules, and aggressive 
high-profile enforcement on privacy and 
data security concerns, all are likely to 
increase in President Obama’s second 
term if recent history and statements 
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by government officials are reliable 
indicators. 

The Federal Trade Commission (FTC) 
will be a hotbed of concern for research 
over the next four years. The agency 
has already demonstrated its unfriendly 
interest in the research business in its in-
vestigation of and costly settlement with 
marketing research company Compete, 
demonstrating that the FTC’s statutory 
authority in the realm of “unfair or decep-
tive” practices are being interpreted in 
the broadest of fashions. I have it on good 
authority that the FTC has more than 
a few other investigations of research 
companies underway. Current Federal 
Trade Commission (FTC) Chairman Jon 
Leibowitz is generally expected to resign 
next year, but current Commissioners 
Julie Brill or Edith Ramirez, who share his 
interests and point of view on the FTC’s 
approach to privacy, are likely to succeed 
him.

The National Technology and Informa-
tion Administration (NTIA), which has 
been tasked with implementing Presi-
dent Obama’s “Consumer Privacy Bill 
of Rights” through a multi-stakeholder 
process, will undoubtedly sport new lead-
ership next year. How strongly the new 
leadership presses for results remains to 
be seen, but the Obama Administration 
certainly retains interest. Industry stake-
holders like MRA have a sincere com-
mitment to positive results, at least from 
the initial mobile apps privacy process 
(which can be followed closely on the 
MRA website), for fear that activists will 
seize upon failure to push for aggressive 
regulatory maneuvers instead.

The House Energy & Commerce Com-
mittee returns with the same leader-
ship, but some key players will differ. 
The defeat of Commerce Subcommittee 
Chair Mary Bono Mack (R-CA) opens her 
position overseeing data security and 
privacy issues. The assumed departure 
of Communications Subcommittee Chair 
Greg Walden (R-OR) to head the National 
Republican Congressional Committee 
(NRCC) opens another, with oversight of 
the FCC and some privacy issues. In the 
mix for both positions are Lee Terry (R-
NE) and Marsha Blackburn (R-TN), both 
generally favorable to the research profes-
sion and our interests. Whether Bono 
Mack’s replacement continues to pursue 
data security legislation in the mold of 
the SAFE Data Act (which MRA success-
fully helped amend in 2011) remains to be 

MRA’s push for a workable 
baseline privacy law will 
not likely bear fruit for 

the next few years, but we 
should be able to build 

interest among a variety of 
legislators and regulators 

for the long term. Such 
a baseline will allow 

for research to prosper 
while providing basic 

protections for consumers 
in a fractured and diverse 

marketplace.

seen, but we assume that Terry or Black-
burn would be less likely to favor exces-
sive government regulation of privacy the 
way Bono Mack sometimes did.

Democrat Ranking Member Henry 
Waxman (D-CA) will return as well, and 
he and Ed Markey (D-MA) will continue to 
advocate for a heavy regulatory hand on 
privacy controls, such as: giving the FTC 

full authority to determine what consti-
tutes personally identifiable information in 
a data security incident instead of focus-
ing strictly on the sort of data susceptible 
to criminal abuse of consumers; or Rep. 
Markey’s Mobile Device Privacy Act.

Democrat Chairman Jay Rockefeller 
(D-WV) will be back atop the Senate Com-
merce Committee. His privacy positions 
rarely favor the research profession, such 
as his Do-Not-Track Online Act, which 
has been explained by Committee staff 
as, “Hey, FTC, do something on do-not-
track, whatever it takes, and please don’t 
break the Internet.” Opposite him as the 
new Ranking Member, replacing the 
retiring Kay Bailey Hutchison (R-TX), will 
be Jim DeMint (R-SC), arguably the most 
libertarian member of the Committee and 
advocate of a hands-off approach to most 
regulatory issues, including data privacy.

The Senate Judiciary Committee will 
continue to be a battleground for data 
security, with intense interest from 
Chairman Pat Leahy (D-VT) in passing 
comprehensive (and restrictive) legisla-
tion. Republican Ranking Member Chuck 
Grassley (R-IA) does not share those 
interests, but will be unlikely to have 
much impact. Privacy Subcommittee 
Chairman Al Franken (D-MN), as well as 
Richard Blumenthal (D-CT), are carving 
out leadership positions on sophisticated 
and exceptionally restrictive regulation of 
emerging privacy areas, such as mobile 
device privacy and data brokers. Opt-in is 
the minimum they will demand in order to 
collect, use or share data, and both Sena-
tors are interested in enforcing such data 
privacy restrictions through private class 
action lawsuits.

Bob Goodlatte (R-VA) will replace Lamar 
Smith (R-TX) as chairman of the House 
Judiciary Committee opposite Ranking 
Member John Conyers (D-MI). The Com-
mittee should look more closely at privacy 
and data security than it has for the last 
few years with Goodlatte, a technology 
policy maven, in charge.

MRA’s push for a workable baseline 
privacy law will not likely bear fruit for the 
next few years, but we should be able to 
build interest among a variety of legisla-
tors and regulators for the long term. 
Such a baseline will allow for research to 
prosper while providing basic protections 
for consumers in a fractured and diverse 
marketplace.

Misclassification of respondents as 
employees of research companies
The 2nd Obama Administration could 
prove most harmful to the research 
profession through decisions made 
at the Department of Labor and the 
Internal Revenue Service (IRS). Both 
agencies during the last four years 
have been skeptical about, if not hostile 
to, independent contractor status for 
respondents. Labor in particular has 
insisted during audits of research 
companies that respondents were 
employees of the research companies, 
instead of independent contractors, 
assuming they were given any amount 
of respondent incentives to participate. 
For example, this would mean that you 
owe some of your respondents overtime 
wages, failed to pay many of them the 
federal minimum wage, and violated 
youth employment law by conducting 
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a survey amongst 12-year-olds, even 
though you had their parents’ explicit 
consent

The continuing risk of regulators 
misclassifying respondents was MRA’s 
motivation to create and introduce the 
Research Fairness Act (H.R. 5915) in Con-
gress, which would clarify in Federal labor 
law that respondents are independent 
contractors instead of research compa-
nies’ employees. Unfortunately, prospects 
for passage of the Research Fairness Act 
in the next Congress are not great. Our 
best hopes are that hearings on this and 
related issues, defensive actions from 
Members of Congress, and growing sup-
port for the Act, will help keep Labor and 
the IRS at bay.

The House Education & Workforce 
Committee will be led again by Chair-
man John Kline (R-MN) and he has been 
relatively supportive of independent 
contractor status. By contrast, Democrat 
Ranking Member George Miller (D-CA) is 
exceptionally hostile to independent con-
tractor status, although his staff so far has 
not opposed the Research Fairness Act. 
Chairman Kline wants to reform the Fair 
Labor Standards Act (FLSA), a law the 
Research Fairness Act seeks to amend, so 
we may be able to advance it that way in 
the House.

Chairman Dave Camp (R-MI) will be 
back to chair the House Ways & Means 
Committee. While he has been generally 
supportive of independent contractor sta-
tus, Democrat Ranking Member Sander 
Levin (D-MI) has generally been un-
friendly to independent contractor status, 
and Committee member Jim McDermott 
(D-WA) is the leader in opposing it. Re-
publican staff and Members have gener-
ally indicated that they will fight against 
independent contractor status getting 
hurt in tax or “fiscal cliff” legislation.

In the Senate, Finance Committee 
Chairman Max Baucus (D-MT) has not 
been particularly focused on independent 
contractor status and Ranking Member 
Orin Hatch (R-UT) has always been a 
champion of it. The lead Democrat in the 
campaign against independent contractor 
status has been, and will continue to be, 
Committee member John Kerry (D-MA), 
unless he joins the Obama Administration 
as Secretary of State.

Meanwhile, Health, Education, Labor 
& Pensions (HELP) Committee Chair-
man Tom Harkin (D-IA) has been very 
hostile to independent contractor status 
and would be unlikely to ever allow the 

Research Fairness Act to be considered 
by his Committee. New Ranking Mem-
ber Lamar Alexander (R-TN) is broadly 
supportive of protecting independent 
contractor status.

This obviously is one area – among 
many – where elections have distinct 
consequences. 

Calling cell phones
There’s little reason to expect dramatic 
changes to the Telephone Consumer 
Protection Act (TCPA), the law 
prohibiting most research calls to cell 
phones. With the 2011 failed attempt 
in the House of Representatives to 
modernize the TCPA, it could be many 
years before any elected politician 
considers trying again. However, MRA’s 
success this year in beating back a 
Federal Communications Commission 
(FCC) proposal to make the TCPA even 
more restrictive for survey research has 
led to a series of requests for clarification 
from the FCC that may yet lead to an 
easing of the TCPA’s burden on research 
through the more quiet and mercurial 
regulatory process.

MRA doesn’t shy away 
from the dark clouds. 
We are in the nation’s 
capital, solidifying old 

friendships and building 
new ones. With your help, 

we can educate and 
influence the legislators 

and regulators who would 
otherwise crush the 

research profession through 
misguided regulations 

and enforcement actions. 
Together, we can help 
protect the research 

profession and help it  
to prosper. 

Physician incentives and “Sunshine”
The Physician Payments Sunshine 
Act, part of the Affordable Care 
Act (a.k.a., “Obamacare”), requires 
disclosure of all manner of payments 
between pharmaceutical and medical 
device manufacturers and health care 
professionals. Thanks to MRA’s dogged 
campaign in 2008-2010, with assistance 
from PMRG, respondent incentives were 
excluded from disclosure in the Sunshine 
Act. Unfortunately, at the federal level, 
some researchers still appear to be 
bumping up against overly-conservative 
compliance departments within their 
industry clients – compliance departments 
that somehow still don’t comprehend that 
marketing research incentives are excluded 
from the transparency scheme.

MRA will be seeking an advisory opinion 
from the federal implementing authority, 
the Centers for Medicare and Medicaid 
Services (CMS), to clarify the exclusion for 
respondent incentives. Also on the positive 
side, the Sunshine Act has fueled, directly 
and indirectly, our successful efforts to beat 
back comparable legislation at the state 
level and to repeal it in Maine and Wash-
ington, DC.

The next four years
Four years ago, the morning after election 
day, with MRA conference attendees barely 
having had time to cheer or mourn the 
results, I warned of “dark clouds” gathering 
for the profession on research-related policy 
issues. We grappled with some of those 
issues well and emerged in decent shape 
(e.g., the Physician Payments Sunshine 
Act), but the dark clouds for privacy are 
as worrisome as ever. Most importantly, 
there were policy issues not even on 
anyone’s radar at the time, like respondent 
misclassification, that will be front and 
center for at least the next four years.

MRA doesn’t shy away from the dark 
clouds. We are in the nation’s capital, 
solidifying old friendships and building new 
ones. With your help, we can educate and 
influence the legislators and regulators who 
would otherwise crush the research profes-
sion through misguided regulations and 
enforcement actions. Together, we can help 
protect the research profession and help it 
to prosper. Join us today.

Howard Fienberg, PLC, is MRA’s 
Director of Government Affairs. He lobbies 
for the survey, opinion and marketing 
research profession in the U.S. on behalf of 
MRA’s members.
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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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Things That Make You Go Hmm

Public relations is deemed the most important element in 
the marketing mix by those in the US, finds Cint
‘Public relations’ is deemed to be the most important component 
of the promotional mix by those in the United States whose roles 
incorporate marketing, including the use of channels such as 
social media and search engine optimization (SEO). This was 
the finding of a study carried out by Cint, a global provider of 
technology to gain marketing insights. The survey, undertaken 
in 2012, investigated people’s attitudes regarding the practice of 
marketing and gauged opinions of the sector as a whole. 

A total of 486 people, all of whom had previously undertaken 
market research, were polled from the United States, United 
Kingdom, Spain, Sweden and Germany. 36 percent of those 
surveyed in the US cited ‘public relations’ as the most important 
function within marketing, followed by advertising (27 percent) 
and social media (21 percent). The opinions of those in the US 
vastly differed from their European counterparts, with British 
and Spanish respondents believing advertising was most 
important. Social media was considered most useful in Germany 
and Sweden. 

Note: This survey polled nearly 500 individuals working within 
the marketing sector across five countries and was undertaken 
in March 2012. An infographic representing the survey results is 
available from Punch Communications: Victoria Harris or Gina 
Tunley at Punch Communications on +44 (0) 1858 411 600 or 
cint@punchcomms.com 

Basic Training for Millennials and Other Praise Junkies
In an attempt to motivate employees, managers commonly use 
excessive praise. Everything is supposed to be a good job or 
great or super! This is part of the fake happiness phenomenon 
that has taken hold in the US. Some praise is fine when 
personnel do something really impressive. However, praise is 
used so much that it actually leads to people who cannot be 
motivated without it... Praise Junkies!

Praise Junkies get hooked early in life, with the assistance 
of parents and relatives who praise much of what the child 
does. Soon, rather than exploring for the pleasure of learning 
or understanding the world around them, which they would 
normally do automatically, the child looks to Mommy and Daddy 
for praise. Some of this is fine, but most parents over-praise to 
the point that the child loses his or her natural motivation to 
explore and learn! Instead, they do things to get praise.

This continues in school with teachers who also praise 
everything. Teachers think that they can motivate students 
with praise, but they’re just continuing to destroy the student’s 
natural motivation to learn by replacing it with the motivation to 
get praise. This is no way to create an independent thinker who 
is self-motivating. Soon the child finds school boring because 
he can no longer motivate himself to learn. When the child gets 
to college, there’s more praise in the form of grade inflation. 
When these individuals start working, they expect more endless 
praise. Do you want to play this silly game? I don’t! 

Thousands of such future employees, or Millennials as they 
are commonly called, graduate from colleges every year. Much 
has been written about how “wonderful” this generation 
is and how they will change the workplace for the better. 
When I was teaching full-time at universities, I dealt with 

Millennials everyday. I learned much about them and do not 
see the value some people say they offer. Much to the contrary, 
they have significant deficiencies in many basic areas. They are 
characterized by low self-esteem and thin skin, plus they expect 
special treatment. Additionally, they demand endless praise, 
even when they fail. They might be unique and “special” to their 
parents and teachers, but that’s not a value proposition to potential 
employers. Here is a summary of the myths verses reality.

Millennial “Specialness” vs. Reality
•	Multitasking – cannot pay attention long enough do get 

anything important done; can do many things at once, but none 
of them very well 

•	Very team oriented – do not have sense of accountability, 
cannot think for themselves, cannot work or figure things out 
alone 

•	 Inclusive and nonjudgmental – less likely to question things 
and make them better, so innovation is unlikely 

•	Social media experts – unable to communicate with real 
people, particularly anyone who is different or as they call anyone 
who is different... “weird.” They are also unable to write in proper 
English or articulate their ideas when speaking. 

•	Expect to do well – not willing work to earn what they expect, 
no work ethic; cannot bare to hear that they are not doing well 
and need improvement 

•	Like structured activities – cannot deal with an unstructured 
real world, which is a problem when working in a dynamic global 
environment 

Some people say that companies will have to change to 
accommodate this generation. It is rather hard to convince 
companies to change for millennials (even if there are millions of 
them) given this set of characteristics. If companies were to do so, 
they would not be able to get their work done! 

There is a great need for helping Millennials and other Praise 
Junkies to grow-up and adapt to the real world...something like 
military basic training. The military does not change for the 
millions of recruits it enlists, they change for the military. Military 
basic training has turned kids into adults for decades and it works. 
If the military didn’t have basic training, we would lose every 
conflict. The fact is that people need to grow up and work for what 
they get. This is true in the military and at work. 

At boot camp, there’s no use of excessive praise. Recruits change 
from civilian to soldier in a short period of time. Something similar 
is needed for Praise Junkies and Millennials. They need a training 
experience that helps them lose their addiction to praise, grow-up 
and learn to motivate themselves based on how well they perform. 
It could be a couple of days long, with classes explaining the 
problem and how to replace praise with self-monitoring and self-
recognition. The results will be more mature and self-motivating 
workers.

Basic Training Learning Goals
•	 You do not automatically deserve special treatment. You are not 

special until you do special things. 
•	 Work hard for what you get, there is no grade inflation at work
•	 Persistence usually pays off; don’t quit when things get difficult. 
•	 Deal with less praise and learn to motivate yourself. 
•	 Pay attention to one thing at a time and do it well. 
•	 Become proficient in written and spoken communication. 
•	 Learn to deal with uncertainty and figure things out. 
•	 You do NOT have a right to never be offended! 

mailto:cint@punchcomms.com
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•	 Don’t be afraid to critique yourself or have others do it for you. 
Develop a thick skin! Being a sensitive cry baby is not a virtue. 

•	 Stop being so nice & start being more real. Speak your mind! 
•	 You don’t have to be happy all the time; it’s normal to be in a 

crappy mood sometimes. 
•	 Learning does not have to be fun; some of the most important 

lessons are a product of adversity. 
•	 Optimism isn’t saying that everything is “SUPER GREAT”! It is 

identifying problems, believing you can solve them and solving 
them; even if it’s hard to do. 

•	 Generalizations are valuable, they are not supposed to predict 
100%. 

Some outdoor activities could also be part of the training to build 
self-confidence, because unfortunately many Millenials and Praise 
Junkies also have very low self-esteem. Employees should learn 
how to recognize when they’re performing well, and their jobs 
should provide much of the feedback. In some cases, recognition 
must be provided by other workers because the employee cannot 
see the significance of the contribution they make to a product or 
service. After the training, further adjustment would be provided 
by openly discussing the importance of being self-motivated. 
Basic training graduates who do not improve and cannot self-
motivate, must leave the organization.

Conclusion
If your goal is more innovation, you must have self-motivating 
creative workers who love to do their jobs. They are more likely 
to be creative, adapt to a changing environment, and take risks. 
This is the foundation of innovation firms needs to beat the 
competition. By doing the hard work necessary to help Millenials 
and Praise Junkies transform into mature and self-motivating 
employees, you advance the goal of creating a more innovative 
and dynamic organization.

Related Videos: 
Echo Boomers: http://www.cbsnews.com/video/watch/?id=73802
86n&tag=mncol;lst;6

The Age Of The Millenials: http://www.cbsnews.com/video/
watch/?id=4126233n

You Are Not Special Commencement Speech: 
http://www.youtube.com/watch?v=_lfxYhtf8o4

Eric J. Romero, PhD is an expert in Unconventional 
Leadership, Culture, Strategy & Innovation. He helps 
managers become unconventional leaders who innovate 
and beat the competition. For more information go to www.
CompeteOutsideTheBox.com. 

America’s Affluent Crave Content
According to Steve Kraus, Chief Research & Insights Officer, 
Audience Measurement Group, Ipsos MediaCT

Last week, Ipsos MediaCT released findings from the 2012 
Mendelsohn Affluent Survey. Now in its 36th consecutive year, 
the survey tracks the lives, lifestyles and media habits of Affluent 
Americans (defined as the 59 million adults with $100K+ annual 
household income).

One of our key findings is that Affluent hunger for content and 
connectivity continues to grow – both in print and digital formats.

Affluents read an average of 18.7 issues of print publications from 
an average of 8.2 titles, with 82 percent of Affluents reading at 

least one of the 150 measured and reported print publications – all 
of these metrics are very stable from 2011, and all are substantially 
higher among Ultra Affluents ($250K+ HHI). Moreover, the six 
national daily newspapers measured showed a substantial 3.9 
percent increase in overall readership.

At the same time, Affluent interest in digital devices and media 
continues to grow. The 2012 Mendelsohn Affluent survey 
finds that tablet ownership essentially tripled from 2011, to 26 
percent, with smart phone ownership also rising significantly, 
to 55 percent. Hours online weekly rose 14 percent, to 37.4 
hours a week, with the largest growth related to social media, 
entertainment and shopping.

The stability in print readership, and the growth in national 
newspaper readership, is particularly remarkable given the sharp 
increases in Affluent downloading of magazine and newspaper 
apps. In 2012, 4.7 million Affluents downloaded a magazine app, 
nearly doubling from 2.4 million in 2011; 7 million downloaded a 
newspaper app, up more than 50 percent from 4.6 million in 2011.

Economic anxiety remains prevalent, but there are signs of a 
broad Affluent engagement in the marketplace. For example, 
65 percent of Affluents agree, “Sometimes I treat myself to 
something, even though I don’t need it,” and 63 percent agree, 
“I still have some money left over for a little indulgence.” These 
conclusions are complemented by findings from the Mendelsohn 
Affluent Barometer tracking survey, which suggests growing 
luxury interest among Affluents in general, and Ultra Affluents in 
particular.

As a whole, the survey suggests considerable opportunities for 
marketers, advertisers and media brands focused on the Affluent 
market. The day may come when Affluents are saturated and 
satiated with media, but that day is not yet here.

For more information about this article, contact:  
Ginny Grimsley: 727-443-7115, Extension 207, Ginny@
newsandexperts.com

How to Detect & Protect Against Workplace  
Bullying – a Chronic Corporate Disease
Stories of workplace bullying are commonplace throughout the 
United States.

Some real-life examples:

Mavis: “When I started there, I was told that someone had been 
acting in the position and had expected to get the job. This 
person continually undermined me and turned other staff against 
me. I endured 12 months of hell, and felt as if I was sinking in 
quicksand.” 

A male employee at a different company: “The misery took over 
my whole life. I turned nasty and bitter and treated my wife and 
kids like whipping posts. After many visits to a psychologist, I 
was able to think of all the positive things in my life. Now I look 
back and think I wouldn’t want to go through that experience 
again.”

In general, there are no legal repercussions for non-physical 
bullying except in specific cases, such as sexual harassment. 
In fact, bullying is a character trait that tends to be condoned 
in American society. Consider our national obsession – football. 
The object of this celebrated game is to get the ball to the other 

http://www.cbsnews.com/video/watch/?id=7380286n&tag=mncol
http://www.cbsnews.com/video/watch/?id=7380286n&tag=mncol
http://www.cbsnews.com/video/watch/?id=4126233n
http://www.cbsnews.com/video/watch/?id=4126233n
http://www.youtube.com/watch?v=_lfxYhtf8o4
www.CompeteOutsideTheBox.com
www.CompeteOutsideTheBox.com
mailto:Ginny@newsandexperts.com
mailto:Ginny@newsandexperts.com
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player’s goal, no matter what it takes: trampling, hitting, 
pushing, screaming. If football is a metaphor for American 
society, then the winner is the person who pushes others out of 
the way and wins no matter the cost. 

Bullies win by controlling situations and people around them. 
They crave power and the attention that comes from getting 
what they want.

The effects of working with a bully
Adults have a difficult time performing their jobs effectively 
when subjected to bullying by a co-worker. It takes a toll 
physically because of our physiological responses to emotional 
stress. Typically, victims endure feelings of depression, guilt and 
shame, and they suffer sleep loss and fatigue. In some cases, 
victims begin to believe the bully’s behavior is warranted, and 
they develop feelings of worthlessness. They cannot complete 
tasks at the same level as others in their units. 

Victims of bullying may suffer from panic disorders, post 
traumatic stress syndrome, agoraphobia and stress-induced 
high blood pressure. If they leave the job or are docked because 
of resulting lowered performance, they face economic issues. 
Some take their own lives. 

The abuse takes a toll on victims in every way imaginable. 

Are you a bully?
Being accused of being the bully can be difficult to accept. 
You may believe your actions were unintentional, or a justified 
emotional response to provocation. Perhaps, you see yourself as 
the only one in the office qualified to do anything right. However, 
whatever you have said or done, whether purposefully or not, 
you have created a culture of negativity for at least one person 
and you need to honestly assess the situation and your role in it.

Symptoms that you may be the bully include:
•	 Insulting a coworker (remember, one person’s “joke” may be 

another’s insult).
•	 Undermining another employee’s work by creating a hostile 

environment or perhaps by consistently calling their attention 
to “flaws”. (Bullies focus on a person, while constructive 
criticism focuses on a task.)

•	 As an employer, ignoring your employees’ suggestions.
•	 Humiliating your employee in front of others.

If any of these sounds like something that you may be doing, it 
is important to address this immediately with your victim. You 
may want to speak with your doctor about getting help, such as 
counseling, sensitivity training, anger management and other 
seminars.

It is important to understand the signs and symptoms of a bully 
in order to help the victim and the victimizer deal with and 
exterminate the behavior.

If you are a victim, diligently record workplace bullying events. If 
you choose to make a formal complaint, you will be responsible 
for providing information should there be charges brought 
against the bully. 

Rakesh Malhotra, founder of Five Global Values (www.
FiveGlobalValues.com), is a world-traveled, values-driven 
business leader who specializes in organization behavior. 

According to Alex Goldfayn of The Evangelist  
Marketing Institute
People hate change, and Microsoft’s new Windows 8 computer 
operating system is being met with confusion and frustration. A 
recent poll showed that just 35 percent of Americans believe the 
radically overhauled OS will be an improvement over Windows 7. 
Indeed, qualitative stories have consumers completely confused 
about what to do with the strange new tiles. “Where’s the Start 
button,” they ask. 

It’s surprising to see Microsoft essentially porting its mobile 
operating system onto desktops. Apple’s computer OS has not 
changed its core icon-and-window look and feel in decades. The 
iPhone experience looks and feels essentially the same as it did 
five years and seven model releases ago. 

Even “radically redesigned” automobiles are mostly identical to 
the previous model. You won’t see Land Rover making roadsters, 
just as you won’t see Stephen King writing romance novels. 

That’s because customers – and members – demand experience 
consistency. And your hard-won evangelist members are with 
you because they trust you. You’ve become second nature to 
them. Microsoft is asking its hundreds of millions of customers 
to invest time, energy, and stress – all to basically continue using 
a computer for the same results as before. And most people will 
rightfully decide it’s not worth the investment.

When the time for a new PC comes, and people will know they 
have to learn a new operating system no matter which computer 
they choose, guess which company they’ll seriously consider for 
the first time. Microsoft is voluntarily giving up the goodwill it 
has built with customers here.

Consistency is the key: Create new offerings and services for 
your members. Improve your existing ones. Offer new options. 
But keep the core experience consistent. Members stay with you 
for a reason: They rely on you. They trust you. They know what 
to expect from you. Don’t take that away from them.

Alex Goldfayn is the CEO of The Evangelist Marketing Institute, 
a private strategy and marketing consulting, coaching and 
speaking practice. Clients include Logitech, TiVo, and Sprint, 
among more than 100 others. 

The Taste Signature Revealed: The Power of Emotions 
of Taste of Food and Drink Brands by Derek Roberts & 
Thornton Mustard
Heads of innovative market research firm expose the secrets 
of the emotional connection consumers have with food, and 
how you can use them to gain the competitive edge in food 
marketing. 

Supermarkets and other food and drink retailers present the 
modern consumer with a daunting and ever-increasing range 
of products claiming to satisfy their needs. But somehow 
consumers are able to make swift decisions in choosing a Pepsi 
or Coke, or between a dizzying selection of candy bars. But 
what influences these decisions, steering us to favor a particular 
product? Is everyone predisposed in the same way and if so why 
do some of us choose different foods or drink items over others? 

In their illuminating new book The Taste Signature Revealed 
Derek Roberts and Thornton Mustard provide a unique insight 
into the ways our conscious and subconscious emotions 

www.FiveGlobalValues.com
www.FiveGlobalValues.com


Mra’s Alert! Magazine – december 2012                                                                                                                                                                                 49 

promote taste preference in food, ultimately influencing 
purchasing and consumption habits. They explain how 
understanding this principle of the ‘Emotional DNA of Taste’ 
can empower food market researchers and food scientists alike 
in making key decisions on how to best promote their product. 
Using qualitative research data amassed over years of market 
research by their company QEP Marketing Clinic for major 
brands such as Coca-Cola, Mars and Kraft, the pair detail what 
they call The Taste Signature. Based on the work which QEP 
Marketing Clinic has conducted internationally, this detailed 
framework reveals how consumer perceptions evolve and 
diversify between contrasting cultures, age groups and societal 
change. Furthermore it demonstrates how taste is ‘mapped’ 
to the emotional delivery in food, allowing for measurement of 
these emotional reactions. 

The Taste Signature Revealed is a must read for marketing, 
market research specialists and technical sensory scientists in 
the food and beverage industry plus anybody interested in food 
and drink in general. It is a versatile research and development 
tool for major brands and brands yet to be established. The 
information within this specialized book can then be applied 
directly to the development of products and their advertising 
campaigns thereby potentially gaining a decisive advantage in a 
highly competitive sector. 

About the authors: Derek Roberts started a decorated career 
in marketing as a graduate trainee with Cadbury Schweppes. 
Thornton Mustard founded QEP Marketing Clinic in 1984 after a 
role as Managing Director of Wrigley’s Chewing Gum in the UK. 
The Taste Signature Revealed (Published by Ecademy RRP $30) 
is available at Amazon.com and at all good book retailers. 

For media information, please contact: Chris Sansom at 
Authoright / chris@authoright.com

According to Ipsos Public Affairs on behalf of Offers.com
Despite the current state of the economy, more than one in 
ten U.S adults (13 percent) plan to spend more this coming 
holiday season than they did last year, according to a new poll 
conducted by Ipsos Public Affairs on behalf of Offers.com. Yet 
many adults are not taking advantage of online coupons that 
could help stretch their holiday dollars, with more than one third 
of online shoppers (36 percent) saying that they never look for 
coupons or deals when shopping online, an increase from 23 
percent in 2011.

In addition to the 13 percent of adults who plan to increase their 
holiday budgets this year, another 46 percent report that they 
intend to spend about the same amount as they did last year on 
holiday shopping, while just 37 percent plan to spend less.

Nearly three quarters of adults (71 percent) say that they shop 
online, including 12 percent who do so at least weekly. One 
in five (21 percent) say that they make purchases online on a 
monthly basis, and 38 percent say do so at least a few times  
per year.

Among those who do shop online, 10 percent say that they 
always look for a coupon or coupon code to make their shopping 
dollar go farther, and an additional 14 percent do so most of the 
time. However, a majority of online shoppers are overlooking 
opportunities to save, looking for online coupons only once in a 
while (25 percent) or never (36 percent).

Over one in five respondents (23 percent) find online coupons 

and/or coupon codes through emails from their favorite retailer 
or the website that they are purchasing from. Another 19 
percent of respondents search for coupons using a search engine 
like Google, Yahoo, or Bing. One in ten (10 percent) rely on an 
online coupon or daily deal website such as DailyDeals.com, 
Groupon, or Living Social. Almost half (49 percent) report that 
they don’t use any of the main sources to find online coupons 
and coupon codes.

Furthermore, many consumers are not taking advantage of 
online coupon sites for their holiday purchases, with more than 
four in ten consumers (42 percent) saying that they are not at 
all likely to look for online coupons or coupon codes before they 
make a purchase online. An additional 16 percent say that they 
are not very likely to look for these deals, while 41 percent are at 
least somewhat likely to do so.

Even fewer (24 percent) say that they are likely to use a daily 
deal site (such as DailyDeals.com, Groupon or Living Social) to 
purchase a gift this holiday season. While a majority (52 percent) 
say that they are not at all likely to take advantage of these sites.

Likewise, few are spending much time researching the best 
prices for each of their holiday purchases. Six in ten (60 percent) 
consumers spend less than an hour hunting for the best prices 
for their holiday purchases, with 25 percent saying that they 
spend one to three hours, and just 8 percent reporting spending 
over three hours. 

Perhaps to make their holiday budgets go farther this holiday 
season, when planning for this holiday shopping season, 
more than one-third of consumers (36 percent) look for deals 
throughout the year and an additional 23 percent keep their eye 
on online specials and daily deals. A third plan on shopping on 
Black Friday this year, and 10 percent are waiting until Black 
Friday or Cyber Monday to start their shopping.

When asked if they plan to shop on Black Friday this year, one 
in five (18 percent) respondents report that they plan to shop 
primarily at stores, 4 percent plan to shop primarily online, and 
10 percent plan to shop both online and at stores. Two thirds 
of respondents (66 percent) say that they don’t plan to shop on 
Black Friday.

These are some of the findings of Ipsos polls conducted October 
4-8, 2012 and September 8-13, 2011. For the surveys, nationally 
representative samples of 1,001 randomly-selected adults aged 
18 and over residing in the U.S. were interviewed via Ipsos’ U.S. 
Telephone Express omnibus. With a sample of this size, the 
results are considered accurate within ±3.1 percentage points, 
19 times out of 20, of what they would have been had the entire 
population of adults in the U.S. been polled. The margin of 
error will be larger within regions and for other sub-groupings 
of the survey population. These data were weighted to ensure 
the sample’s regional and age/gender composition reflects that 
of the actual U.S. population according to data from the U.S. 
Census Bureau.

For more information on this news release please contact: 
Julio Franco, Associate Vice President, Ipsos Public Affairs, 
1.646.313.6117, julio.franco@ipsos.com

Amazon.com
mailto:chris@authoright.com
Offers.com
Offers.com
DailyDeals.com
DailyDeals.com
mailto:julio.franco@ipsos.com
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Industry News & Announcements

Schlesinger Associates Announces Several New 
Appointments
Schlesinger Associates is pleased to announce the appointment 
of Laura Haxton-Wilde as Managing Director, The Research 
House. This role will oversee the operation of Schlesinger 
Associates in the UK, including Schlesinger Global Management 
Solutions, Schlesinger’s international field office in the UK. Out-
going MD, Sue Maldonado, remains with the Schlesinger 
Associates group as Vice President, Global Marketing. 

Additionally, they are pleased to announce the recent 
appointments of Bridget Bachmann and Simona Kats 
as Directors of Client Development. Bridget will be working 
alongside Schlesinger clients, supporting their research needs 
and identifying new and better ways in which to collect data 
and make it work for them. An industry leader in qualitative 
marketing research, Simona champions Schlesinger’s online 
qualitative services and, in particular their new online research 
community services. 
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The Premier Source 
for Connecting with 

Healthcare Professionals

w w w . o l s o n r e s e a r c h g r o u p . c o m

Online Research

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

Recruitment

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

Qualitative Research

Focus groups, in-depth interviews and other  
custom protocols managed by a team of  
experienced in-house professionals. 

Analytic Services

We employ a mix of methodologies and 
techniques coupled with a rigorous approach  
to detail that provides practical solutions to 
today’s business needs.  

Pennsylvania 
267.487.5500

California 
650.450.9700

MarketSight Opens London Office
MarketSight LLC, providers of a web-based analysis and reporting 
platform for market researchers, announced that it has established 
an office in London to provide local sales and support to clients 
in the UK and throughout Europe, major growth markets for the 
company.

With a growing proportion of its business resulting from 
relationships with global companies with a presence in London 
and throughout the world, MarketSight will be able to provide 
even greater levels of client service through its new London office.

Borderless Access Panels Announces New Appointments
Emerging markets specialist, Borderless Access Panels, 
expanded its client facing teams with the appointment of 
industry executives. Matt Gershner joins as Vice President 
of Sales and will be responsible for business development in 
eastern US and Canada. Matt becomes the first employee for 
Borderless Access who is based out of New York, a central hub 
for many international research firms. A native New Yorker, Matt 
is currently a director on the board of the Greater New York 
chapter of the Marketing Research Association.

Additionally, Matthew Hurst joins as AVP Sales – Europe. He 
comes with 14 years of sales experience, primarily within IT 
and marketing research, with the last 7 years spent in online 
research panels and emerging technologies. 

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.  


