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at your fingertips
 Provide your customers with a ‘community’ experience 

and receive richer insight than ever before. Panelists enjoy 
a rewarding experience by participating in on-site polls and 
interacting with other members. You’ll benefit by receiving 

richer customer insight than ever before imagined.
 

PanelPortal™ was designed with market research firms in 
mind. This powerful technology is easy to use – from panel 

management and survey scripting to community website 
updates. Leverage our technology and add value 

by analyzing insights.
 

Start offering your clients unparalleled insight and 
become a licensed PanelPortal™ reseller today.  

1.866.296.3049, or www.toluna-group.com. 

I enjoy browsing 
in-store, but 
purchasing online.

Offering “free shipping” 
makes me buy from 
you more often than 
your competitor!

I am a frequent 
shopper, I wish 
you’d acknowledge 
my loyalty.

Web-based DIY
QuickSurveysTM

Sample and 
Survey Solutions

BrandSpectorTM

ad effectiveness 
measurement and 
media auditing

Custom online
PanelPortalTM

branded 
communities

AutomateSurveyTM

panel management
and survey scripting

IVR (interactive voice 
response) and mobile 
surveys

Unrivalled Customer Feedback
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Brand preferences emerge early as evidenced by 
Cole Almy, a young shopper who clearly knows 
what he wants, to illustrate this issue’s emphasis 
on the role of marketing research in branding.
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NEW conference and opportunities – MRA has teamed up with Quirk’s 
Marketing Research Review and the Corporate Executive Board Company to debut 
the Corporate Researchers Conference on September 21-23, 2011 in Chicago. 

NEW Web site offers new and improved features, rich with automation, resources 
and online communities to help you stay connected with other MRA members.

NEW Web URL represents the entire industry and makes it easier for you to  
find us – www.MarketingResearch.org

NEW logo signals a broader, bolder and better MRA.

Explore all the NEW MRA happenings at 
www.MarketingResearch.org 

{
The Marketing Research Association is 
on the fast track to vigorously support 
and advocate for our members’ 
professional growth and success.

New 
in 

2011
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YOUR GLOBAL RESEARCH PARTNER, ANYWHERE, ANYTIME.

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

Thankfully, Schlesinger Associates Does Both

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

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

Tel.  +1 866 549 3500

© 2011 Schlesinger Associates.

Finding  A Date 
Is  Better  Done Online

Finding  A Mate 
Is  Better  Done In  Person

SA_Single_Alert.indd   1 4/21/11   6:56:33 AM
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Survey Sampling and Opinionology 
Are (E)merging into the

Together…We Are Transforming Survey 
Research with the Only Complete Portfolio of 
World-Leading Sampling, Data Collection and 
Data Analytic Solutions

Opinionology and Survey Sampling have combined into the 
new SSI, creating the fi rst complete portfolio to optimize 
every phase of the survey research process.  Now, one 
phone call brings you end-to-end support, ensuring 
fl awless execution of your project, from start to fi nish.

• Best-in-class online, offl ine and mixed access 
       sampling and data collection services maximize 
       access and diversity.
 
• Advanced analytics, real-time reporting  and 
       customized dashboards inform effective decisions.

• Global reach to every consumer, B2B and 
       healthcare audience delivers any target segment.

• 50 years of combined experience and a senior Knowledge 
       Team ensure methodological rigor and optimal results. 

Experience why 2,000+ companies—including the top-50 
market research firms—trust their projects to SSI.  
Visit www.surveysampling.com—and see how we’re 
transforming survey research to power your success.

The Science of Sampling

NEW SSI!NEW SSI!NEW SSI!

info@surveysampling.com      surveysampling.com
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What’s in a Name? By Heather McCarthy 

The core identity of any company, product or service is its name. Names are 
the means by which we identify and categorize the things we experience in 
the world, the way we tell our friends about them, the way we find them, and 
the way we remember them. Names are without a doubt the most enduring 
element of a brand, and a key tool for positioning in a competitive space.

Naming 101
There are four gut-level things we look for 
in a good name:
1. Impact – you have to get noticed to 

be considered at all. 
2. Memorability – people need to be 

able to easily recollect your offering. 
Pronounceability plays a key role in 
memorability. 

3. Association – people need to 
understand what you’re offering and 
why.

4. Protectability – you want a name 
that fends off the “me too’s” of the 
world and clearly stakes out your 
position in the market. 

At best, we find names can only achieve 
a few of these objectives at a time, so 
it’s very important that we ask and 

understand what any particular name 
needs to do, and select the type of name 
that best suits its unique goals. We group 
names into three distinct categories, 
each with its own set of advantages and 
disadvantages:
1. Descriptive names speak directly 

to the heart of the offering, telling 
consumers exactly what you’re 
selling them. (Bank of America Cash 
Rewards) These names aren’t flashy 
or exciting, but their overt nature 
makes little marketing investment 
required to educate your audience. 
The downside? Descriptive names 
are rarely memorable, and are 
also difficult to own and protect – 
figuratively or literally. 

2. Associative names allude to the 
emotional payoff of your offering, 

but don’t come right out and say it. 
(Kellogg’s SmartStart) These names 
work well when you’re trying to 
identify value and build positive 
associations. They also are more 
ownable and protectable than purely 
descriptive names. They are not, 
however, a “quick get” for consumers 
and can require a lot of resources to 
make them effective. 

3. Inventive names neither allude to 
nor come straight out with what the 
offering is, but instead are intriguing, 
impactful and easy to say. (Apple 
iPod) They also tend to be more 
protectable/trademarkable. The 
downside? In some cases, they may 
hinder memorability, plus you need 
big marketing dollars to explain what 
it is you’re actually selling. 
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Oftentimes, we see groups getting hung 
up as they search for a name that says it 
all. The truth is no name can. Modifiers 
and descriptors can help add meaning 
to a name (Bank of America Cash 
Rewards Credit Card, Kellogg’s SmartStart 
Cereals, and Apple iPod Mobile Digital 
Device) and nomenclature systems 
can help lend understanding and build 
associations across various segments or 
lines of business (Apple iPod touch, Apple 
iPod nano, Apple iPod shuffle, Apple 
iPod classic, and now Apple iPhones and 
iPads).

Finally, don’t forget about leveraging 
icons, tag lines and other branding 
elements. These handy devices are great 
ways to say more about the nature of your 
offering and the benefits it carries. 

Get Smart on Process
Naming isn’t easy. In fact, it’s one of 
the hardest things we do. One quick 
namestorming session never delivers the 
best answer. It’s really not until a third or 
fourth round of rigorous naming that the 
real gems reveal themselves. With over 

a decade of naming experience, though, 
we’ve got some things figured out.
1. Diversity is important. To elevate 

the robustness of a naming study, 
we assemble teams with people of 
varying backgrounds, personalities, 
strengths, mindsets and 
vocabularies. If you’re just starting 
out, be sure to ground your team in 
the basics of naming and define the 
unique attributes and benefits of 
your offering from your audience’s 
perspective.

2. Brainstorm strategically. 
Bucketizing name candidates into 
strategic directions keeps studies 
organized and digestible. There’s 
nothing worse than an overwhelming 
pile of words with no clear structure. 
It makes review next to impossible. 
Worse yet are the endless strings of 
clever puns and wordplays that in 
no way help you meet your strategic 
business goals, but always seem to fill 
the lists of brainstorming sessions we 
get from struggling clients.

3. Evaluate objectively and 
independently. To avoid 
groupthink and gain consensus 
among groups, we always encourage 
that names be considered and scored 
one at a time and individually. (We 
use a simple Excel score card with 
our clients.) Tension or politics can 
be sidestepped or diffused when 
“winning” results are automatically 
compiled and presented further 
discussion. Remember that if you’re 
looking for a trademark name, your 
trademark searches will be the 
deciding factor for which name is 
the true winner. Trademark searches 
can be brutal, depending on the 
saturation of your market and how 
stringent your lawyers are. 

Above all, don’t rush. Remember: a name 
is the most used and enduring element of 
your brand. It needs to be right. 

Heather McCarthy is a senior account 
executive at Forward Branding & Identity. 
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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

“Inventive names neither allude to nor come straight out with what 
the offering is, but instead are intriguing, impactful and easy to say.”
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2011

• High Quality

• Serious Content

• Genuine Learning

• Two nights of networking – 
Jazz Club Reception 
and Night at the Museum

Register today at crc.marketingresearch.org or call 860.682.1000

Finbarr O’Neil 
President
J.D. Power and Associates

Jeff  Hayzlett 
Former CMO of Kodak 
and Author

Scott Richman
SVP & General Manager
Madison Square Garden

Gayle Lloyd
Head of Product Research
Batesville Casket

Powerful Speakers:

View full program at 
crc.marketingresearch.org
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Alex Bland
American Cancer Society
Dallas, GA

Laurie Blunt
Endo Pharmaceuticals
Chadds Ford, PA

Patricia David
Springfield, VA

Regan Funk
iLoveToCreate
Fresno, CA

Stacey Geffken
Blue Cross of Northeastern PA
Wilkes Barre, PA

Bill Hedahl
Expedite! Direct Mail & Fulfillment
Arden Hills, MN

Peg Kuman
Relevate
Springfield, VA

Shan Lu
Babson College
Newton, MA

Jessica Parada
LA Research, Inc.
Northridge, CA

Sabina Ramdas
Florida International University
Miami, FL

Melanie Richards
American Cancer Society
Atlanta, GA

Mark Smith
Valpak – a Cox Target Media company
Brandon, FL

Megan Stachowiak
Blue Cross of Northeastern PA
Wilkes Barre, PA

Gail Stutz
LA Research, Inc.
Northridge, CA

Scott Swain
Northeastern University
Boston, MA

Meet one of 
MRA’s newest 
members, 
Melanie 
Richards, 
Director of 
Marketing 
Research at 
the American 
Cancer 
Society. 
We asked 
Melanie a few 

questions to get to know her better, and 
here is what she had to say:
How did you first get started in the 
marketing research industry? 
My first full time research position was 
at BBDO Atlanta as a Research Assistant 
after I completed my master’s degree 
in communications at the University of 
Tennessee. Shortly thereafter, I went to 
Delta Air Lines where I worked first as a 
Research Project Manager and then was 
later promoted to Research Manager. I later 
left Delta to go back to school full time and 
finish my Ph.D. While doing so, I also built 
my own research consultancy – Catalyst 
Research. I was incredibly fortunate to 
have many great mentors in the industry 
along the way who encouraged my 
passion for the work and helped me to 
learn and grow in each role. 
What is your current position, and 
some of your day-to-day tasks in your 
job? 
After I completed my Ph.D., I went to work 

for the American Cancer Society (ACS), 
where I am now employed as the Director 
of Marketing Research at their national 
home office. My favorite parts of my job 
are the amazing team of people I have 
the joy of working with and the mission 
that drives the research we complete. 
Everything we do at ACS is focused 
around saving lives, and it is extremely 
fulfilling to see how our work contributes 
to this goal. Some of my day-to-day tasks 
include managing an incredible group 
of talented researchers, consulting other 
business areas on how customer research 
can help with their business decisions, 
and integrating with other areas of insight 
(e.g., analytics, Web analytics, customer 
experience and engagement) to tell a 
holistic story of customer interactions and 
experiences. 
What do you like most about working 
in marketing research? 
I enjoy helping ACS uncover new 
opportunities and improve current 
engagements so that it pushes the 
organization to become more relevant 
and connected to our customers, thus 
furthering our mission. As for the field 
of marketing research itself, I love how 
every business question becomes a puzzle 
that we can help solve by using different 
methodologies and techniques. I’m always 
excited to try a new method or analysis I 
haven’t tried before and push myself and 
my team to keep learning and growing 
(while not forgetting methods that are 
tried and true along the way). It is very 

exciting to then see our recommendations 
from the work put into immediate action 
by the business and used to drive desired 
results. 
Why did you decide to become 
an MRA member and what are 
you looking to get out of your 
membership? 
I decided to join MRA when I was 
attending the most recent MRA Annual 
Conference. My colleague, Alex Bland, and 
I were featured speakers at the conference 
and really enjoyed the various sessions 
and the networking opportunities available 
there. I feel these kinds of learning and 
networking events push us to become 
better researchers. I am hoping my MRA 
membership will contribute to my personal 
goal of “lifetime learning” and continue to 
help me grow throughout my career. 
What do you like to do in your free 
time? 
My husband and I are expecting our first 
child this December 1, so most of my 
free time is currently focused on getting 
everything prepared for our new addition! 
When I do have a minute to do something 
fun, I enjoy hiking, reading, spending 
time with friends and family and playing 
with our two dogs. We also spend a lot of 
our time outside of Atlanta in the North 
Georgia mountains enjoying the great 
outdoors.

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

Welcome New Members

New Member Spotlight
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Brand MRA

Studies around brand strategy are some of 
my favorite research. Building, nurturing 
and protecting a brand is one of the 
most important things a company does. 
The intrinsic value of a brand can be 
immeasurable. Think of brands like Coke, 
McDonalds and Apple. Sure, Wall Street 
puts a value on them, but it is the bond, 
the connection, the warmth and love that 
their customers have for the brand that 
really matters. Without that, Wall Street 
would toss these brands aside. It also 
gives these brands permission to charge 
a premium.

Plenty of brands had that magical allure 
at one time, but they lost it. The brands 
have shrunk considerably or gone away. 
Think AOL, Xerox, Woolworths and 
Oldsmobile. These were all strong brands 
at one time – leaders in their category. 
What happened? Personally, I think the 
brands got lost in what “they were” and 
forgot about what “they need to be.” They 
failed to evolve with their customer and 
this failure lead to the end of what had 
been a glorious relationship.

Other brands seem to be headed down 
this path. I loved and raved about my 
Blackberry, but I wouldn’t even consider 
buying one now. It is still too early to 
tell if Netflix did any significant brand 
damage with their recent 60 percent price 
increase that they tried to sell as a benefit 
to customers. They will probably survive, 
but more due to technology and lack of 

a strong competitor. Love for the brand 
melted away. I think Amazon’s battle with 
various states over collecting sales tax 
will hurt that brand. I haven’t cut them 
completely out, but I have switched more 
of my business to a local retailer. And 
Brand USA is not doing so well. 

So this brings me to Brand MRA. I 
feel the most important job the Board 
of Directors has is to build, nurture 
and protect the MRA brand – with the 
same fierce determination that we see 
with Coke or Apple. And we have to be 
careful we don’t get too caught up in 
what we have been. That’s easy to do 
with an organization with a proud 50 
year-plus heritage. Our forefathers and 
our foremothers built an organization 
that was right for the time. The MRA 
helped guide the birth and growth of the 
marketing research industry as we know 
it today. But if we rest on our laurels, our 
relevance in the industry will diminish 
and we will fail to exist.

There has been a lot of extremely 
positive buzz about MRA these days. 
It really caught fire with our Annual 
Conference, held this past June in 
Washington, DC. People are still talking 
about it, and a lot of people regret missing 
it. What you saw in Washington is just 
an example of what is behind the MRA 
brand strategy. We have been busy, and 
we will remain busy. Some examples:
•	 We are the leading organization 

when it comes to advocacy and 
protection of our industry. Knowing 
how important this is to the health of 
marketing research, we are moving our 
headquarters to Washington, DC later 
this year. We will be joining our legal 
staff, who have been in Washington 
for years, to bolster our work with the 
government.

•	 We have spent a lot of time listening 
to corporate researchers. They clearly 
don’t feel like they have a home when it 
comes to associations. We are changing 
that in a big way. The Corporate 
Researchers Conference, being held 
later this month, is a prime example. 
While everyone who works in marketing 
research will want to be there, the 
entire event was designed around the 
needs of corporate researchers. We’ve 
also given corporate researchers a new 
home with the Corporate Researcher 

Forum – a private community just for 
them. It is already 300 members strong!

•	 We are not forgetting research 
suppliers. The CEO Summit is where 
some of the best minds in the industry 
meet every winter. I hope to see many 
of you at the Summit this February in 
Miami. And new educational offerings 
are underway that will benefit both 
research suppliers and corporate 
researchers.

•	 The industry has long cried out for 
certification, and we did it with the 
Professional Research Certification 
program. A major enhancement to the 
program – we now offer an online exam.

•	 We recently launched our new and 
completely revamped Web site at 
www.MarketingResearch.org. It is an 
exciting, dynamic home on the Web for 
all researchers.

Brand MRA has been feeling the love. 
We appreciate it, we thrive on it, and 
we know we have to earn it each and 
every day. Because of that, we spend an 
immense amount of time listening to our 
customers, our members. So I promise, 
MRA will continue to evolve, and will 
continue to be “the” organization for 
marketing research. 

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

Chairman’s Perspective
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The most comprehensive and easy-to-use source guide, attracting 
thousands of qualified buyers. Your listing provides:

An extensive, in-depth, and high-quality look at your company’s abilities and services. 

Customized presence to help you stand out from the competition.

Detailed search choices and easy to navigate results so clients can find you fast and easy.

Just about everything in your listing is searchable!

Proven Results for 2011:

www.bluebook.org
Purchase your listing by September 30 to save $100.

Expand your visibility and access to clients

Traffic to the Blue Book Web site doubled.
The submission of RFPs increased by more than 30%.
The number of companies appearing in the Blue Book grew by 6%.

Marketing Research Services Directory

2012 BLUEBOOK Marketing Research Services Directory
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Moving To DC
Message From MRA’s CEO

They tell me that the idea of moving 
MRA’s headquarters to Washington, 
DC, from Connecticut is not new, and 
perhaps dates back more than a decade. 
Many years before those first rumblings, 
Betsy Peterson, MRA’s legendary former 
executive director, set up MRA’s current 
office in Glastonbury, CT, a suburb of 
Hartford. Glastonbury was Betsy’s home, 
so this made all the sense in the world at 
the time. MRA’s staff then also was small. 
But that was then.

Last year, our Board of Directors began 
discussing anew the question of where 
MRA should be based going forward. 
This was the very definition of a strategic 
question but given MRA’s existing staff, 
most of whom were in CT, a move would 
come at great personal consequence 
for many of MRA’s employees who had 
contributed so much to MRA’s success. 

These were not easy discussions, and 
the Board, led by then-President Elisa 
Galloway, insisted that all the pros and 
cons of such a move be thoroughly vetted 
before any decision could be considered. 
Accordingly, a memo was drafted for 
the Board outlining all the foreseeable 
considerations of a move, both good and 
bad. As you might imagine, this memo 
itself went through many revisions. 

I have thought many times before, 
during and after this decision was made 
how impactful these choices are for the 
individuals involved. MRA certainly 
isn’t the first organization to change 

locations and especially in this economy 
it’s probably happened tens of thousands 
of times. This was one the most vexing 
issue the Board faced in this debate. That 
so many others have been through this 
before us did not lessen the significance 
of the decision, with valid points both pro 
and con made with passion and sincerity 
by Board members.

In all of this, the Board kept a keen 
eye on the strategic benefits such a 
move would have for the membership. 
They were, in the end, determinative. 
Key among them was the importance 
the Board placed on government 
representation, with Washington being 
the epicenter of U.S. Federal legislative 
and regulatory decision-making. Also 
key was the association-rich labor pool 
in DC. With literally tens of thousands 
of associations based there, and only a 
handful in Hartford, the talent at hand 
likely would be far greater in DC.

The opportunity for us to work even 
more closely in Washington with 
Members of Congress, their personal 
and committee staff, and administration 
officials – as well as with others who share 
our interest to protect the survey and 
opinion profession – is very important. 
Being a cab ride away Monday through 
Friday to them, or for them, will make us 
more effective representing you. 

Having attended association Board 
meetings for nearly 20 years, I was 
impressed by the candor and quality of 
the discourse on this issue. These were 
sober discussions. The Board understood 
the disruption such a move would trigger, 
even on top of the personnel changes, 
even as we continued MRA’s important 
work, not the least of which was the 
creation and launch of our new web site 
as well as the reconcepting, partnering 
and execution of our new fall event, the 
Corporate Researchers Conference. 2011 
has not been a “slow” year in need of a 
project or two. We’d have been plenty 
busy even without the move. 

As soon-to-be the first MR association 
to be based in DC, we have been 
and will continue to reach out to 
other associations to leverage our 
shared interests and resources for the 
advancement of the profession. I am 
hopeful that our first formal partner 
in these joint efforts will be CASRO, 

with whom we share many values and 
members. We will reach out to others in 
the months ahead. 

Our move is scheduled for December 1, 
but in the virtual world in which we live, 
with telecommuting common, flex hours 
often necessary to facilitate a successful 
work/life balance, and DC commutes 
routinely ugly, not all of our staff will 
physically be in our new office all of the 
time. All will be accessible all of the time, 
regardless of their location. And several 
key staffers, with close family ties to 
Connecticut and for whom a move to DC 
was never possible, still will be working 
from Glastonbury and environs. This is 
not your mother’s MRA. 

So we have begun to transition to 
closing our Connecticut base, and 
planning has begun for packing up as 
one era comes to a close and a new one 
begins. As intimately familiar as we now 
are today with the tactical ramifications 
of the Board’s strategic decision of last 
December, our excitement is tempered by 
the fun of the move, and we look forward 
to 2012 when all of this is behind us. 

There are great days ahead for MRA 
in a new city and with renewed vigor to 
contribute further to your success from 
our new HQ in Washington. 

David W. Almy is MRA’s CEO.  
He can be reached at  
david.almy@marketingresearch.org. 
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Business To Do List For September

 � Register for the Corporate Researchers Conference on 
September 21-23, 2011 in Chicago. For details visit  
crc.marketingresearch.org. 

 � Secure your 2012 Blue Book listing at the Early Bird rate of $199 
for a basic listing. For details visit www.bluebook.org or contact 
cheryl.bechard@marketingresearch.org. 

 � Register for the free webinar “Building a World Class Customer 
Satisfaction Measurement Program” on October 5 at 1 p.m. EDT 
with Chris Moodhe of Guitar Center. Register at  
education.marketingresearch.org. 

 � Update your member profile on MRA’s new Web site  
at www.marketingresearch.org.

 � Renew your MRA membership with the new membership  
pricing structure. The more members you add, the more  
you save. Visit www.marketingresearch.org/membership  
for details. 

 � Check out the latest job postings in MRA’s new Career Center  
at www.marketingresearch.org/career. 

 � Save the date for MRA’s 2012 CEO Summit – February 27-29  
at the Fairmont Turnberry Isle in Miami. 
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Carol Udell  ext. 223 carol@canview.com
Alan Boucquey  ext. 222 alan@canview.com
Jason Zweig  ext. 238 jason@canview.com
Leo Arsenault  ext. 274 leo@canview.com

1-888-770-1770
905-770-1770

www.canview.com

C A N A D I A N  V I E W P O I N T
R E A L  P E O P L E .  R E A L  S O L U T I O N S .

Data Collection You Can Count On

Canadian Proprietary Consumer Panel (over 260,000)
Canadian Physician Panel

Canadian Pharmacist Panel
Mall Intercept (national network of locations) 

Online / Web Surveys
Multi-Mode Web Surveys

On-site intercept / Exit interviews
CATI Telephone

Canadian Viewpoint is Canada's leading expert in market 
research data collection - offline and online. 
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Emerging Consumer Trends: Marketing to Boomerangers
By Elizabeth Dolinski

A cohort of young adults once stereotyped as indigent losers has emerged as 
a market that merits consumer brands’ respectful attention. “Boomerangers,” 
twentysomethings who move back to their parents’ home after having lived on 
their own, are growing in number and in purchasing power. 

Thanks in part to the economic 
pressures of the Great Recession 
and its aftermath, boomerangers 
are a sizable population segment:  
A 2009 Pew Research Center 
survey found 13 percent of parents 
with adult children saying at 
least one of their offspring had 
moved back home in the prior 
year. And it’s an important group 
for marketers to engage since 
boomerangers tend to be in the 
age range at which people develop 
brand-loyalty habits they’ll sustain 
for years to come. Thus, marketers 
must understand how the 
circumstance of living with their 
parents affects these young adults’ 
behavior as consumers.

Luminosity Marketing recently 
released two studies focused 
on the subset of boomerangers 
who are age 22-29, single, 
college graduates, employed 
full-time and again living with 
their parents. The studies used 
the Real-Time Lifestyle Map®, a 
methodology that uses mobile-
device technology to gather 
material ranging from survey 
data to photographs to GPS 
capture, reaching participants 
in their real-world settings 
and in real-time. Four times a 
day, alarm surveys captured 
information about respondents’ 
behavior, environment and mood. 
Purchase surveys were self-
initiated every time a respondent 
bought something; they gathered 
data about the item and brand 
and the respondent’s feelings 
about the purchase, as well as 
the location and whether he/she was 
alone or with others at the time. Profile 
surveys captured detailed information 
about respondents’ home environment, 
including pictures of their bedrooms, 

bathrooms and even the inside of their 
refrigerators. The data was fielded 
in March-May 2010. Data from the 
Real-Time Lifestyle Map® was also 
supplemented with an online quantitative 
survey.

Rebutting the notion that boomerangers 
are passive slackers who mope around 
the parental home, Luminosity’s research 
makes it clear these people are active 
consumers. For one thing, the physical 
facts of their living arrangements 

LuminosityMarketing.com 03

Purchasing Cycle
The purchasing cycle for Boomerangers follows the same basic format as most U.S. consumers (see diagram below). Most of their 

purchases (66%) show some amount of planning, (impulse buys represent only 34% of purchases). This reveals, somewhat surprisingly, 

that Boomerangers are likely to take the time to research and think about their purchases. The planning stage also lengthens as the 

purchase price of an item increases.

Source: The Boomerang Consumer Study, Luminosity Marketing
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give leeway for 
boomerangers to be 
choosing day-to-day 
goods for themselves. 
Nearly 40 percent have 
their own full bathroom, 
and more than 20 
percent have a mini-
refrigerator of their own. 
This naturally creates an 
opening for marketers 
of toiletries and 
groceries/beverages. 
Boomerangers’ desire to 
carve out personal space 
within their parents’ 
dwelling (especially 
among those who lack 
a specific timeline for 
moving out) also makes 
them a promising 
target for home-product 
manufacturers with 
products designed 
to meet the needs 
of consumers in 
multi-generational 
households. 

Part of what makes boomerangers a 
worthwhile target for marketers is they 
aren’t buying things just for themselves. 
Rather, by rejoining their parents’ 
household, they’ve taken on the role of 
influencers for many of its purchases. 
That’s evident, as you might expect, 
with respect to categories like cable/
satellite-TV and Internet service, where 
parents are happy to tap into the greater 
familiarity their adult children have with 
new technologies. But it also carries 
over to non-tech categories. One telling 
example: 80 percent of boomerangers 
are involved in buying groceries for the 
household. The chart headed “Decision-
making by household group” gives a 
picture of the often-considerable role 
they play in a wide range of purchase 
categories. Advertisers who act as 
though “mom” is the only shopper in the 
household will be ignoring a significant 
part of their potential audience. 

Many boomerangers are in stronger 
financial shape than conventional 
wisdom might suggest. The research 
categorized 35 percent of its participants 
as “Savers,” which means they’ve moved 
back home so they can save toward key 
financial goals as a prelude to establishing 
households of their own. Seventy-three 
percent of Savers said living at home is, 
for them, a choice rather than a necessity, 

and 51 percent characterized the move 
as an extremely smart choice. Under 
the circumstances, financial-services 
marketers would be making a smart 
choice of their own if they paid heed to 
these young adults as they form attitudes 
about the category’s products and 
services. 

At the opposite end of the boomeranger 
spectrum from Savers are the 25 percent 
identified as Strugglers, whose main 
reason for moving back with their parents 
is that they can’t afford to live on their 
own. Fewer than half (42 percent) of 
Strugglers have a timeline for moving out, 
while a majority of Savers (57 percent) 
do so. One suspects Strugglers would 
be grateful to brands that treat them like 
adults, since just 37 percent said their 
own parents do so. (The 40 percent of 
boomerangers who fell into neither the 
Struggler nor the Saver category reported 
moving back home for a wide scattering 
of reasons, including some who were 
waiting for marriage and some who were 
helping their parents.) 

In analyzing boomeranger economics, 
it should be noted that sizable portions 
of their income do not go toward current 
consumption. Savings tops the hierarchy 
of boomeranger budget items, and 
debt payments – including credit-card 
obligations and student loans – are also 
high on the list. Thus, though many 
boomerangers aren’t paying rent for 

lodging in their parents’ home, a sizable 
amount of their income is already spoken 
for. (A majority of the study’s participants 
had income in the $25,000-$49,999 range 
in 2009.) This helps account for the 
trouble many have in sticking to a budget. 
Sixty-one percent said they set a budget 
for their spending, but just 40 percent 
claimed to be sticking with it well or 
extremely well each month.

The difficulties many have in sticking 
to a budget should not lead marketers into 
mistakenly supposing that boomerangers 
are especially impulsive as purchasers. 
Rather, the research found that “impulse 
buys” account for just 34 percent of their 
purchases. As you can gather from the 
chart headed “I have been planning this 
purchase for…,” significant numbers 
of their purchases entail planning that 
extends over multiple weeks, giving 
boomerangers lots of time to research 
and consider their options. When 
marketers communicate with them, 
these consumers are intent on finding 
information about product benefits. 

Since many are either financially 
constrained or are saving for important 
personal goals, boomerangers also want 
good value for their money. Even when 
it comes to “identity” purchases, they’re 
more value-conscious than brand-centric. 
Contrary to what marketers might expect 
of people in their 20s, boomerangers 
are not obsessing about having the “in” 

LuminosityMarketing.com 05

Purchasing Cycle, Continued 
Little Luxuries & Impulse Items
Little Luxuries and impulse items have very short purchasing cycles. These cycles usually happen within a span of a few minutes and boil 

down to seeing an item, purchasing it, consuming it, and forgetting about it. As shown in the pictures below, impulse items are rarely 

re-lived and are rarely thought about after the purchase is completed.

Influencers to the Purchasing Cycle
Rarely did Boomerangers report that someone else planned or influenced their decision to purchase an item. Sixty-four percent (64%) of the 

purchases in this study were made by the Boomeranger without any of their family, friend(s), significant other(s), or co-workers influencing 

their decision. This reveals the independence of Boomerangers. They are consistently making purchasing decisions with little involvement 

from their circle of influence. This was consistent across all purchase categories.

Source: The Boomerang Consumer Study, Luminosity Marketing
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brands of products they conspicuously 
use. Thus, most of the clothing, jewelry 
and identity items they buy are not 
branded purchases. What matters instead 
is the look, feel and functionality of the 
item. This is not to say that boomerangers 
shun branded products en masse. But 
when they do buy such goods, the brand 
is not as important as the utility of the 
item itself. In categories ranging from 
toiletries to household good to groceries, 
the research found that specific brands 
were purchased, but with an eye toward 
filling a specific need. For marketers 
in such sectors, the imperative is to 
persuade boomerangers that the benefit 
of the branded product is substantively 
superior to that of the generic alternative.

Of course, none of this means that 
boomerangers are altogether immune 
to the lure of the impulse purchase, any 
more than is true of consumers in general. 
When it comes to clothing and identity 
items, for instance, they’re as likely to buy 
on impulse as to engage in planning over 
a week or more. This reflects the fact that 
if a product is something a boomeranger 
merely wants (as distinct from something 
he or she actually needs), it’s more apt to 
be bought on impulse. Thus, life’s “little 
luxuries” are often impulse buys for these 
consumers.

Whatever boomerangers are buying, 
Luminosity’s research finds them to be 
quite independent as shoppers. They’re 
just marginally influenced by family and 
friends when making choices in most 
product categories. Asked to identify the 
people who influenced their purchases, 64 
percent answered “just myself.” Evidently 
the time they spent on their own, before 
returning to their parents’ home, has 
helped to make them more capable as 
shoppers.

If boomerangers aren’t greatly 
influenced by their parents in making 
purchases, the home front does become 
more important when boomerangers 
reach the post-purchase stage of the 
whole cycle, at least where things 
like clothing and identity items are 
concerned. For many, the process doesn’t 
feel “complete” until they’ve had a chance 
to try on and show off their purchases at 
home. At this point, even the packaging 
can be crucial, as in a category like shoes, 
where the box influences how satisfied 
the consumer is with the purchase. 

Though their living situation makes 
boomerangers a distinctly identifiable 
cohort, this scarcely means they have 

little in common with other young adults. 
One sees this reflected in the study’s 
findings about how boomerangers spend 
their time. Among the 609 activities 
recorded during the research, the most 
common has watching TV/movies. This 
gives an indication that boomerangers 
(like their non-boomeranging peers) might 
not be as elusive for TV advertisers as 
much media chatter would suggest. Other 
activities high on the list included going 
to bed/sleeping, eating and driving/riding 
in a car. The research also identified the 
locations where boomerangers are most 
likely to be found at some point during 
the day. Home was at the top of the list, 
followed by work, bedroom, relative/
friend’s house and in the car.

No doubt there’s some emotional 
wear and tear involved in living with 
mom and dad again, but less than you’d 
guess. With parents ready to provide a 
financial safety net, boomerangers display 
a low level of stress. And when they are 
stressed, it’s more likely to be due to their 
jobs than to interaction with their parents. 
More broadly, boomerangers tend (again, 
despite stereotypes to the contrary) to be 
happy people. The mere fact that there 
are so many of them means they have 

less cause to feel the fact of living with 
their parents makes them conspicuous in 
a negative way. At any rate, there does 
not appear to be the presumed friction 
and stigma of living at home that there 
may have been for earlier generations. 
One tidbit from the study’s mapping of 
how boomerangers spend their day gives 
a hint that the parents are not oblivious 
to the need to give their offspring some 
space: Boomerangers find themselves 
alone most mornings when they’re 
getting ready for work – i.e., without a 
parent hovering over them.

As it happens, though, boomerangers 
are very connected to their families, 
and seem not to mind being so. They’re 
most likely to feel happy, energized and 
calm when they’re with friends. But 
the evidence of their behavior suggests 
they also enjoy spending time with their 
families. One indication of this: 58 percent 
reported that on Saturday evening 
between 6 and 8 p.m., they’re typically 
hanging out with family rather than with 
friends.

Elizabeth Dolinski is president of 
Luminosity Marketing. 
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Using the Voice of the Customer to Develop an Alternative  
Market Segmentation: More Impactful Business Strategy  
for B2B Manufacturers
By Thomas P. Frauman

Market segmentation represents a fundamental component of global business 
strategy. The story goes that all sources of competitive advantage drive from 
the firm’s ability to deliver superior customer value on benefit attributes 
that are both relevant and important to clients. To accomplish that end, the 
firm should understand the universe of current and potential customers – 
who they are, what they want and how they wish to be served. Without 
this understanding, how might industrial goods manufacturers deliver 
differentiated product and service offerings unique from the universe of other 
potential competitive offerings?

Given the nature of a diverse and complex 
world, segmenting our business into 
“bite-sized” chunks represents a generally 
accepted approach to focus organizational 
resources and offerings that more 
directly speak to the needs of a specific 
grouping of clients. Most commonly, 
manufacturing firms employ an industry 
sector approach to group customers, 
using a publicly accepted framework such 
as Nomenclature Génerale des Activités 
Economiques dans les Communautés 
Européennes (NACE), International 
Standard Industrial Classification (ISIC), 
Standard Industrial Classification (SIC), 
or North America Industry Classification 
(NAICS).

At the corporate level, following 
an industry sector approach affords 
the benefit of presenting a logical 
organization structure to the financial 
community supporting benchmarking 
against well studied economic sectors. 
Organizations are aligned to specialize in 
markets with names like: transportation, 
building and construction, energy 
and alike; but, does this sector-based 
structure stage impactful business 
strategy and execution? 

In an attempt to divide potential 
customers into more readily digestible 
chunks, firms not adopting the industry 
sector approach may choose other 
alternatives to partition their market such 
as by technology type (steel, aluminum, 
plastic, etc…), or geography (Asia Pacific, 
North America, etc…).

Voice of Customer and Business 
Strategy
Meaningful market segmentation must 
drive from sound current customer 
preference data. The importance 
individual clients ascribe to specific 
product and service attributes forms 
the foundation for all further analysis. 
An important starting point for voice of 
customer research is for marketers to 
first determine what benefit attributes 
to include in their query. A preliminary 
listing of attributes can be assembled 
through 1:1 interviews.

Effective 1:1 interviews conducted at a 
sampling of 10-30 respondents from the 
total survey population provides a wealth 
of information and a firm foundation 
for subsequent research. Interviews 
typically take one hour each and should 
be experiential in nature. In other 
words, care should be taken to explore 
a broad range of real and hypothetical 
client experiences in an effort to get the 
respondent to articulate both current 
and expected future needs. Through 
the interviewing process the researcher 
can probe to uncover both higher level 
strategic needs, as well as more subtle 
aspects of customer preference. Individual 
interviews will typically end when no new 
ideas can be uncovered by the researcher.

Focus groups represent an alternative 
to 1:1 client interviews. Group interviews 
offer the potential benefit that synergies 
amongst group members may produce 

a more varied and richer set of potential 
customer needs.

The final outcome is the same 
regardless of rather 1:1 or group 
interviews are conducted – ideally 
a comprehensive list of potential 
benefit attributes that respondents 
have identified as important. The next 
step is to prioritize the responses to a 
manageable set for survey research. 
Group consensus can be employed to 
cull the list to a manageable number for 
survey. Respondents from the survey 
population can then score the importance 
of these specific attributes by completing 
either a simple survey (Likert scale), or 
through ranking hypothetical benefit 
combinations (conjoint analysis). The 
later approach may provide a more robust 
assessment of utility values ascribed 
to the specific benefit attributes, by 
considering the trade-offs clients make 
when presented with multiple benefit 
combinations.

Throughout my career, I witnessed 
numerous well intentioned efforts 
to infuse the voice of the customer 
into strategic planning and resource 
allocation. Many are doomed from the 
beginning by the firm pre-selecting the 
attributes for respondents to score with 
little or no external input. Furthermore, 
after extensive data gathering employing 
various survey instruments, results are 
scored and compared only to reach the 
startling conclusion that customers 
in “segments” as diverse as waste 
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water treatment and metal furniture all 
ascribe highest value to quality, price 
and delivery. While I don’t argue these 
are important benefit attributes, I do 
suggest that this view of the world falls 
significantly short of providing actionable 

market segment strategies that can guide 
the firm in fortifying and positioning 
competitive advantage to expand share. 
I propose that it is in fact incorrect 
segmentation standing in the way of 
gaining the very clarity sought by the 
researcher.

Validity of Current Segmentation
The acid test for the validity of a 
market segmentation structure is 
individuals within a segment should 
have homogeneous benefit affinities; 
in other words, they should want and 
value the same things. Furthermore, this 
grouping of like minded firms should have 
discernibly different preferences than 
firms in the other segments. Let’s explore 
this concept further in the context of 
the traditional industry sector approach. 
As an example, if we take a look at the 
aerospace market is it remotely plausible 
that manufactures producing high-end 
corporate jets would have the same needs 
and wants as a manufacturer producing 
rockets to launch telecommunications 
satellites? Might it be likely that product 
attributes that are aesthetic in nature 
would be more relevant for the corporate 
jet and of little to no importance for the 
rocket? What about unit price sensitivity 
of the corporate jet producer, versus a 
mass market producer of single engine 
propeller planes?

In an effort to counter this 
heterogeneity of preferences within 
a “segment,” often market segment 
managers take the approach of defining 
and redefining their world in more 
granular detail, creating ever more 
specific sub-segments. Although 
this approach does solve some of the 

“The acid test for the validity of a market 
segmentation structure is individuals within 
a segment should have homogeneous benefit 
affinities; in other words, they should want 
and value the same things.”

problems of an industry sector structure, 
it is inherently inefficient, undermining 
economies of scale. Excruciatingly long 
business review meetings of dozens of 
important sub-segments fail to inspire 
senior corporate leaders to invest in 

growing specific niches because of 
perceived low business impact.

Within a sector, a deeper look at 
customer survey data typically reveals a 
longer list of attributes, in aggregate not 
as important as the big three, but still 
important to some and not as important 
to others – puzzling, right? As numerical 
values are assigned to survey responses, 
these outliers commonly have lower mean 

scores but stand out because of higher 
standard deviation values. 

New Approach
A variety of approaches may be 
employed to implement a new need-
based segmentation structure. A more 
formal but fairly common methodology 
utilizes multivariate statistical tools 
from the marketing science discipline. 
In a less complex business context, 
individual clients can be grouped by 
team consensus based on similarities in 
preference data.

Regardless of the scoring methodology, 
the preference data once gathered 
is compared in order to establish a 
manageable number of groupings (ideally 
5 or less). Using a multivariate statistical 
analysis technique known as cluster 
analysis, respondents are clustered 
by calculating the minimum squared 
Euclidean distance between all clustering 
variables. Likewise, a simpler approach 
is possible in less complex businesses. 
The illustration below details a simple 
example.

For sake of illustration, call the sectors 
in the top table anything you like. 
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Nonetheless, keep in mind these are 
typical industry sectors like: automotive, 
petrochemical, building and construction, 
etc. In this illustration very simplistic 
preference data was scored based on 
importance – high, medium, low – for 
three preference attributes identified 
as important in our focus groups. The 
numerical value represents the number 
of respondents selecting high, medium or 
low for that specific attribute.

Looking only at the top table, imagine 
you were the Marketing Director for one 
of those sectors – what would you do 
to craft and execute a game changing 
strategy? Go ahead take your time.

Now turn your attention to the bottom 
table. If we abandon our previous 
paradigm, creating new segments 

based only on clustering the preference 
data, we come up with an alternative 
segmentation that is actionable and 
supports specific strategies that speak 
to the needs of the clients within the 
segment. My non-traditional segment 
names may sound funny, as was my 
intent, but the point is segmented in this 
way you get a much clearer picture of 
how to address these customers in a way 
that creates competitive advantage and 
supports market share expansion.

The illustration was highly simplified, 
intended only to paint the most general 
picture of the concepts I have discussed. 
In a technology driven context a rigorous 
assessment should include both product 
and service attributes.

Conclusion
I offer that incorrect segmentation may 
present the most significant hurdle 
preventing game changing strategy in 
industrial markets. A concerted effort 
in this area unleashes the power of the 
organization to provide a unique set of 
product and service attributes. Correct 
segmentation allows manufacturers to 
better focus research spending and cost-
to-serve, while expanding market share, 
margins and competitive entry barriers.

Thomas P. Frauman has more than 20 
years experience in coatings industry 
senior leadership roles developing and 
executing global business strategy. 
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Interactive Voice Response Surveys 
By Reg Baker, Ph.D.

Interactive voice 
response (IVR) is a data 
collection technology 
that seems to have 
been around forever. 
Yet, outside of a 
relatively small group of 
researchers who use it 
on a regular basis, it’s 
probably better known 
for its weaknesses than 
for its strengths. That 
may be changing. “The 
ongoing recession has 
caused many businesses 
to take a closer look at 
IVR,” says Jim Cummins, 
president of CMS 
Research, a supplier of 
IVR research services. 
“Companies want to 
hear the voice of their 
customers, especially 
in the areas of retail 
customer satisfaction, 
call center customer 
satisfaction and new 
product research. IVR is 
the one technology that 
can give them quick and 
inexpensive access to 
those customers.”
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As technologies go, IVR is pretty 
straightforward. A computer program 
plays recorded survey questions and 
response options over the telephone. 
Respondents answer by selecting a 
numeric response on the telephone 
keypad, speaking the number of the 
answer into the telephone or saying 
“yes” or “no.” The IVR system typically 
verifies the answer with the respondent, 
stores the answer, and then moves to 
the next question. Modern IVR systems 
can manage skip patterns and record 
responses to open-end questions for later 
transcription and coding.

IVR offers a number of important 
advantages in marketing research 
applications. Arguably, the most 
important advantage is its generally lower 
cost. By using a recorded voice in place 
of a live interviewer, IVR can reduce the 
cost of fieldwork substantially. IVR also 
ensures a standardized interview. Every 
respondent hears the survey questions 
read in exactly the same way, with 
the same pace and emphasis, thereby 
reducing potential bias due to variability 
among interviewers. A number of studies 
also have shown that IVR can cause 
respondents to answer more truthfully 
than when questions are asked by a 
human interviewer, especially when the 
questions involve sensitive topics (Cooley 
et al., 2000). Finally, IVR can conduct a 
very large number of surveys in a very 
short time, something that is difficult 
and expensive with interviewer-based 
methods such as CATI.

There also are important disadvantages. 
Principal among them is a limitation 
on the length and complexity of the 
questionnaire. Practitioners typically 
recommend questionnaires no longer 
than five to seven minutes and comprised 

of short, clear and well-written questions 
with no more than six to seven response 
options (Steiger and Conroy, 2008). 
Without an interviewer to motivate the 
respondent throughout a longer survey, 
break offs can be a significant problem. 
For example, Tourangeau et al. (2002) 
report a break-off rate of 40 percent on a 
30-minute IVR questionnaire. Evidence 
from unpublished, proprietary research 
suggests that longer surveys are possible 
when there is an especially high degree of 
topic salience among target respondents 
and well-designed contact strategies are 
employed, but these are the exception 
rather than the norm.

IVR surveys also tend to have lower 
response rates than other methods, 
although a good deal depends on how 
the IVR is implemented. Surveys that rely 
on outbound calling (discussed below) 
to an RDD sample can yield response 

rates of one percent or less. Surveys with 
high topic salience (e.g., an employee 
survey) can achieve 50 percent or better. 
Customer satisfaction surveys typically 
produce response rates in the five to 
15 percent range or roughly one-half to 

one-third of what would be expected 
with CATI. Lower response rates can 
mean that more sample records need to 
be fielded (a problem when relatively few 
records are available) and some additional 
cost.

Types of IVR Implementations
IVR research applications fall into one 
of three general categories: inbound, 
outbound and call transfer.

Inbound IVR
In inbound IVR the research company 
relies on the respondent to call a toll-
free number to complete the interview. 
The stimulus to call can vary, but 
typically involves a request immediately 
after a customer has some interaction 
or completes a transaction with the 
company commissioning the research. 
The survey request and number to call 

“IVR offers a number of important advantages 
in marketing research applications. Arguably, 
the most important advantage is its generally 
lower cost.”
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may be printed on the transaction receipt, 
delivered by e-mail or sent via postal mail. 

Response rates for inbound IVR 
typically are very low, especially when 
the stimulus is a store receipt. Direct 
communication from the company via 
e-mail, SMS, letter, postcard, etc., is 
more effective, as is pre-recruitment by 
some other method such as CATI (See, 
for example, Phipps & Tupek, 1991). 
While this type of IVR implementation 
can provide useful feedback from some 
customers, the low response rates raise 
questions about how representative such 
feedback is of the larger customer base. 

Outbound IVR
In outbound IVR the call is initiated 
by the research company. The IVR 
system automatically dials a sample of 
telephone numbers and then launches 
the questionnaire script when the 
phone is answered. One of the most 
familiar applications of this IVR method 
is electoral polling, although there are 
also commercial companies that use 
this method for customer satisfaction 
research. As with inbound IVR, 
response rates are a significant problem. 
Companies doing this type of research 
typically do not disclose their response 
rates, although they are widely believed 
to be in the low single digits.

Arguably a more serious weakness 
of outbound IVR is the inability to call 
cell phones. By FCC rule it is illegal to 
call a cell phone “using any automatic 
telephone dialing system or any artificial 
or prerecorded voice message” for any 
purpose other than an emergency (Federal 
Communications Commission, 2008). 
With roughly one in four households 
no longer reachable by a landline and 
another 15 percent taking all or most of 
the calls on a cell phone (Blumberg and 
Luke, 2010), it is now standard research 
practice to include cell phone numbers in 
telephone samples. This is neither legal 
nor feasible with outbound IVR. 

However, there are exceptions 
to this rule including surveys of 
customers conducted on behalf of 
telecommunications companies and 

surveys where sample members have 
previously given their consent to be 
contacted using an autodialer. Once 
again, useful feedback may be gathered 
but exclusion of the cell phone population 
may create significant bias.

Transfer to IVR
In this application, initial interaction 
with the respondent begins in a standard 
telephone call and, at some point, is 
transferred to IVR. Most often this transfer 
takes place at the end of a customer 
service call where the call was originated 
by the customer and then handed off to 
IVR at the conclusion of the interaction. 

The customer is then asked to evaluate 
how well the call was handled and 
whether his or her problem was resolved. 
Anecdotal evidence from proprietary 
research conducted on behalf of a major 
electrical utility company suggests that 
evaluations collected with this approach 
tend to be more positive and yield a 
different demographic balance than those 
collected by other methods.

Another different application has been 
dubbed T-ACASI for Telephone Audio 
Computer-Assisted Self-Interviewing 
(Mingay, 2000). Survey respondents are 
recruited via CATI and then transferred to 
IVR once cooperation is gained or at some 
point during the interview. This design 
has been used mostly in social policy 
research to encourage more truthful 
answers to questions about sensitive 
behaviors. It has been shown to produce 
response rates on par with standard 
telephone interviewing.

One major barrier in both of these 
applications can be the technology 
needed to interface smoothly with the 
IVR application. The transfer point can 
be one where a significant number 
of respondents are lost. For example, 
Gribble et al. (2000) report that about 
18 percent of their sample was lost 
in the transfer. Dillman et al. (2008) 
report 31 percent being lost. At least 
some of these high-loss rates likely are 
caused by the technology used on these 
studies, an area where there has been 
significant improvement over the last 
decade. In commercial applications, 

such as transfers by an agent after a 
customer service call, loss rates may vary 
depending on the technology used, the 
sample selection method and the role of 
the agent in encouraging the caller to stay 
on the line for the interview.

Summary and Recommendations
IVR can be a very cost effective way 
to collect survey data, especially 
when questionnaires are short and 
straightforward. While it has been used 
in a variety of ways that include political 
polling and social policy research, its 
most frequent use within market research 
has been as a way to collect customer 

feedback. It has its weaknesses, most 
notably lower response rates than other 
methods and limitations on the number 
of types of questions that can be asked. 
Sometimes these weaknesses can be 
partially overcome with thoughtful design, 
careful contacting strategies, incentive 
payments, etc.

While the literature on IVR is limited, it 
offers some guiding principles for study 
design. Most notably:
•	 Keep the questionnaire short (no more 

than five to seven minutes at most).
•	 Write very succinct and easily 

understood questions with a maximum 
of six to seven response options.

•	 Avoid the use of scales that require 
substantial explanation.

•	 Be aware that scales that require 
double-digit responses (10 point scales) 
can be difficult for respondents as they 
typically need to enter “07” versus “7.”

•	 Design the contacting strategy very 
carefully and thoughtfully as it is 
likely to have a significant impact on 
response.

•	 Explain clearly to the respondent how 
to navigate the interview – how to 
answer, repeat a question, change an 
answer, etc.

IVR can play a role as part of a well-
developed customer satisfaction 
program as long as its weaknesses are 
taken into account. Given limitations 
on questionnaire length, it is important 
that a broader set of measures be 
collected using other methods such as 
telephone, mail or Web. And, given the 

“IVR can be a very cost effective way to collect survey data, especially 
when questionnaires are short and straightforward.”
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generally low response rates for many 
IVR studies, it is also important that other 
methods are used to ensure a balanced 
and representative set of views for the 
full customer base. Probably the best 
use of IVR is to augment an ongoing 
customer satisfaction program where a 
representative sample is already in place, 
such as an outbound telephone survey 
after a customer inquiry. IVR might then 
be utilized to collect additional feedback 
on specific topics from that sample. 
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Brand Ownership
By Aaron Deacon

Who owns your brand? This simple question has become a catchphrase in 
modern marketing-speak, a would-be hallmark of unconventional thinking. 
The typical answer “your customer” does help to focus brand strategy on its 
primary constituency, but by using the context of “ownership” provides a 
disservice to brand managers and strategists. Don’t be fooled – you need to 
own your brand. When you concede ownership, you lose the ability to shape 
your brand and ensure that it is meeting the needs of your customer.

The idea of ownership is critical. 
Ownership means you care for it, you 
nurture it, you grow it, you protect it. 
Your brand is your responsibility, and if 
it dies you are at fault. None of which 
is to minimize the importance of your 
customer and their relationship to your 
brand. Brands live and flourish in the 

minds of your customer. You can tell 
whether or not you are a responsible 
brand owner by seeing how your 
customer reflects it.

Think of your brand as a night club. You 
own it. You have a customer in mind and 
you create an environment to attract that 
customer, the right mix of music, drinks, 
décor and location. Your success depends 
on developing a symbiotic relationship 
with your customers. Their attraction and 
patronage becomes a key part of your 
appeal to new customers. But it remains 

your job to keep the club going, to keep 
it relevant, and to find ways to keep 
those customers engaged. If you can’t, 
there’s nothing to stop those customers 
from moving on to the next club. By 
connecting with your customers, you 
maintain the power to keep it relevant to 
them.

Increasingly, brands are choosing to 
build that customer connection into their 
DNA. Zappos is the quintessential new 
school success story in an old school 
business. Not only did they take an 
experiential buying process (i.e., trying 
on shoes) and manage to put it online; 
but they chose to define the very core 
of their business as experience-oriented 
“powered by service” rather than product-
oriented.

This customer experience orientation 
did not develop organically from 

customers “owning” the brand. The brand 
developed along a trajectory identified by 
an astute CEO and the core stakeholders 
of the company. As brand owners, they 
established a foundational principle to 
govern the strategic, operational, and 
marketing aspects of the business. That 
vision, coupled with execution, gives life 
to the brand.

Customer Experience
To get a better handle on customer 
experience, it’s worth taking a step back 
to look briefly at its rise to currency in 
marketing circles. Much as “voice of the 
customer” rose to prominence in the 80s 
and 90s as a result of Six Sigma business 
practices, the focus on “customer 
experience” has grown out of the new 
media applications of the late 90s and 00s.

Specifically, I would argue, an emphasis 
on design principles and innovation 
in crafting easy-to-use Web sites and 
technology interfaces has bled over into 
brand marketing more broadly. What 
began as “user experience” in Web 
development has become “customer 
experience” in brand development.

We see this sort of transference 
throughout the marketing world, with 
more online/offline integration in brand 
building, media planning, and even 
ad agency structure. Not only have we 
recognized the need to pull interactive 
out of its silo, we have taken the lessons 
from learning how to think about 
new technology and applied them to 
traditional processes. An important part 
of that application is taking a holistic 
approach.

The first step to becoming a customer 
experience focused organization is 
to empathize with your customer’s 
experience in a holistic way – beyond 

“Increasingly, brands are choosing to build 
that customer connection into their DNA. 
Zappos is the quintessential new school 
success story in an old school business.  
Not only did they take an experiential buying 
process (i.e., trying on shoes) and manage  
to put it online; but they chose to define the 
very core of their business as experience-
oriented ‘powered by service’ rather than  
product-oriented.”
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even their experience with your brand. 
You occupy a niche within the life of your 
customer.

Let’s go back to the night club. 
Functionally, you provide your customers 
a place to dance, to drink, to socialize, 
maybe to pick up a date. Emotionally, 
you provide a release from the pressures 
of the work week and a signal of your 
status and values to other patrons and 
non-patrons alike. Although your club 
may only intersect directly with these 
emotional needs on a Friday or Saturday 
night, for your customer, they are a deeply 
engrained part of who they are.

If your brand has sufficient credibility 
with your customer, you may have tacit 
permission to meet these needs in new 
ways, at other times. Or, if you really 
have the pulse of your customer, you may 
discover other needs that your distinct 
identity positions you to fulfill – which is 
where a well-designed research approach 
comes in.

Research Approach
I recently worked with a niche B2B 
financial services firm that had recently 
changed its strategic architecture to 
include customer experience as a key 
pillar. Our charge as research partner was 

to help create the road map to deliver a 
transformational customer experience. 
In order to deliver, we had to go beyond 
simply soliciting customer feedback.

The first step in our research process 
looked inward. We assembled cross-
functional teams inclusive of marketing, 
back-end operations, and front-line 
customer service representatives to map 
out what the client knew or imagined 
about the customer experience they 
delivered – a sort of “put yourself in their 
shoes” exercise.

While these day-long intensive work 
sessions covered many of the customer 
service strengths the client is rightly 
known for, they revealed a key insight. 
The internal view of the client-customer 
relationship was highly focused on the 
financial service products offered by 
the client. Client employees had a hard 
time seeing how their customers might 
experience their brand outside those 
limited interactions.

The research process was specifically 
designed to identify critical gaps between 
the internal vision and the full scope of 
the customer’s business operation. The 
next step, then, was to talk to customers 
in a long form, qualitative fashion. These 

discussions were not simply a couple 
hours spent in a focus group. We were 
looking for more than reactions to a 
product or a concept or a list of brand 
attributes.

We conducted half day work sessions 
in multiple markets. We wanted the 
customers themselves to share with us 
their process. The groups were not blind. 
The customers understood why they were 
there and who they were sharing with. 
The client has a strong brand and their 
customers are highly invested in it.

But it was important that the 
conversation was primarily about the 
customer, not about the brand. From 
their day-to-day business operations 
to the hopes and dreams and fears that 
connected their lives to their livelihoods, 
we wanted a holistic understanding of 
the customer’s experience – not just 
as a customer of our client, but as a 
business and an individual. Yes, we 
wanted to understand our client’s role in 
that experience; but by looking beyond 
the client we were able to gain insight 
into what that role could be, rather than 
simply what it was.

The outcome of these sessions, the 
combined perspectives of customers 
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and employees, laid the ground work for 
the quantitative third phase of research 
with both customers and non-customers. 
The goal of the survey was to prioritize 
experiential pain points and understand 
where our client might have permission 
to help. This work also helped to better 
understand the difference between how 
customers and prospects related to the 
brand on an emotional level in order 
to identify the types of change in the 
customer experience most likely to lead to 
business growth.

Research Activation
Having “business growth” as a goal, 
rather than simply providing insights, 
was a critical component of the project’s 
success. We were fortunate to have a 
high level of executive leadership and 
engagement. The CEO and a host of 
C-suite executives devoted the time to 
observe the qualitative workshops. Over 
30 employees took a day away from their 
regular duties to participate in the initial 
internal work sessions. There was a real 
commitment on the part of leadership 
to make sure the customer experience 
focus of the work was taken seriously and 
activated within the organization.

And so, once the initial research was 
completed, another series of work sessions 
began. Over the course of several months, 
we collaborated with the client in order to 
determine how best to carry the insights 
into the organization in a way that could 
affect day-to-day operations. This series 
culminated in a two-day workshop with 
executive leaders, functional leaders, the 
research team, and even the marketing 
agency responsible for delivering the 
brand message.

This sort of collaboration is extremely 
powerful and, in a sense, brings us full 
circle. It became clear as we digested the 
results of the research and filtered them 
through key client stakeholders that there 
was a real opportunity to make some 
foundational changes in brand strategy, 
even beyond the customer experience 
pillar. We revisited the mission statement 
and vision of the organization and found 
ways to incorporate insights about the 
experience customers wanted to have. 
We revisited strategy, tactics, process and 
the metrics by which success would be 
measured. 

Even as our day-to-day involvement 
in the initiative inevitably wound to a 
close, our research company continued 
to be called on when the results needed 

to be reemphasized or communicated 
anew to executive leadership. As we 
continued to work with this client on 
additional initiatives, we saw evidence of 
the customer’s voice in new logos, new 
creative, and indeed, a new strategic 
approach to branding, internal and 
external.

By paying due attention to the 
totality of the customer experience, 
our client was able to make a subtle 
shift in how it understands itself, 
not simply as a provider of financial 
products and services, but an advocate 
for its customers, a resource and 
business partner in a dynamic business 
environment. The execution needs to be 
validated by customers, of course, but it is 
a position the client can own.

Key Takeaways
•	Aim high. You want to be aware of the 

scope limitations of your assignment, 
but you also have to be open to the 
broader implications for your client’s 
business.

•	Understand the business, 
understand the brand. As a 
researcher, strive not just to supply 
information and insight, but make 
sure you know enough about your 
client to envision its application. The 
more you understand how the various 
departments of your client interact, 
the better prepared you are to offer 
suggestions for integration.

•	Fight for executive exposure. In 
order to effect change, you need to have 
access to decision-makers. In-house 
researchers can face this dilemma just 
as much as third-party partners. Be 
proactive. Ask a lot of questions, the 
kind that can only be answered by the 
decision-makers.

•	Ask to be involved in the 
implementation. You might be 
turned down, but asking plants a seed, 
indicates a willingness, and positions 
you to have a more active, more 
relevant, and more integral role in the 
business’s future. If you don’t have the 
skills for implementation, learn them, 
hire them or partner with someone who 
does.

Aaron Deacon is the principal at 
CurioLab. 
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The Language of Social Business is Too Soft
By Rob Preston

Deutsche Bank managing director John Stepper 
sums up what’s wrong with the social business 
movement. In a keynote address at last month’s 
Enterprise 2.0 Conference in Boston, Stepper 
related spending a good year trying to 
become the “social media guy” at the 
bank, culminating in a trip to London to 
persuade the powers that be to invest in 
a collaboration software platform. 

When they asked him which specific 
business problems his “solution” would 
solve, he didn’t have much of an answer 
beyond the esoteric promise of enhancing 
engagement and promoting knowledge 
sharing. But how would those things 
improve business performance? 

Stepper learned his lesson, and 
he eventually got his approval for a 
platform that, come fall, will serve 5,000 
employees across 20 role-based and other 
communities. Among the hard goals: 
Reduce superfluous e-mails and meetings 
by 25 percent and cut help desk calls by 
50 percent, while also delivering the softer 
benefits Stepper outlined in his original 
proposal. 

Part of the reason social networking 
tools still aren’t mainstream at most 
companies is that Enterprise 2.0 is still 
considered more of a “movement” than 
a business imperative. Its evangelists 
employ the kumbaya language of 
community engagement rather than the 
more precise language of increasing sales, 
slashing costs and reducing customer 
complaints. They yearn to empower 
employees, crowd-source ideas, facilitate 
storytelling, nurture advocacy, and 
unleash passion. It sometimes feels like 
an episode of Dr. Phil. 

In his column “Hard And Soft Power 
In Enterprise 2.0,” Venkatesh Rao also 
draws a contrast between the hard-edged 
reality of the business world and the 
kinder, gentler “win-win,” “co-creation,” 
and “delighting customers” specter of 
the social business movement. “Consider 
the words that are conspicuously absent: 
winning, losing, out-maneuvering, 

competition, fighting, 
deception, coercion, 
exploitation, weakness, 
penalty, lawsuit, 
perception management, 
spin, inter-tribal warfare,” 
Rao writes. Reminds me of 
the old George Carlin routine 
comparing baseball and football 
terms. (If you haven’t seen or 
heard that gem, Google it.) 

Even the names of some social 
media software vendors convey a less-
than rigorous business purpose. Take 
microblogging software provider Yammer, 
whose catchy name was conceived to 
convey “persistent communications,” 
says CEO David Sacks, but which literally 
means to whine or whimper. Or Jive, 
which can mean glib, deceptive, or 
foolish talk: B.S. What’s next – a content 
management provider called Drivel and 
a reputation management software 
company called Sycophant? No wonder 
it’s taking CEOs and CIOs so long to take 
social business seriously. 

Still, there’s a reason we’re still talking 
about social business. It’s not because 
the CEO and the CIO have issued a 
mandate to use this platform or that tool. 
It’s because grassroots adoption (think 
Yammer) is solving real problems. John 
Hagel III, co-chairman of Deloitte’s Center 
for the Edge, relates how a “bunch of old 
guys” in the Metropolitan Transportation 
Authority’s maintenance department 
took to a microblogging tool to help them 
find scare parts for buses. “It completely 
transformed their view of social software,” 
Hagel said at the E2.0 Conference. 

“They drilled down and saw they could 
use technology to affect operating 
performance.” 

The old guys at the MTA weren’t and 
aren’t Web groupies. They want a better 
way to get important work done. The 
future of the social business “movement” 
hinges on it attracting many more like 
them.

This article originally ran in the July 
11, 2011 issue of InformationWeek. For 
more information on this publication, visit 
www.informationweek.com. 

Rob Preston is VP and editor in chief of 
InformationWeek. He can be reached at 
rpreston@techweb.com. 
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MRA Member Since 1989
Honorary Lifetime Member since 2009

Michael Mermelstein, PRC on Advocacy  
 
Going back a few years, marketing researchers had little 
to worry about government legislation or regulations that 
would impede us from doing business. There was the 
occasional issue and the industry would pull together to 
defeat it. Also, most legislation was aimed at telemarketing, 
and not research. Times have changed. Now, there are 
hundreds of bills introduced at both the state and federal 
levels each year that could severely hamper our ability to 
carry out quality marketing research. 

A number of years ago MRA had the foresight 
to establish a presence in Washington, DC 
to proactively protect the profession from 
harmful regulation, allowing us to focus 
on and perform our work. This is a 
vital function that I expect from my 
Association.

MRA Protects Your Future
Join MRA at  
www.MarketingResearch.org
or call 860-682-1000. 
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Dear Dr. Pete

Dear Dr Pete,
I’m a bit confused here. I have a 
brand (it’s the name of my company), 
and I have a strategy (to make oodles 
of cash.) I can’t see how I need to 
have a separate strategy for my 
brand. Can you help?
– David Ricardo

Dear David, 
I think this is just confusion over terms. In 
the modern business world, your “brand” 
is considered to be so much more than 
just the name of your company (or the 
name of your products.) The “brand” 
is the sum total of everything you do 
and say in your business. In order to 
be successful, every element in your 
company needs to be aligned behind a 
single strategy. You are thinking of your 
brand name. And while this is important, 
it’s probably more about not getting it 
wrong than actively getting it right, as a 
million Web sites dedicated to laughing at 
Chevrolet’s ‘Nova’ will attest.

I’m a little worried about your “strategy” 
however. As Ray Kroc said “If you work 
just for money, you’ll never make it, but 
if you love what you’re doing and you 
always put the customer first, success will 
be yours.”
– Dr. Pete

Dear Dr Pete,
I recently engaged some consultants 
to help me with my brand strategy. 
They teased out our brand personality 
using projective techniques, and 
we’ve tried very hard to translate 
these into our operating procedures. 
Now I want to measure our success, 
quantitatively. Can I just ask people 
to associate our brand with its 
personality? We’re a “friendly uncle” 
by the way.
– Fred Marshall

Dear Fred,
I wish that life could be that easy. It takes 
a lot of warming up and, to be frank, a 
lot of inter-group trust, to get projective 
techniques to work so well. These things 
simply aren’t going to happen in a quant 
study, whatever mode you choose to 
use. It feels more than a little ridiculous 
to answer such questions “cold” with 
an interviewer present. You’d forgive 
people if they were looking for hidden 

cameras and an unscheduled appearance 
on YouTube! The clue to how you deal 
with this issue is actually hidden in your 
question.

You said you have translated the 
brand personality into your operating 
procedures. Well then, this is what you 
should measure. If your translation work 
has been done correctly, then measuring 
how successful you have been at doing 
those things that go into making you the 
“friendly uncle” should tell you if you are 
on the right track.

Another way to think about it is to 
consider how you would measure people’s 
attitudes toward anything. Now an 
attitude can be defined as “an emotionally 
toned evaluation about an event, object, 
or activity” [Fishbein] – which might 
loosely translate into a phrase like “I 
hate Company X.” This is interesting 
information perhaps, but not too useful. 
What the brand manager wants to know 
is what makes someone “hate” the 
company and, more importantly, how can 
it be changed or reinforced (if it’s your 
competitor of course)? For this we need to 
go further than attitudes and get into the 
realms of valence (what you believe about 
a company) and weight (how important it 
is to you). Attitudes can be considered to 
be the sum of Valence X Weight.

When researchers talk about attitude 
batteries, they are really talking about 
belief (or valence) batteries. If they would 
just add a corresponding “importance 
battery,” then we could calculate and sum 
brand attitudes. You’d know whether or 
not you were making progress and you’d 
know where to focus your improvement 
efforts! And you could accomplish all 
without ever having to mention the 
“friendly uncle.”
– Dr. Pete

Dear Dr Pete,
Will having a brand strategy mean I 
will build brand equity?
– JS Mill

Dear JS,
That’s no more true than thinking I can 
cure the common cold or set a broken leg 
just because I call myself a doctor. Only 
the successful implementation of a brand 
strategy can begin to build brand equity.

Let’s go back to the definition of brand 
I used earlier. If the brand is made up 

of everything you do and say, and we 
can say this is over and above any USP 
your product itself may have, then the 
value your company less its tangible and 
intangible assets must be attributable 
to the “brand” itself. This assumes the 
number is positive. If you have negative 
brand equity, it might be time to re-think 
what you are doing!

If you have positive brand equity, it 
means that your “brand” (and remember 
this is not just your brand name) means 
something to consumers and, if done 
right, is transferable to other products 
outside your own category. This is called 
brand extension. Think about Virgin, for 
example. It started life as an independent 
record store in London and now has 
drinks, airlines and cell phones in its 
portfolio. To be successful, these products 
should all share some similar core values. 
The extension is not just about using the 
others’ brand name, but representing the 
same set of values.
– Dr. Pete 

Dr. Pete Cape is the global knowledge 
director at SSI. He can be reached at  
pete.cape@surveysampling.com. 

Dr. Pete on Brand Strategy 
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Data privacy on the menu in Congress and across the country
By Howard Fienberg, PLC

In May, Rep. David McKinley (R-WV-01) expressed his skepticism about the 
need for data privacy legislation during a meeting with MRA. Joking about 
what he derisively referred to as the “beltway outcry” about “location privacy” 
lapses on Apple’s smart phones, he listed numerous issues far more important 
as they pertain to the interests and concerns of his constituents. From his 
perspective, he noted that the biggest concerns about data privacy seem 
to be emanating from activist organizations and legislators rather than from 
consumers at large.

Legislative Update

The next month, Senate Commerce 
Committee Chairman Jay Rockefeller 
(D-WV) opened a hearing on data privacy 
with the monologue, “[p]oll after poll 
shows that Americans are increasingly 
concerned about their loss of privacy; and 
those same polls show that Americans 
don’t know what to do about it. It is my 
intent to change that. I want ordinary 
consumers to know what is being done 
with their personal information, and 
I want to give them the power to do 
something about it.”

Whichever of Rep. McKinley or Sen. 
Rockefeller may be correct, the ability 
to collect, use and share consumers’ 
information is under threat in Congress, 
federal regulatory agencies and state 
legislatures. Bills currently in Congress 
purport to comprehensively overhaul 
data privacy (e.g., Rep. Rush’s Best 
Practices Act, Sen. Kerry’s Commercial 
Privacy Bill of Rights Act, and Rep. 
Stearns’ Consumer Privacy Protection 
Act), as do proposed regulations from the 
Federal Trade Commission (FTC) and the 
Department of Commerce. Meanwhile, 
state legislation in California (S.B. 761) 
and in Texas (H.B. 1443) would create 
additional privacy restrictions, including a 
near-prohibition on transferring or sharing 
data with third parties.

Top Data Privacy Topics: Location 
Privacy
Location data has been a big part of the 
debate this year. The collection, storage 
and use of location-based user data has 
been contentious in the wake of news 
media reports that indicate mobile 
devices are collecting customers’ personal 
location data.

Senator Al Franken (D-MN), Chairman 
of a new Senate Subcommittee on 
Privacy, Technology and the Law, has 
dealt at length with privacy concerns 
about the use of location data and 
mobile devices and applications, while 
striving to place them within a broader 
context of data security and data privacy. 
Sen. Franken provided during his 
subcommittee hearing that “a balance [is 
needed] between all of those wonderful 
benefits and the public’s right to privacy.” 
Nevertheless, according to the Chairman, 
there has been a fundamental shift in 
“who has our information and what 
they’re doing with it”. He emphasized 
that his subcommittee would focus on 
making sure that “privacy protections are 
keeping up with our technology.”

While Chairman Franken opened 
the hearing by pointing out, “I don’t 
think we’re doing enough to protect” 
consumers, Subcommittee Ranking 
Member Tom Coburn (R-OK) retorted 
that the Committee needed a lot more 
information before they could consider 
any kind of legislation in this area. 
Chairman Franken and others have since 
pursued legislative solutions regardless 
(which will be discussed further on the 
MRA website).

The Data Retention and Minimization 
Debate
A distinct point of confusion among 
some observers of Chairman Franken’s 
position and perspective comes courtesy 
of a growing disconnect between the 
demands of law enforcement and those 
of privacy and technology advocates 
when it comes to data retention. During 
Sen. Franken’s subcommittee hearing, a 

witness from the Department of Justice, 
Jason Weinstein, deputy assistant 
attorney general at the Department’s 
Criminal Division, stated that records 
like Internet Protocol (IP) addresses 
“are an absolutely necessary link in the 
investigative chain,” and recommended 
that the subcommittee require data 
retention on the part of Internet Service 
Providers (ISPs) and wireless providers. 
This position contradicts the interests 
expressed by the Senators in attendance 
as well as several witnesses, who argued 
that such information should not be 
retained much at all and still leaves the 
status and future of privacy protections 
in light of technology and innovation 
unresolved.

MRA entered the data retention 
debate as part of its advocacy efforts 
on behalf of data security legislation. 
MRA pushed an amendment to Rep. 
Mary Bono Mack’s Secure and Fortify 
Electronic (SAFE) Data Act, H.R. 2577, 
designed to restrict the authority of the 
FTC to promulgate regulations on data 
minimization. As a broad principle, not 
collecting or maintaining more data than 
necessary to fulfill a given purpose makes 
sense. However, data collection limits and 
retention periods specifically directed by 
the FTC could be intensely problematic. 
Within various modes and methods of 
data collection, and across many different 
purposes, the need to collect and retain 
data will vary, and should be properly 
subject to those needs, not an arbitrary 
decision by a regulatory body unfamiliar 
with the processes and practices of those 
modes, methods and purposes. Prescribed 
retention periods would diminish the 
long-term value of data, including survey 
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and opinion research data. MRA would 
be very concerned about the FTC setting 
regulations without being familiar 
with the processes and practices of all 
businesses that would be impacted by 
their implementation.

During a markup of H.R. 2577 in the 
Commerce Manufacturing and Trade 
Subcommittee, the Subcommittee 
considered an amendment MRA helped 
with and endorsed from Congressmen 
Cliff Stearns (R-FL-06) and Mike Pompeo 
(R-KS-04), to prevent FTC rulemaking 
authority on the “data minimization” 
provisions in the Act. Reps. Stearns and 
Pompeo agreed with MRA that such 
decisions are best left to businesses 
themselves, at least for now. Although 
Subcommittee Ranking Member G.K. 
Butterfield (D-NC-01) complained that 
the amendment sought to hamper an 
already hampered agency in doing its 
job, the MRA-endorsed Stearns-Pompeo 
amendment on “data minimization” 
passed the Subcommittee by voice vote. 
This contentious issue will not go away 
any time soon and continues to be raised 
by other parties in the data privacy 
debate.

Other Issues in the Privacy Debate
Other issues in the privacy debate like 
online behavioral tracking, (including 
proposals for state or federal do not 
track registries), student privacy, and 
healthcare information restrictions are 
dealt with on the MRA website.

Generally, in all data privacy areas, 
legislators and regulators have shown 
little interest in providing special 
treatment for survey and opinion 
research. So, as technology advances 
and data privacy comes under increasing 
regulatory and legislative scrutiny, 
MRA will continue to advocate for 
an acceptable form of baseline data 
privacy protection in the U.S. that will 
protect both the research profession and 
consumers.

Stay abreast of developments in the 
“Advocacy” section of the MRA website 
at www.MarketingResearch.org.

Howard Fienberg, PLC is MRA’s 
director of government affairs. 
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Brand Strategy: What is the Role of Marketing Research? 
By Michael Latta, Ph.D.

Counterpoint Opinion

Brand strategy does not exist without marketing research. Preparation of a 
launch strategy for a new brand, deciding how to reposition an established 
brand, and finding ways to revitalize a mature brand all require  
marketing research.

A brand is an intangible asset that 
results from successful differentiation 
and positioning. A brand is also a set of 
mental associations inside a person’s 
head. To be effective, it must be a 
SIMPLE DURABLE IDEA containing 
everything customers know, think and 

feel about a product or service. This 
brand identity comes from knowing 
what represents value in the customers’ 
mind and then representing it in a Web 
site, customer service interactions, 
return policies, a logo, a name, colors, 
signage, typefaces, images, promotions, 
package designs, and distribution 
channels; or anything the customer 
touches. Sometimes it’s impossible 
to use traditional methods in today’s 
online world. This article will present a 
traditional approach to brand strategy 
marketing research and introduce a new 
social media approach. The intent is to 
help marketing researchers maximize 
the ROI from effective strategic brand 
marketing research.

Good brand marketing research needs a 
model defining what the brand stands for. 
There are traditional media models like 
Young and Rubicam’s Brand Assessor and 
new social media models like NetBase’s 
“netography” system. Netography is the 
ethnography of the online world allowing 
brand managers to understand Web 
culture and how it reflects and affects 
brand image.

Young and Rubicam’s Brand Assessor
The ad agency Young and Rubicam has 
developed a system to assess brand 
strength based on results from marketing 
research. This Brand Assessor utilizes 
two dimensions, Brand Strength and 

Brand Stature. Brand Strength is the 
degree to which a Brand is Differentiated 
from Competition and Relevant to the 
Customer, and Brand Stature is the 
degree to which a Brand is Esteemed or 
Liked and Well Known or High in Top of 
Mind and Proven Awareness.

When both dimensions are considered 
the relative position of a brand can be 
determined by the table below. Obviously, 
a brand manager would like his or her 
brand to occupy a Leadership or Mature 
position instead of Eroded. A strong 
position always is better than a weak one 
and a brand with stature is always better 
than one without stature.

Netography and NetBase
The NetBase system is based on social 
media and a method of collecting and 
analyzing the language used online. The 
NetBase Workbench allows marketing 
researchers to move beyond traditional 
survey research and get into actually 
listening to what customers are saying 
about the brand on social media 
Web sites. The Workbench allows a 
measurement of what customers love and 

what they hate about brands, product 
categories, issues that effect brands, 
and how markets are trending. Unlike 
other software based simply on statistical 
keyword matching, NetBase uses Natural 
Language Processing software that is 
over 80 percent accurate in translating 

what is written on the Web and what it 
means. The software automatically reads 
and diagrams every sentence identifying 
the nouns, verbs and adjectives. This 
software is said to also understand slang 
and unusual uses of words in posts.

The system is based on the following 
assumptions about customer-to-customer 
communications online:
•	 Online communications are relevant 

and detailed
•	 They occur in a natural way
•	 They are unsolicited
•	 They are collected unobtrusively
•	 They can be collected in a timely, 

efficient, and effective way 
automatically
These characteristics are different from 

traditional qualitative and quantitative 
marketing research methods and are 
useful to brand managers.

NetBase Insight Workbench is the 
tool that allows marketing research on 
consumer perceptions extracted from 
terabytes of social media discussions 
without any manual coding. Designed in 
partnership with brand managers at five 
of the top 10 consumer package goods 

EStEEm aNd KNowlEdgE
[BraNd StaturE]

HigH low

diffErENtiatioN  
& rElEvaNCE
[BraNd StrENgtH]

HigH Leadership or Mature Niche or Unrealized Potential

low Eroded New and Undefined
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companies, the Workbench collects, 
organizes and interprets comments in 
social media. The Workbench is accessed 
through Software-as-a-Service (SaaS). 

A key word search allows identification 
of topics in social media that are stored 
in ConsumerBase. This social media 
data warehouse contains a year of 
conversations on the Web from more than 
95 million blogs, Facebook, Twitter and 
other Web sites.

The three metrics in ConsumerBase 
Scorecard include:
•	 How much customers are talking about 

each brand
•	 How much each brand is liked
•	 How intense emotions are attached to 

the brand
The NetBase claim is that these 

metrics are calculated automatically 
in real time, benchmarked against 
specified competition over 12 months, 
and can be displayed in bubble charts 

and trend lines. NetBase also defines a 
Brand Passion Index that tracks change 
over time. Thus, NetBase gives brand 
managers the opportunity to tell when 
opinions change, to know when brand 
defense is needed, and achieve a better 
competitive position.

Regardless of whether traditional 
marketing research or social media 
marketing research is involved, a strong 
brand position carries with it at least 
seven benefits including:
1. Establishing a focus and long-term 

vision for the company, product or 
service

2. Quickly identifying what is unique 
and possible to own about the brand

3. Pinpointing the brand’s meaningful 
difference versus competition

4. Pointing the way for innovations and 
new products

5. Providing clear direction for ad 
agencies to create brand messages

6. Ensuring employees understand how 
they should behave and represent the 
brand

7. Providing strategic direction to 
creative expressions of the brand 
image

Michael Latta, Ph.D. is the associate 
dean and associate professor of marketing 
at Coastal Carolina University. 

“Good brand marketing research needs a 
model defining what the brand stands for.”
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A Family History in Marketing Research
By Tara M. Cantore

Inside MRA 

Meet MRA member Janet Baldi, vice 
president, data collection & data quality 
at RTi Research. 

Janet has been part of the marketing 
research industry her entire life. She 
actually grew up in a marketing research 
family. Her father, Joe Baldi, was the 
founder of the full-service firm Direction 
for Decisions. 

She originally started out her career in 
financial services, but she recalls she lost 
her fervor after working in the industry 
for about seven years. It was at this time 
her father’s field director informed her 
that FRC Research was looking to fill a 

field supervisor position. “So I interviewed 
and was hired on the spot,” she says. 
“I immediately loved my job and this 
industry, and still do 20 years later.”

Janet has been with RTi for the past 
11 years. Her department manages the 
data collection and data quality for 300 
plus projects per year. Her department 
only includes herself and four other field 
professionals. Beyond overseeing these 
projects, Janet also seeks out and builds 
relationships with potential vendors 
domestically and internationally. 

When asked what she likes most 
about working in the marketing research 

profession, Janet says, “Hands down, 
my absolute favorite part of my job 
is seeking, growing and maintaining 
relationships.” She adds, “Honestly, I do 
not have a ‘least favorite’ part of my job.” 

Janet became a member of MRA in 
the early 2000’s. She recalls she had 
attended a few local association events, 
and was pleasantly surprised by how 
embracing everyone was. She decided 
immediately to become involved with 
the association as a volunteer. 

Throughout the years she has 
volunteered for the association in a 
number of capacities. One of her first 
volunteer roles was heading the Webinar 
Series for MRA in the mid-2000’s. 
“Webinars were just getting off the 
ground, and PRC was still in its early 
stages. It was an exciting time to be 
involved in this initiative, as it offered 
members education while they were 
conveniently sitting at their desk.” 

In addition to volunteering on the 
National level, Janet has been very 
active in her local chapter – Greater New 
York. From 2005-2007 she served as the 
chapter’s secretary. At this time she also 
co-chaired the Programming Committee 
for the NY/Philly Joint Chapter event. 
She also just finished up a term as the 
Greater New York Chapter President. 
During her tenure as president, the 
chapter earned the award of Chapter of 
the Year for 2011. 

Janet says being part of an association 
like MRA allows her to obtain invaluable 
education, as well as stay on top of the 
latest research modes and tools. And 
another big perk for her is the extra 
exposure her company, RTI receives 
when she networks with others in the 
industry. 
Besides working in the marketing 

research industry and volunteering for 
MRA, Janet says she is a tremendous 
music lover and a DJ want-to-be. “I have 
over 50,000 songs in my library, and 
I spend many hours seeking out and 
purchasing new music. My collection is 
very eclectic and pleases folks of all ages. 
I also enjoy making playlists for parties.”

Tara M. Cantore was the director of 
marketing & sales at MRA.
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Great Lakes Chapter to Host Annual Fall Conference
The Great Lakes Chapter Fall Conference is taking place 
September 8-9, 2011 at the Westin Hotel in downtown 
Cincinnati. Presenters at the conference include: Jeff Soule, UPS; 
Chris Ratcliff, Marketvision Research; Krissy Barr, Barr Corporate 
Successs; Terilyn Reber, One Planet, One Call, Inc.; and Roger 
Pille, Newport Aquarium. To register, visit www.glcmra.org. 

Save the Date for 2012 Joint Chapter Vegas Conference
MRA’s Southwest, NorthWest and Southern California Chapters 
have announced the dates for the 2012 Join Chapter Las Vegas 
Conference. Save the date – April 11-13, 2012. More details to 
follow in the upcoming months. 

NorthWest Chapter Endowment Fund Application Deadline
The NorthWest Chapter is taking applications until September 
30, 2011 for its Chapter Endowment Fund. If you are looking 
to upgrade your skills or the skills of your employees, but don’t 
have the budget to make it happen, this program is for you. The 
intent of the program is to increase excellence in the marketing 
research industry. The award amounts range from $250-$400 
and are provided based on personal criteria and needs. For more 
information, visit www.northwestmra.org. 

MRA Chapter Update

SuccessSuccessful companies are guided by leaders of 
remarkable talent, intelligence and creativity. 
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CFR Hires Business Development Manager
Communications For Research (CFR) has hired Nathan 
Growcock as the business development manager for the 
company. 

MarketVision Announces Promotions
Lynn Leszkowicz has been promoted to research manager in 
the Marketing Sciences Group. She has six years of experience 
at MarketVision in roles of increasing seniority in analytical 
design and analysis and client research consulting. She holds a 
Ph.D. in consumer behavior from Purdue University. 
Prasad Samala has also been promoted to research manager 
in the Marketing Sciences Group. He has over six years of 
experience at MarketVision in roles of increasing responsibility 
in data analysis and statistical design and consulting. He has 
a M.S. degree in Operations Research and Statistics from the 
University of Cincinnati.

e-Rewards’ President and CEO, Chris Havemann, Leaving to 
Pursue New Opportunities
e-Rewards, Inc. announced the President and CEO Chris 
Havemann has decided to leave the business to pursue new 
opportunities. He will continue to serve as the company’s 
president and CEO until a replacement is selected. Havemann, 
co-founder of e-Rewards’ subsidiary, Research Now, was 
appointed president and CEO of the business following 
e-Rewards’ acquisition of Research Now in December 2009. 

Decipher Promotes Sherman to SVP 
Bonnie Sherman has been promoted to senior vice president, 
custom panel development at Decipher. She joined the company 
in April 2010 as vice president of the division. She has over 15 
years of experience in the marketing research industry and holds 
a Ph.D. in social psychology from Princeton University. 

QuestBack Buys Globalpark
Norwegian based QuestBack has acquired and will merge with 
the German panel and survey software firm Globalpark. 

Annik Opens London and Sydney Offices
The Indian MR technology and operations company Annik is 
opening news offices in London and Sydney, Australia. The 
former Globalpark manager Alex Happe will lead the London 
office, and Meena Kumari will lead the Sydney office. 

Gongos Announces Promotion
Gongos Research has promoted Michael Francesco 
Alioto to the newly created position of vice president, global 
methodologies. Alioto joined the firm in 2009 from Market Probe. 
In his new role, he will continue to serve as a senior consultant 
to Chrysler-Fiat, while also evaluating trends and emerging 
methods, including mobile platforms. 
Lynn Siluk, a former researcher at Ford Motor, has been hired 
to replace him as vice president, marketing sciences. She will 
lead the marketing sciences team, and focus on the company’s 
quant capabilities, statistical analysis, study design and 
reporting.

Vision Critical Announces Appointment
Tyler Douglas has been appointed vice president, business 
development at Vision Critical. He was previously director of 
strategic partnerships for technology and marketing services 
provider The Active Network, after it acquired IronPoint 
Technology, a public sector software firm he had co-founded. 

Acxiom Names New CEO
Acxiom has appointed former Microsoft advertising executive 
Scott Howe as CEO and president, replacing John Meyer, who 
resigned earlier in the year. 

Ipsos Agrees to Acquire Synovate
Ipsos has agreed to acquire Synovate for 595 million Euros. This 
merger will create the world’s third largest market research 
company. The deal is to be funded with cash, new debt 
financing and a rights offering to Ipsos shareholders. 

SSI Announces Appointment
Derek Nash has been appointed as Country Manager 
for Australia and New Zealand offices of Survey Sampling 
International (SSI.) Nash has 15 years of experience in marketing 
research. Prior to joining SSI he served as general manager at 
Netway Networks, an IT consulting, support and Web services 
company, and before this he was group director Australia and 
New Zealand for GfK. 

AskingCanadians Announces Appointment
Roy Gonsalves has been promoted director of sales at 
AskingCanadians. He joins the firm from Research Now, where 
for the past five months he served as sales manager. Prior to this, 
he spent four years as an account manager at Advitek. 

Ingres Corporation Promotes CEO Role
Ingres Corporation has promoted Steve Shine to the post of 
CEO and president, replacing Roger Burkhardt, who left the 
company in December. Shine joined the company in August 
2007 as EVP, Worldwide Sales, and has since held the positions 
of EVP, Worldwide Operations and most recently, Co-President. 

The NPD Group Announces Appointment
The NPD Group has appointed Kevin Gilbert as director of 
home improvement in the firm’s Port Washington office. He most 
recently served as VP of Client Solutions at SymphonyIRI, where 
he managed the Diageo and Kraft accounts. In his new position, 
Gilbert will focus on developing and launching a new point-of-
sale (POS) service for the home improvement business. 

Share your industry news with us. Send press releases and 
announcements to David W. Almy at  
david.almy@marketingresearch.org. 

Industry News & Announcements
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World Class
Nationwide Recruitment &
Transcription Services

When you don’t need a facility for your project, trust us – 
the qualitative recruitment experts. The leader in nationwide 
recruiting for urban, suburban and rural markets across the 
US for all types of in-person and online research. Recruiting 
from our database, your list or purchased sample, everything 
you could possibly need is done right here by us. We aren’t 
just recruiters – we are marketing research professionals who 
make the fi eld process an easy experience.

Your clients don’t like to wait and neither do you! 
With turnaround in as few as 24 hours and meticulous 
accuracy, Focus Forward is emerging as the leader in global 
transcription services. To ensure the highest quality standards, 
every completed transcript is audio checked and proofread. 
Available 7 days a week, you can relax as our team 
of 200+ US-based transcribers expertly handle your project.

www.focusfwd.com   ·   215.367.4000  ·    RFP@focusfwd.com

Focus ForwardFocus ForwardFocus Forward

Be a HERO to your clients
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Upcoming Conferences 
Sept. 21-23, 2011
Corporate Researchers Conference

http://crc.MarketingResearch.org
Feb. 27-29, 2012
MRA’s CEO Summit
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Trust Matters
We believe that trust is earned, never assumed.  
At Logit, we are proud of the trust we have earned 
from our clients.  

We consistently deliver the highest quality work 
efficiently, professionally and of course, on time and 
on budget.  This allows our clients to focus on their 
business with the research we provide.

Call John Wulff at 1-866-845-6448, ext 248. and 
he’ll be more than pleased to start the conversation 
about how we can exceed your expectations.

www.logitgroup.com
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