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The ‘they’ in
what will they think of next?

Greenfield Online goes beyond today’s online sampling technology...

It's not enough to supply clients with the data they can use today. You must enable them to be at the forefront of
tomorrow. At Greenfield Online, we're venturing into new territory and pioneering new methodologies with the launch of
www.text2express.com and Real-Time Sampling™, as well as a number of new initiatives which let us deliver the highest
quality survey respondents and data to our clients. At the same time, we are continuing to employ state-of-the-art panelist
recruitment and management technology to fully engage and optimize our panels.

Learn more about our latest innovations and what we’re doing to continue to evolve online survey solutions by visiting
www.greenfield.com/rcwhitepapers.htm
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LETTER FROM THE EDITOR

A Whole Foods just opened up near MRA
National. This high-end, natural grocery store gives
away free samples of its products in nearly every
aisle. Why do they give out their $20 a pound ham-
burger meat? Why do they hire a knowledgeable
employee to dispense and educate shoppers on the
products?

Samples, taste tests and product tests gener-
ate feedback and results that a survey or discus-
sion panel cannot: an instant reaction to an actual
product. Tasting the spiced ham gets a reaction from
people that theorizing about spiced ham doesn’t.

My involvement with the market research
profession has made it abundantly clear to me the
reasons behind food sampling.

The four tiny pieces of chocolate | paid $8 for
at Whole Foods, while small, are a part of a bigger
picture.

., Letter From The Editor

Kathryn Blackburn’s feature (page 24) on the
past, present and future of market research sheds
light on the breadth and depth of the market re-
search profession.

Bruce Mendelsohn'’s article on social net-
working (page 20) suggests one direction in which
the profession appears to be heading.

Speaking of heading, I'm off to the Whole
Foods. | hear they’re sampling Scharffenberger
chocolate today. Now there’s a product | could taste
test all day!

Connie Yan, Publications Editor, MRA
connie.yan@mra-net.org [ =’

Does your marketing research support your strategy? It should.
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Life is full of decisions. From naming our kids
to naming a new brand, we're confronted
with choices every step of the way. At Olson
Research our goal is clear — to help our clients
make smart marketing decisions today in

order to win in the marketplace tomorrow.

Pennsylvania Office
48 Swan Way
Suite 102
Warminster, PA 18974
267-487-5500

New Jersey Office California Office
300 Phillips Blvd. 4300 El Camino Real
Suite 100 Suite 101
Ewing, NJ 08618 Los Altos, CA 94022
609-882-9888 888-834-9799

@ Ison Research Group, Inc.

From market intelligence to marketing opportunity

olsonresearchgroup.com

www.mra-net.org

Name: Kelly

Age: 37

Profession: Mother, Web Designer

Earnings:  $38,000, part time

Location: Park Slope, Brooklyn

Reads: Architectural Digest

Watches: Never Mind the Buzzcocks on BBC
Listens to:  Garrison Keillor, every Saturday
Thinks: Her avatar’s hair should be longer

Feels: Your client’s brand...

6

“Makes me feel good about myself. Reflects who | am
and who | want to be.”

As a marketing researcher, it’s vital to understand Kelly. And to find oth-
ers like her who are passionate about your client’s brand. But people
with eclectic interests can’t always be found in homogeneous sampling
sources. Just because they buy diapers or fly a particular airline doesn’t
mean they’re right for your sample.

You need a sampling provider who understands and appreciates the
complexity of people. And the complexity of sampling. A partner to con-
sult with you on your questionnaire. To help refine issues with language,
lifestyle, logic or length. Even let you pre-test questions or screen respon-
dents in advance.

SSI has worked for 30 years to perfect sampling. While serving more than
1,800 clients and the best marketing research firms worldwide. In more
than 50 countries and dozens of languages.

Quality research is based on superior sampling. And we get that more
than anyone.

Your trusted partner in sampling

Call us on +1.203.255.4200
or visit www.surveysampling.com
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Start Your Business NOW!

Seven Things Every New Business Owner Should Consider

By Alan R. Adelman, CPA

Hundreds of thousands of new
businesses are started in the United States every
year. Most begin with some good ideas and
real passion on the part of the entrepreneurs
who start them. What many lack, though, is a
thorough examination of the essentials that make
a business work. Maybe that is why so many
new businesses fail within the first five years.

In my long experience as a certified
public accountant, | have identified several key
things that new business owners do not always
consider, but that can make a profound difference
in the success or failure of their business.

1. Your Business Name

Make sure that you like your entity name; you’re
stuck with it for a while and it will be on everything
you hand out. If you want to change it later, it will
cost you in some surprising ways. One corporate
client wanted to change to a more global-
sounding name to reflect the growing scope of
their business. They racked up several thousand
dollars in expenses to change their state
registrations, file additional tax forms, reprint all
of their stationery and business cards and recraft
their Web site and their marketing materials.

(Continued on page 22)

RUENCE

2

INTERNATIwONAL B2B
Fieldwork SPECIALISTS

« Fully integrated CATI system allows centralized programming, management and control, 24/7 reporting
260 seats across our Call Centres in North America, Europe & Asia

Contact any of our Fieldwork Services Departments:

Seeking Nominees for MRA National Awards!
All Submissions Are Due By 5:00 PM EST, April 18th.

MRA'’s Distinguished Service Award
recognizes extensive and distinguished
service to both the Association and to
the opinion and marketing research

profession.

1994 Linda Tessar

1995 Mimi Nichols

1996 Ruth Nelson

1997 Howard Gershowitz
1998 Ellen Gregory

1999 Sharon Mutter

2000 Anndel Martin

2001 Donald J. Marek
2002 Elyse Gammer
2003 Joanne Robbibaro
2004 Foy Conway and J. Patrick Galloway
2005 Joan Burns

2006 Nancy Hayslett
2007 Michael Mermelstein

Honorary Lifetime Membership Award
Throughout the history of MRA several
notable individuals have played key roles

in shaping the success of our Association

and our profession. These current or retired
members have been honored for their vital
contributions of time, talent and energy by the
granting of an Honorary Lifetime Membership
in MRA:

Sharon Mutter
William D. Neal
Ruth N. Nelson
Mimi Nichols
Betsy J. Peterson
Murray Sommer
Peter Van Brunt
Claire Viverito
Frank D. Walker

Christine Adams
Audrey Bowen
William Callahan
Howard Gershowitz
Beatrice Gorbaty
Patricia Heakin
Priscilla Kamrath
Donald J. Marek
Norman M. Michaels

The 2008 Awards Task Force:

Christy Reid (Chair), Colorado Market Research Services
Michael Mermelstein, Mktg., Inc.

Amy Shields, Nichols Research, Inc.

Paul Valdez, Nichols Research, Inc.

Kim White, Schlesinger Associates, Inc.

Candidates must meet the following criteria:
e  Current MRA member in good standing

¢ National member volunteer for at least five years.
e Has demonstrated National, Chapter and Industry
experience.

For a Distinguished Service Award nomination form,
visit: http://www.mra-net.org/DS_Award.pdf
Fax completed forms to 860-682-1010.

The 2008 Honorary Lifetime Membership Task Force:

Merrill Shugoll (Chair), Shugoll Research

Donald J. Marek, MRII

Mimi Nichols, Nichols Research, Inc.

Shirley Shames, Performance Plus/Boston Field & Focus
Peter Van Brunt, ReData, Inc.

Pl nsider an rrent or retired member who m

the following criteria:
e Isin good standing with MRA,;

e Has volunteered at the Chapter and National level for
at least 10 years;

Is an outstanding individual who has been in the
profession for at least 20 years, during which

a strong commitment was demonstrated to the
Association and the profession.

Each nominee will be evaluated and considered by the Task
Force. If a recipient is chosen, he or she will be honored at
the MRA Annual Conference.

To recognize a fellow MRA member for the Honorary Lifetime

Membership Award, e-mail sarah.walsh@mra-net.org or
aisha.terry@mra-net.org or fax them at 860-682-1010.

Include name of nominee, description of the individual's
contributions to the profession and MRA, and your phone
number.

BOSTON Lynn Iburke@kadence.com SINGAPORE  Piers
LONDON Paul pdonnelly@kadence.com  « JAKARTA Vivek
DELHI Aman  amakkar@kadence.com e HONG KONG Matt
KUALA LUMPUR Ronald rfoo@kadence.com e SYDNEY Simon

plee@kadence.com

vthomas@kadence.com
mcoulter@kadence.com
severard@kadence.com

Or visit our web-site for further information: www.kadence.com

These awards will be presented during the Awards Luncheon at

6 MRA's Alert! Magazine - 04/08 MRA'’s Annual Conference, June 4-6 in New York, New York.
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Join your colleagues for three days of
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(Use promotional code “arf”)
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PRESIDENT’S PERSPECTIVE

Alert!

| dedicate this article to the ultimate mystery
shopper, my mother, Peggy Moore.

Peggy has been in research for the past
39 years and has become the ultimate detective
when it comes to shopping. My mother can ask
more questions and find out more information than
anyone | know — so you can see, | learned from the
best.

Every shopping
experience is like a secret
mission to her — | can hear
the Mission Impossible
theme music playing now.
She enters the store and
observes how quickly she is
approached, the cleanliness
of the store and how well the
store is stocked.

Ultimately, her goal
is to let the owner/manager
of the establishment know
three things — number one,
how they ranked in her
world; number two, to find
the best possible deals; and
number three, to feel like a valued customer. She
is not afraid to let people know exactly what she
thinks of their products or services. If all shoppers
were as vocal as my mother, we wouldn’t need
mystery shopping programs.

As consumers, we expect certain things
from any business that we deal with. We obviously
want to be treated fairly and with respect. We
want to find cost-effective ways to shop and find
products that will make our lives easier since these
are things that, as consumers, we should receive.
Employees are being paid to ensure that our needs
are met, but when we don’t get these things, we,
as consumers, don’t always speak up. Maybe the
only reason why things don’t change is because

10 MRA’s Alert! Magazine - 04/08

“Every shopping
experience is like
a secret mission to
her — | can hear the
Mission Impossible
theme music
playing now.”

‘Mystery Shoppers Are An
Important Resource.’

By Colleen Moore-Mezler, MRA President, Moore Research Services, Inc.

we aren’t speaking up. Doing so could make all the
difference in the world.

Since its conception over fifty years ago,
mystery shopping has become an important
resource in our thriving business world and
one that is on the rise. A variety of professional
businesses, such as retail, manufacturing,
hospitality (hotels, restaurants, etc.), property
management and even medical offices/facilities
use the talents of mystery
shoppers to discover consumer
wants and needs.

Mystery shopping is a
valuable research tool. It uses
trained shoppers to evaluate
anonymously customer service,
operations, employee integrity,
merchandising and product
quality. This is a short list of
what mystery shopping can and
will do for clients:

* Monitor and measure service
performance

* Improve customer retention

* Make employees aware of
what is important in serving
customers

* Reinforce positive employee/management
actions

* Provide feedback from front line
operations

* Monitor facility conditions

* Audit pricing and merchandising
compliance

* Identify training needs and opportunities

| recently went shopping with my mother in
Florida but we had a limited amount of time and, to
my mother’s dismay, my father was with us — she

(Continued on page 12)
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While considering what | wanted to write
about this month, | thought of two appropriate
movie quotations. | could go with the strong
statement from Network when folks are urged
to stick their heads out their windows and yell “|
am mad as hell and | am not going to take it any
more!” Or, | could go with the desperate plea from
Jerry McGuire: “Help me, help you!”

What has gotten me so agitated? Three
things, which are at their essence one thing,
are bothering me. There seems to be a general
malaise in the market research profession about
sustaining itself.

| have represented three other professions
and the one thing | could count on is that they all
would do whatever it took to protect the profession.
If there was a threat

Chief Executive Column

By Lawrence Brownell, MRA's Chief Executive Officer

the importance of marketing research, but the
profession does not seem interested in embracing
them. The first is the issue of quality when it comes
to online research. | challenge the academics and
research scientists of our profession to address
this issue. AAPOR members have voiced to their
leadership that online research is not scientific

and therefore not reliable or legitimate. | openly
disagree.

Let me pose a fact to those of you who
teach research. Online research usage is growing.
So what will you teach in ten years, when online
research has become a mainstay? Will you send
your students out with insufficient knowledge or
confidence in this dominant methodology?

Let me challenge you. If you believe

that online research is

to the profession via
media, government

or societal change, it
was a high priority and
we worked together

to find a solution. The

“are bothering me. There seems
to be a general malaise in the
market research profession
about sustaining itself.”

unscientific, do what every
great scientist or educator
would do: find a way to
make it scientifically valid
and teach others how to

research profession has
segmented itself so much that there is no common
flag to rally around, thus leaving it vulnerable to
extinction. Yes, extinction. | know how incredibly
valuable and important to society legitimate
research is, but the average person does not.

The profession has been sheltered in the
United States by politicians’ use of polls and the
government’s desire for more information. This
year when the polls should be shining brighter than
ever, they are instead increasingly questioned.

| have been engaging in media interviews
defending these polls and demonstrating how
their misuse or over exuberant use is causing
the discrepancies between the polls, and primary
results. If we don’t defend and improve these polls,
there will be no reason for politicians to protect
survey and opinion research from laws that restrict
access to the general populace.

The other two major threats to the
profession also have opportunities to advance

www.mra-net.org

apply the science. If you
don’t do this, what will you
be teaching? [Could you be teaching statistics with
research being relegated to a chapter in the text
book on potential usage or could many of your
positions be eliminated, because what you wish to
teach is obsolete?]

| know many of you don’t want to dismiss
online research. You need to muster your ranks
and apply science to that which your peers find
unscientific.

The final critical element that | feel most of
the profession has neglected is government affairs.
In every other profession | have represented there
was one item above all else that needed to be
taken care of: government affairs.

CMOR, is in my opinion, the only
organization in the profession that in the past
four years has done something in this area.

(Continued on page 23)
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PRESIDENT’S PERSPECTIVE

Alert!
A Tribute To The Ultimate Secret Shopper, Peggy Moore

(Continued from page 12)

says he “cramps” her style.

Our mission on this particular day was to find
a fabulous pair of black sandals. We visited a great
outdoor shopping mall and on our journey to find the
ultimate shoes we stumbled across a quaint store
that had unique jewelry. Remember, we were on
a mission to find shoes — not jewelry. Then why on
earth did two experienced shoppers like us go into
this jewelry store?

Very simple — the store drew us in — the
music, the unique way the jewelry was displayed and
of course there was the sales associate that greeted
us BEFORE we walked into the store. Neither one
of us shopaholics could go past this store without
checking it out. This store, FISH in Ft. Myers,
Florida, had all of the elements of a great shopping
experience.

As | reflect on this article, perhaps | realize
that, like my mother, | too enjoy the ultimate shopping
experience. | hope the need for mystery shopping as
a research tool continues to grow; | need a few more
pairs of shoes!!

Wondering if your product

placement results are accurate?

Don’t worry!

Peggy Moore is the founder of Moore Research
Services, Inc. Peggy is a seasoned professional with
over 39 years in the marketing research industry.
She began her career as an interviewer and then
went on to start Moore Research in 1969. In June
of 2007, Peggy had the honor of installing Colleen
as President of MRA and the National Board of
Directors. She has been married for 50 years to Dick
Moore and has four children and eight grandchildren.
She lives half the year in Ft. Myers, Florida and the
other half in Erie, Pennsylvania. 24

Colleen Moore-Mezler, PRC is the president of Moore Research

Services, Inc. She may be reached at colleen@moore-research.com. E

MRA President Colleen Moore-Mezler and her
mother, Peggy Moore
Photo Courtesy of Colleen Moore Mezler

AVC Research

Specialists in Validations since 2003

* Customized quality validations
*  Quick and efficient
*  Validating:

mall

phone

internet

focus groups

Aileen English
908-475-3366 * AEnglish@AVCResearch.com
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FULL SERVICE
SURVEY PROCESSING

Get your Data 24 hours
after closing field.

Adapt ..

Automated Data Pro g Tec

* Printing/Mailing

* Returns Management
* Coding/Transcription
* Also, Focus Group Audio Tape Transcription

Call Dave Koch 1-888-52ADAPT

www.adaptdata.com

* Data Entry
* Scanning
* Tabulation

www.mra-net.org

Chris Bandak

Forum Research Inc.
6 Greyfriars Ave.
Richmond Hill

ON, Canada

L4E 4RS

John Bekier
Marketing & Research
Resource, Inc.
1303-A East Patrick
Frederick, MD 21701

Larry Beougher

Schlesinger Associates, Inc.
625 N. Michigan Ave.

Suite #1500

Chicago, IL 20611

Eric Brall

Schlesinger Associates, Inc.
Cambelback Center

2355 E. Camelback Rd.
Suite 800

Phoenix, AZ 85016

Victoria Buffa
Fieldwork International
Healthcare

1200 MacArthur Blvd.
3rd Floor

Mahwah, NJ 07430

Qasim Butt

ICT Group- Research
Services

2167 W. 12th St.
Suite B1

Lakewood Plaza,
Erie, PA 16505

Merrill Carey

Evo Research & Consulting,
Inc.

28 W. 25th St.

Floor 9

New York, NY 10010

Frank W. Cheshire
MRT Services, Inc.
3905 Harrison Rd.
Loganville, GA 30052

Cathleen Christopher
AOC Marketing Research
10100 Park Cedar Dr.
Suite 100

Charlotte, NC 28210
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Mike Clark

Schlesinger Associates, Inc.
9550 Higgins Rd.

Suite 1158

Rosemont, IL 60018

Tina Day

Harris Interactive

76 Carlson Rd.
Rochester, NY 14610

Baillie Dempster
Peanut Labs, Inc.
58 N. Front St.

Suite 200

Issaquah, WA 98027

Lisa Duryea

Peanut Labs, Inc.

114 Samsome St.

Suite 90

San Francisco, CA 94104

Jens Erickson

Authentic Response of Return Path

953 Duar Dr.
Concord, CA 94518

Matthew Fenwick
Schlesinger Associates, Inc.
625 N. Michigan Ave.

Suite 1500

Chicago, IL 20611

Eryn Gauen

Schlesinger Associates, Inc.
625 N. Michigan Ave.

Suite 1500

Chicago, IL 20611

Tonik Gayden

Schlesinger Associates, Inc.
625 N. Michigan Ave.

Suite 1500

Chicago, IL 20611

Cassy Green

(JTM) JT Marketing Corp.
1775 N. Central Ave.
Suite 100

Flagler Beach, FL 32136

Cheryl Harris
Lightspeed Research
230 Park Ave.

4th Floor

New York, NY 10003

Alert!
Welcome New Members!

Krista Joyce

Peanut Labs, Inc.
58 N. Front St.

Suite 200

Issaquah, WA 98027

Patrick Kimball

Peanut Labs, Inc.

690 5th St.

Suite 207

San Francisco, CA 94107

Brendan Kinney
Peanut Labs, Inc.
11400 Park Cedar Dr.
#200

Los Angeles, CA 90064

Kenitha Linn

Promark Research Corporation
4606 FM 1960 West

Suite 530

Houston, TX 77069

Dr. Nicola Lindsey

Evo Research & Consulting, Inc.

28 W. 25th St.
Floor 9
New York, NY 10010

To become a member of MRA, please call:
860-682-1000 or visit http://www.mra-net.org

Ginny Marvin

Marvin Windows & Doors
2020 Silver Bell Rd.
Suite 15

St. Paul, MN 55122

Ali Moiz

Peanut Labs, Inc.

114 Samsome St.

Suite 90

San Francisco, CA 94104

Jason Morrell
Opinion Factor, Inc.
4516 S. 700 East
Suite 190

Murray, UT 84107

Steve Moylan
Peanut Labs, Inc.
508 Whitetail Cir.
Lafayette, CO 80026

Landon Powell

Schlesinger Associates, Inc.
625 N. Michigan Ave.

Suite #1500

Chicago, IL 20611

Productive?

Research Tracker® Il is powerful, yet simple to use database
software that tracks respondents, clients, jobs and participation.

* Organize all aspects of qualitative jobs
* Increase recruiter productivity

* Automate clerical tasks

* Improve quality control

* Optimize web site and email capabilities

To see Research
icker®Il in action,
lick the “Research
Tracker” option

on our we 7
then click “Take a
Closer Look”

800-870-6377
www.mdssworld.com

Productivity software for marketing research kathy@n‘sdsswodd.cam
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Alert!

An International Perspective
On Privacy

By Howard Fienberg, Director of Government Affairs, CMOR

CMOR'’s government affairs mission is:

. to monitor relevant legislative and
regulatory activity,
. to ensure that the interests of the
research community are protected and; . . Py .
. to educate industry members S h Iel dl i’lg l h € P / Of ession

regarding relevant legislative, statutory

and legislative issues.
Our work is focused on U.S. activity however, as part of CMOR’s continuing effort to
“Shield the Profession,” we work to keep abreast of major global legislative activity and
alert the profession to legislative or regulatory activities that have significant potential
impact. Below are recent examples in the UK and France.

LEGISLATIVE WATCH

e United Kingdom: The British Parliament is considering changes to the UK
data protection laws that would make chief executives directly responsible for
safeguarding personally identifiable information and criminalize the improper
use of data.

Information Commissioner Richard Thomas, head of the body charged
with protecting personal data, addressed the Justice Committee of the House of
Commons in early December and sketched sweeping changes to the UK’s data
protection laws. Thomas’ proposed legislation would include a requirement for
certified confirmation from a company’s chief executive that safeguards have
been put in place to protect personal data.

This proposal follows hard on the heels of Her Majesty’s Revenue &
Customs’ data breach, in which the agency lost personal financial data on more
than 25 million people.

e France: President Nicolas Sarkozy proposed on January 8th to impose taxes
on Internet access and cell phone usage in France. The new taxes could
make research contacts using such modes more expensive and discourage
respondent cooperation.

For the proposal to become policy, his government would have to draft
a bill and get it approved by both houses of Parliament. Such measures would
not likely take affect until next year, because of a busy parliamentary agenda
and municipal elections in March.

14 MRA’s Alert! Magazine - 04/08 www.mra-net.org

Alert!

CMOR will endeavor to keep our
members informed about any developments,
although we have no direct lobbying presence
in Europe.

Globally, CMOR collaborates with like
organizations to share information on
government affairs activities in their countries.
As part of this effort, CMOR works within the
World Industry Network (WIN).

WIN is an agenda setting forum for
global leaders in the research industry and
serves as a communication platform to inform
and update associations, aligning and involving
them in industry projects. WIN holds regular
international meetings, attended by CMOR,
to discuss trends and critical issues and to
develop collective responses/plans for action.
WIN also distributes a newsletter to which
CMOR contributes. For additional information
regarding WIN, please see http://www.esomar.
org/index.php/win.html.

Inside the US, CMOR actively monitors
and responds to legislative and regulatory
issues that impact the research profession. To
assist us in effectively responding to legislation
on the state level, CMOR is searching for State
Capitol Network Members.

State Capitol Network Members’ roles
include working with CMOR staff to assist
in monitoring and responding to negative

legislative measures that impact the profession.

While CMOR already has mechanisms in
place to monitor such activity, this network will
supplement CMOR’s ongoing efforts to remain
proactive and as alert as possible on all issues.

Member representatives would be the
profession’s observer for their state(s) and
serve on behalf of the profession when any
issues arise before their state legislature and
assist in responding to such issues (see more
information at http://www.cmor.org/pdf/Capital

Network.pdf).

Wwww.mra-net.org

For more information on government affairs
issues, contact Howard Fienberg, CMOR’s
Director of Government Affairs at hfienberg@

cmor.org. 34

Howard Fienberg is the Director of Government Affairs. He may
be reached a hfienberg@cmor.org. | ="

CMOR is the only industry association actively performing the
duties of watch dog on federal and senate issues. CMOR’s offices are
based in Washington, D.C.

For more information, please write to information@cmor.org | ="

Disclaimer: The information provided in this message is for
guidance and informational purposes only. It is not intended to
be a substitute for legal advice. CMOR advises all parties to con-
sult with private legal counsel regarding the interpretation and
application of any laws to your business.
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National Qualitative Recruiting
Online Survey Panel
Transcribing

QUALITATIVE RECRUITING

Nationwide Double Opt-in Database
Focus Groups, Phone Interviews, IDls
Ethnos, In-Office & National Field Coordination

ONLINE PANEL

Sample Only Premium Panel
Smaller Niche Studies are our Specialty

NOW OPEN - NEW LOCATION WITH OUR EXPANDED PHONE CENTER

CORPORATE HEADQUARTERS: 215-367-4000
www.focusfwd.com

TRANSCRIPTION

WAV File, Mini, Standard and Video
In-House Staff with FastTurn Around

MRA's Education Work Group Thanks the Following
Volunteers for Their Time and Efforts:

David Ashley, Department of Homeland Security
Heather Ashley, Baltimore Research

Janet Baldi, RTi Research

Pat Blackwell, A.|.M. Field Service

Scott Bryles, Bryles Research, Inc.

Alice Butler, M/A/R/C Research

Melanie Courtright, DMS Research

Jill Donahue, Nestle Purina

Howard Fienberg, CMOR

Hilary Fischer, Ziment

Larry Fisher, Roosevelt University

Elisa Galloway, Galloway Research Service

Linda Giniewicz, Interviewing Service of America, Inc.
Melisa Gipson, Jackson Associates Research, Inc.

Rebecca Graham, MeadWestvaco Corporation

Mike Halberstam, Interviewing Service of America, Inc.

Lisa Han, IBM
Lauren Heger, Meadowlands Consumer Center
Kelly Hight, Flake-Wilkerson Market Insights, LLC

Kimberly Keller, Taylor Research, Inc.

Bobbie Kirkland, The Web Opinion

BJ Kirschner, Schlesinger Associates, Inc.

Kurt Knapton, e-Rewards Market Research
Michelle Ko, Focus Pointe Global

Sharon Lally, Various Views Research, Inc.

Brad Larson, ICT Group - Research Services
Angela Lorinchak, Metro Research Services
Robert Lowery, Kantar Operations

Alan Mavratish, Itracks International, Inc.

Bridgid Michaud, Direct Resource, Inc.

Chuck Miller, DMS Research Research/AOL

Pam Nelson, Lawrence & Schiller

Marisa Pope, Jackson Associates Research, Inc.
Debra Schlesinger-Hellman, Schlesinger Associates, Inc.
Donna Siegfried, Fundamental Research Group
Ed Sugar, On-Line Communications, Inc.

Kevin Vaselakes, Columbus Research Connection
John Visser, OpenVenue

Adam Weinstein, Authentic Response

George Wilkerson, Flake-Wilkerson Market Insights, LLC.

These volunteers stepped forward to support MRA’s initiative to provide training
on a variety of cutting-edge marketing research and business management
topics. Their time and dedication is much appreciated!

www.mra-net.org
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EDUCATION UPDATE

Education Update

By MRA's Education Work Group

Quality information isn’t as easy to find as you may
assume. Jump online and try to find content on any given subject
and you’ll find someone willing to offer their version of the facts.
The other day | tried to find the “six steps of effective delegation”
for a new supervisor and punched those words into a search
engine. | got 12 million matches. Of the first 10 (which is about
all we read, isn’t it?) there was only one site that went into any
depth. And it didn’t match what | had been teaching for years, so
it was back to the drawing board for me!

That was a search for general information...have you tried
lately to get anything specific? Universities can help, but who

wants to go back to school?

Yes, it can take a lot of work to find quality information,
unless you have a trusted resource at your disposal...like MRA’s
Education Work Group. The EWG is comprised of research
professionals who are passionate about the work we do. As
part of our quality assurance to MRA’'s membership, we have
established a Review Board to oversee all the educational

content we deliver.

Debra Schlesinger-Hellman of Schlesinger Associates
leads this team of experts who review and offer perspectives on
the content we offer members online (via Webinars, white papers

Education On-Demand |7

Education %
ON-DEMAND

Education You Need
When You Need It

We know you're busy and can’t always make the
scheduled education session. EOD permits you
to watch that scheduled webinar or conference
presentation at a time that is fitting for YOU.

EL‘:.‘S.".:"” O o and =0

24

Directing the Future of Research

Start Today!
www.mra-net.org/edevents/eod.cfm
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and the like) and live at conference. Debby
and her Board scrutinize every presentation
submitted to the EWG prior to launch to
ensure its rich and timely content, lack of
sales approach, relevance to membership and
suitability to the venue and audience.

Currently serving on this Board are the
following research professionals:

» Scott Baker / Adept Consumer Testing
* Ann Brown / Gazelle Global

* Howard Fienberg / CMOR

» Mike Halberstam / Interviewing Service
of America, Inc.

* Paul Kirch / Common Knowledge
Research Services (Read more about
Paul on page 32)

 Judith Langer / Langer Associates

» Jason Miller / Boston Field & Focus/
Performance Plus

» John Pryor / UCLA Higher Education
Research Institute

» Jacqueline Rosales / Luth Research

» Jonathan Tice / Authentic Response

Together, this committee strives to offer
the highest possible quality of education for
our members. The EWG thanks these experts
for offering their time to this important venture.
Because of their knowledge, passion and
concern for the profession, we know our content
is in good hands. Their contribution to the
EWG’s continuous efforts to bring the marketing
research profession meaningful educational
offerings cannot be undervalued.

Unlike your search on the Internet, if you
flip through the MRA’s Education Central page
or any of the other deliverables produced by this
group (and approved by this Board of experts)
you will get results you can actually use. The
search is over folks; MRA is the place for quality
education.

Remember, if you have a presentation
you think might be suitable for a webinar or
conference, we strongly encourage you to

contact a member of the Education Work Group.%V

Note: If you’re interested in working with MRA’s Education Work
Group, please contact Marisa Pope, Work Group Chair, at
mpope@jacksonassociates.com.

New Tools

for new business!

We want you to succeed. Use our tools to add
value to your projects. Win more business!

No need to worry about the integrit
y I pouble-:

of your data. Each ResearchByNet . - -
questionnaire is programmed with val,,::!i’limj .
ithQuality

patent-pending Quality Triggers™ 1 »
for Double-validated data. T"ggEI’S

Design a more effective survey by

selecting from an online collection of

interactive question templates. @
Improve response rates with toolbox
interesting, interactive questions that

keep the respondent engaged.

Have all the data right at your
fingertips. You'll always be on top
of your project with E-Access.

Free remote access to your online
data, 24/7, in real time, with
tables, reports and charts that you
can customize.

- -

upc;fates 24/7

Let us take the tedium out of
monthly or quarterly report
generation. With NetResults, we

- = -
are able to update your repetitive [ ¥ Y

tables and charts with ease, saving auto I"EPDFIS

you and your staff valuable time
and allowing you to concentrate
on the results.

Have an interesting question either

written on a napkin or designed in NE ) e 1 g 1
PowerPoint? Let us bring this to life [
for you on the web. We provide custom questions

custom question design.

Our CATI capability can reach

those hard-to-find online
respondents. CATI allows the
interviewer to capture email
addresses and do a basic domain
check while still on the phone.
Customized email invitations can
be sent to respondents immediately.

AMember of ¢ -
researchbynet 7=
% ) ( Your Partner in Onfine Da!(ol/eclion H‘-.w

For a quotation on your next online project,
contact Carrie Moyer at 1-800-461-3924

or email info@researchbynet.com
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Alert!
Social Networking:

Interactive Marketing Lets Researchers Reach Consumers Where They Are

By Bruce Mendelsohn, Director of Communications, MRA
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Right now, somewhere on the Internet, someone is
talking about you or your company. Maybe they’re blogging
about the great service your company provides... Or
they're e-mailing their friends, asking about your product or
service... Or—more likely—they’re updating their personal
page on MySpace, Facebook, LinkedIn, Bebo, Friendster,
Twitter, Ning, Xanga, Second Life, or another social
networking site.

If you don’t know what your current and potential
customers are saying about you, your company and your
products or services, you're not aware of the power of social
networking and its increasingly prominent role in interactive
marketing.

If you still think social networking is a fad, think
again. After all, if social networking is sufficiently valuable
to the CIA (whose Facebook page has more than 2,500
friends), you cannot overlook its value to market research.

For many market researchers doing interactive
marketing in social networking venues, the question is less
about outcome and more about process.

Mary Ellen Gordon, PhD, President of Market
Truths Limited (www.markettruths.com) states unequivocally
that social networking is going to have a “huge impact”
on market research and market researchers. Dr. Gordon

(Continued on page 28)

www.mra-net.org

Kansas State University

A national leader
in distance education
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BUSINESS MANAGEMENT

Alert!

Before You Start Your Own Business...

Alert!

Help Protect Your Business, Careers, OUR Profession

(Continued from page 6) @ C corporation even when conventional wisdom

Make sure you really like your name — which
reflects where your business is going, not just
where it is.

2. Determine the Type of Entity You Will

Create

Your four main choices are:

0 Sole proprietorship

0 LLC (limited liability company)
0 S corporation

0 C corporation

Each comes with specific advantages,
drawbacks — and associated costs. Pick the entity
that offers the most flexibility for your particular
situation. For example, consider whether you
need to protect personal assets, make expenses
fully deductible, limit tax responsibilities when you
sell your business or allocate profit and losses
proportionately among partners.

For various reasons | often recommend

suggests another structure.

You and your CPA must keep an open mind
and explore all the options. You cannot arbitrarily
select an entity type.

3. Invest in Insurance

Going into business introduces a whole
range of risks and potential liabilities that you do not
have as an individual. In addition to insuring your
business’ property, make sure that the products and
services you sell are fully insured.

There is a whole range of insurance
products that cover “malpractice” in just about
any industry. Remember, insurance isn’t only
an expense; it's an investment in protecting your
family. Disability is a particularly valuable coverage
to obtain because it could supplement the small
income you would receive from the state-run

(Continued from page 11)

changes, pricing, packaging, competitor

(Continued on page 49)

I

Keep Your Business Secure!

Get The CMOR Compliance Guide’s Newest Addition:
The Privacy Component

4 Featuring:

® Telephone Consent and
Monitoring Privacy

® Data Security and
Security Breach

® Education Privacy
® Financial Privacy
® Healthcare Privacy

® General Privacy related issues
drder Your CMOR Compliance
Guide Today...

WWW.CMOr.org

"\ CMOR

 Shielding the Profession

2 Phone: 860-657-1881
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Network Research Field Services
Your Canadian face-to-face specialists

« National network of malls across Canada with permanent
test kitchens / online access

* On-site interviewing

« Large central location recruiting (Qual/Quant)

* North American coverage from our CATI call centre

* Recruit for online concept interviewing

« Data processing

www.mra-net.org

Yet the number of members shows only modest
participation. Why? Let me shatter the myths or
illusions that some have.

e As stated earlier, only the use of polling stops
research from being lumped in with other
items that the general public finds annoying.

e Qualitative research is just as subject to
regulation as quantitative.

e Large companies feel that if something
big pops up, they will throw their corporate
lawyers at it. Wrong! By then it is too late and
expensive. If you are on the Honomichl 50 list
or of this size, ask your legal council to look
at CMOR. They will tell you it is the best and
most affordable prevention you can purchase
to protect your business.

e “l am not a corporate decision maker.”
Wrong! Take this article to your higher ups.
No one wants their company to be pulled
out from under them because of legal or
regulatory changes.

e “lam an End User and my ‘C’ level people
don’t care.” Wrong! They are in their positions
because they make good decisions. They
make those decisions based upon the best
available information. As the profession
is threatened, so is their base information
source. Your department can provide
information on consumer trends, market

offerings and a wealth of other areas that
make it easier to make decisions.

In my entire career, this is the first time
I've had to write an article to try and inspire a
profession’s members to protect themselves.

| have to say that it might be the
segmentation mentality that is causing the issue.
We do not need 14 associations to represent the

industry. | completely understand as researchers the
desire to segment, but when attempting to represent
a profession there is no need for such segmentation.

Everyone large to small from every area of the

profession can have a voice at MRA. We continually

create subgroups to address their individual needs.
Finally, at the risk of upsetting many of you, |

have to say that while | love the research profession,
many of you do not care enough about it to protect it.

Join CMOR and support their efforts, if you
are an educator, work on applying science to online
research to improve it and when you hear someone
attacking polls talk about the proper use of them.
Protect your businesses and careers! Protect OUR
profession!

To respond to this article, e-mail Lawrence Brownell at
executivecolumn@mra-net.org. | ='|

Brilliant Solutions

Elermental Data Collection & a fuly independent company
specializing in quality business and consumer data coliection
with responsive service at offordable prices.

Partners Colin Kivioho and Darcy fwelko share 20 years of
expeience in dota collection. Thelr knowledge and skills will
help you succeed.

Elemenial Dato Collection understands your needs and works
wilh you as your research pariner..il's in our nalure!

== Slate-ol-the-art CATI call center

== Online surveys

== Elite B26 interviewing leam

== Multilingual inlerviewing capabilities

= Remole monitaring copabiities

L]
== Mail and data anfry services T —
~=ZElemental

== [ala tobulalion ond anabysis DATA COLLECTIGH THE

-« NE W i i

Wwww.mra-net.org
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Alert! Alert!
Future Success Will Come to Market Researchers Who Honor Our Past

Market research isn’t going away. The Bureau globalization of the marketplace creates a need for By Kathryn Blackburn, Irwin Research

of Labor Statistics reports that employment of market more market and survey researchers to analyze foreign
and survey researchers is projected to grow 20 percent  markets and competition.
from 2006 to 2016, faster than the average for all In this article, Kathryn Blackburn posits
occupations. that future profits will come to the forward-thinking

As companies seek to expand their market researchers who incorporate past successes in future
and as consumers become better informed, the need endeavors.
for marketing professionals will increase. In addition,

(Continued on page 30)
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e-Rewards® Market Research.
Now serving up Global Decision-makers.

e-Rewards Market Research now has extensive Business Panels
in the United Kingdom, France, Germany, the Netherlands, and
Belgium. In addition to our leading North American panels, our
growing European panels offer the ability to reach thousands

of highly-responsive business leaders/decision-makers and
affluent consumers who historically have been difficult to reach

online in Europe.
Here are a couple of reasons why we are the quality choice:

e "By-invitation-only” recruitment method for higher quality panelists
e Multiple sample verification techniques for ensuring panel integrity
e Unique respondents for the lowest cross-panel duplication

e Fair-value exchange which rewards all panelists for industry-

leading response and retention rates

For more information about e-Rewards Market Research, or for
an online sample quote, contact us at askee-rewards.com or
1-888-20-EMAIL (1-888-203-6245) today.

S

e-Rewards

MARKET RESEARCH
www.e-rewards.com/researchers

Dallas * London « New York * San Francisco * Chicago * Los Angeles
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Alert!

Facebook, MySpace All Great Sources For Researchers

(Continued from page 21)

should know: hers is one of the few companies
conducting market research in social networking
venues like Second Life (www.secondlife.com).

Because interactions online between
researchers and consumers are highly informal, says
Dr. Gordon, “we have to find a way to synthesize that
information and aggregate it so that it doesn't totally
overwhelm the decision makers. We have to present
the information coherently.

“From a marketing perspective,” she adds,
“researchers may have to relinquish some of the
control we've traditionally had over the data collection
process. Consumers will have more ways to give

information and we have to respond to their demands.”

When it comes to “more ways to give
information,” consider these numbers:

o Worldwide (see chart, page 29), there are
almost 400 million personal profile pages
on the top four social networking Web sites
(Source: Infoduice)

o With 184.1 million active member profiles,
MySpace is the largest social networking site.
Over the past 12 months, MySpace grew at a

"g3 = TR8N, L10N, I18N."
Gibberish?
Let us translate for you:

Gazelle Globalization Group provides
translation, localization and
internationalization services.

Gazelle Globalization Group (23)
451 Mark Avenue South | 6th Floor
New York, NY 100116 | United States
tel: (+1) 21238895077 | fax: (+1) 21 2.636.5114

www.g3translate.com
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rate of about 157 member profiles every
minute totaling about 82.7 million new profiles;
this translates to 81.5% year over year growth.
(Source: Pipl)

e Advertisers are avidly experimenting on niche
social networks. In 2008, they are expected
to spend $1.6 billion (a 69% increase over
the $920 million they spent in 2007. (Source:
eMarketer, Social Network Marketing: Ad
Spending and Usage)

As defined in 1954 by J.A. Barnes, the
term “social network” refers to how individuals or
organizations are connected through various social
familiarities ranging from casual acquaintance to close
familial bonds. According to Wikipedia, social networks
connect people at low cost — which can possibly
benefit market researchers who are always eager to
expand their contact base.

(Ed. Note: For a discussion of the impact social marketing
may have on market research, please see the extended
Alert! article at MRA’s Web site — www.mra-net.org. You'll

also discover there a patrtial list of social networking sites that

will help you build your own online community quickly and
economically.)

Since market researchers operate globally,
social networks can make it easier to communicate
with contacts around the world.

For researchers, though, that degree of
accessibility is one of the many challenges of
conducting research on social networking sites, says
Colleen Moore Mezler, PRC, President of Moore
Research Services, Inc. (www.moore-research.com).
Mezler’s clients are increasingly utilizing venues like
Second Life but “with a little bit of reservation.”

Although potential research respondents are
accessible 24-7-365, she says, “the language barriers
or just getting people who have the same technology
in a room together so they can interact,” is often
problematic.

While social networking presents intriguing
possibilities for interactive marketing and the nascent
interactive marketers, the operative word for using
social media is “experiment.”

A worldwide McKinsey poll of B2B and B2C
marketers found they were unsure how emerging
vehicles such as blogs, social networks, virtual worlds
and wikis may actually influence potential customers.

www.mra-net.org

Alert!

That lack of certainty, however, has not
prevented many businesses from dedicating
resources 1o leveraging “emerging digital-marketing
tactics.” In 2007, 18% of the 816 respondents in a
Forrester Research — American Business Media
study had advertised in virtual worlds and 24%
sponsored a blog or wiki for their customers.

About one-quarter of B2B marketers
surveyed have tried a viral or participatory ad
campaign, and 29% sponsored an online community
or discussion site.

In spite of the growth and potential of social
networking, some business analysts continue to urge
caution.

One ‘Proceed with Caution’ sign comes from
the ‘newness’ of social marketing: Because social
marketing is still maturing, very little historical data
exists upon which to base marketing decisions.

Moreover, the laws concerning protection
of sensitive intellectual property and personal data
are also evolving. These cautionary measures
prompted Gartner to suggest — much to the chagrin
of breathless social marketing proponents — that the
hype around social networking doesn’t necessarily
mean it’'s a sufficiently mature technology to make it a
critical business requirement.

There is also little evidence, the report
continues, that social networking will be as beneficial
for businesses as other Web-based communications
technology, such as instant messaging.

The value of social-networking technology,
concludes the Gartner report, comes from the

content rather than the product. Gartner analysts
recommend that marketing and IT professionals plan
their platforms very carefully before committing to
expensive “social-networking white elephants.” 24

Social Networking Is Worldwide
Size & Growth (through December 2007)

Profiles 12 Month’s Growth

Hi5 989m | 36.3m | 51.6%

Facebook 50.1m n/a n/a

Friendster 50.9m 19.6m 62.5%

MySpace 184.1m | 82.7m 81.5%

Source: Pipl

Bruce Mendelsohn is the Director of Communications at MRA. He
can be reached a bruce.mendelsohn@mra-net.org.

www.mra-net.org

SIMPLY THE BEST

WWW.STRATASOFT.COM
EXCELLENCE THROUGH PASSION
TEL: 1.800.390.1157
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Alert!
Market Research Has Come A Long Way

(Continued from page 24) answered the door. After asking her myriad

Writing this article transports me to the
earliest days of market research. | think back to
the days when | knocked on doors. Have you been
in this profession long enough to remember those
days? How blind | was to what | was doing.

Thirty years ago we went door-to-door
leaving products. It was my first job in the research
business and | didn’t really

qualifying questions she didn’t understand, you left
her this mysterious product she consented to eat.

Once you reached your quota for the day
you returned, exhausted, to your car (in the south
you can get a full tan doing door-to-door) — but
very pleased with yourself for completing the
project.

Finished? Not quite. You still had to return

know why | was sent out
to give people instant grits
(we are in the south you
know) or offer them cash
to eat something they
couldn’t identify.

For those of you

“For those of you who
never went door to door
| can assure you it was a
memorable experience.”

in 10 days to do the 45
minute questionnaire,
collect the diary — that

is, assuming the kids
didn’t color in it or spill
cereal on it — and retrieve
leftover product.

who never went door-
to-door | can assure you it was a memorable
experience.

You’re briefed at the office, you pack your
car and head out to the specified starting point
given to you by your supervisor. You are to go to
the third house on the left side of the street, you
know, the one with the No Trespassing sign on the
gate or my favorite, the BEWARE OF DOG sign.
No cell phones back then, so you couldn’t call your
boss for guidance...

Inevitably you trusted your instincts and
moved on to the next house. There a nice woman

It was a mystery,
it was a trust, it was a blind adventure, and it was
asking for their confidence. | asked myself, why
don’t they just sell this stuff at the grocery store?
After a few years we moved on to malls, setting up
card tables and opening our ice chests. We even
rented spaces from local churches or VFW halls.
Today we are in offices with waiting rooms and
modern test kitchens.

How did we get to where we are now?

One thing is certain: we needed people’s
trust and cooperation because we were asking
them to do something that was then unknown.

Alert!

The field of market research was new; many people
did not realize that items are tested before they
are placed on grocery store shelves... because
companies want to know that a market exists for
their products.

Most MR professionals are familiar with the
mall experience because it remains a popular way
to test foods and products.

“Evolving” from a door-to-door interviewer
to a mall interviewer made me feel as if | had
advanced in the world. Basking in air conditioned
comfort, clipboard attached to my arm, |
approached people as they strolled along. Easy,
that is, until they saw me and not-so-subtly told
their partner to move to the other side of the mall
to “avoid that woman with the clipboard.” I'm sure
many of you remember the little competitions to see
who had the most completes at the end of the day!

Nowadays we have our own air conditioned
spaces with high-tech test kitchens, sophisticated
telephone banks, immediate-response computers
and all the tools critical to modern market

researchers.

Instead of knocking door-to-door,
interviewers recruit on the phone. Successful
telephone recruiters have a professional and
friendly approach — they make the people with
whom they’re speaking feel important and needed.
Trust re-enters the picture: ‘Recruitees’ must trust
the invitation is genuine; recruiters must trust that
their people will show up at the right place at the
right time.

On the client side, taste tests have created
some difficult situations for market researchers:
Products must arrive on time and be in perfect
condition. The count must be right, the date must
be correct and the UPC code must match.

We all have horror stories about when things
go wrong: Here’s one I'll never forget. The product
arrived on schedule but it was short some items.
The client was on site and insisted the product was
there (of course, the client is always right).

(Continued on page 46)
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A INYLIUIN?
eak Thai? We do!

uage of Thailand, spoken by the approximately 50

888-281-9673

southeast Asian country. The written Thai language
and has not been altered since.

CETRA specializes in translation and interpretation services
to the marketing research industry. CETRA gives you peace
of mind by delivering high-quality, on-time cross-cultural
communications in all languages and professional, friendly,
responsive service.

To receive a 5% discount on your translation or interpretation projects,
contact us at 888-281-9673 or visit www.cetra.com and mention your
MRA membership!

JJCETRA

Language Solutions
Our word, your peace of mind.

215-635-7090 - www.cetra.com
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Meet Paul Kirch

He Found a Career (and Love) in the MR Profession

32 MRA’s Alert! Magazine - 04/08

1.) Tell us about what you do.

I work for Common Knowledge Research Services as
Vice President, Business Development. Though our firm is best
known for its Your2Cents Online Panel, we’re actually
celebrating our 20th anniversary. Therefore, we have
experience and background outside of online research. In fact,
that is one of the reasons | was drawn to Common Knowledge.
My expertise is Internet-based research, but working for a firm
with a diverse background like ours is invaluable. | joined the
firm in August of 2007. In my role, | am responsible for manag-
ing and developing our firm’s sales force. Essentially, my role is
to provide leadership, direction and training to our existing sales
team and any new hires. I'm fortunate that | have had good
mentors who have provided me guidance in the past, many of
whom | met through MRA.

2.) How long have you been in the industry?
| have been working in marketing research for nearly 18 years.

3.) What made you choose this field?

In November of 1990, | started working as a telephone interviewer at The Gallup
Organization’s call center in Lincoln, Nebraska. | was a student at the University of Nebraska
and heard about the job through a friend. Though | only worked as an interviewer for two
years, | ended up spending 11 years working for Gallup, where | learned a great deal about
our profession by serving in various operations roles (Spec-writing, Project Management,
Technical Consulting, etc...). It wasn’t until 2001 that | moved into Business Development
(Sales), where | have been ever since.

My passion for sales came from watching my uncle in action when | was just a
teenager. He was a very successful businessman who was probably the most naturally gifted
sales person | have ever known. He passed away in 2003, but | am grateful for all | learned
from him. In addition, | was also fortunate to have worked under a great sales leader in our
profession, whom | still consider a mentor.

Why did | choose marketing research? That is a harder question to answer. | don’t
really believe | chose this industry, instead, | believe it chose me. Before joining Gallup, |
knew nothing about marketing or opinion research. Over time, however, | have learned to
love this profession and feel that it has been a great fit for me. | owe a great deal to this
profession and the people whom | have met along the way.

4.) What is your favorite part about being a member of MRA?

MRA has provided me so many opportunities and blessings that | have a hard time
pointing out one ‘favorite.’ | first became involved in 2001 as a member and a volunteer.
Since then, | have served on national committees, chapter boards and have attended various
industry events at all levels. Currently, | am the President-Elect for the NorthWest Chapter of
the MRA. Through my involvement, | have been able to provide exposure for my company
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and give something back to this profession that has
treated me very well.

Though | have tried to not view my
involvement as ‘self serving,’ it has provided me
recognition, career opportunities and many great
networking contacts and friendships. In fact, if | had
to narrow it down to one favorite, | would say that
meeting my wife, Stacey, stands out above all else.

5.) Tell us a little about your MRA confer-

ence romance.

As | mentioned, it was through MRA that |
met my wife. During the 2004 MRA Fall
Conference in San Diego we first talked. | was a
session volunteer and Stacey was there with her
boss, who was presenting during this session. | ran
into her several times during the event and enjoyed
talking with her, but didn’t expect that this would
be the woman whom | would marry. Over the next
couple of years, | saw Stacey at various industry
events and we always said hello or briefly talked.

At that point, | can’t say there was even
remotely a connection between us. In fact, there

were times that we both probably disliked each
other. That all changed during the MRA's SW,
So-Cal, and No-Cal / Pac NW Joint Chapter event
in Las Vegas during 2006. This was the first time
we really had an opportunity to get to know each
other.

It was there that we developed a deep
friendship, which continued to grow. There was a
real connection that had not been present before.
At the time, she was living in Dallas and | was living
in Seattle. It was not exactly the roadmap to the
perfect relationship. Still, we stayed in touch after
the event. Neither of us had any real expectations
for a long-term relationship, but we enjoyed getting
to know each other.

Though | am skipping over a lot of the story,
we were provided a little gift from fate. | was offered
an opportunity to work for a firm located in Dallas. It
seemed like a good career move, so | accepted the
position. | didn’t move here because of Stacey, but

(Continued on page 36)
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Opportunity Knocks

Business & Market Intelligence Analyst

Smiths Medical is a division of Smiths Group a global
technology leader headquartered in London, England.
Smiths Group is a diverse group of businesses and
our people continue to reflect that diversity. Smiths
businesses employ approximately 22,000 people

in over 50 countries. Traded on the London Stock
Exchange and recognized as a FTSE 100 index
company. When you join us you will be involved in
making products and offering services that make the
world safer, healthier and more productive.

Smiths Medical develops and manufactures medical
products used during critical and intensive care,
surgery, post-operative care during recovery, and in a
series of high-end home infusion therapies.

This position provides strategic and analytical support
to help drive revenue, profit and/or market share gains
in designated markets. In addition, you will conduct
analysis of markets, customers, competitors and
internal data, then translating these data into effective
business intelligence.

A bachelor’s degree in marketing, finance, statistics,
and/or life sciences in addition to 3+ years experience
in business intelligence, marketing, marketing research,
and/or a related analytical role and experience

with Oracle-based reporting interfaces (Discoverer/
Discoverer Plus) preferably in the health care industry.
Expertise knowledge of Visual Basic programming,
competence with Microsoft Office Suite, inclusive of
MS Access and working knowledge of SPSS or other
analytical software. Master’s degree is a plus.

Now it's time for you to discover not just what we're
doing to bring our industry beyond our customer
expectations, but to explore what you can do for your
career. Reach beyond own customer expectations.
Reach for Smiths Medical.

To find out more and apply, visit us at:
www.smiths-medical.com/careers
eoe » mfdv « dfw

Senior Market Research Mgr in Las Vegas

Position: Sr. Manager of Market Research Company:
AnswerNet Nevada (formally MRC Las Vegas)
Contact: Rick LeVine, Mgr. Corp. Administration E-mail:
employment@answernet.com Phone: 267-942-6000
Contact Address: 2325 Maryland Ave Suite 210,

Willow Grove, PA 19090 Description: Provide general
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guidelines and manage the overall direction for two
market research call center/phone room locations;

Las Vegas, NE and Denver, CO including: - project
assignments - center profitability - client support -
liaison with company headquarter - primary interface
with the Sales Department - establishing site level goals
and objectives The core responsibilities of the Senior
Manager of Market Research include: - responsible
for maintaining a full pipeline of business to assure
maximum use of the existing capacity, - the integrity
of the qualitative and quantitative research - client
requirements are always met and exceeded whenever
possible - working directly with the site mangers and
the sales department to maximize client satisfaction

- help develop new client relationships - provide
technical support for the site managers, - maintain

an overall industry perspective to ensure proper
market positioning, use of state of the art practices
and technology within the market research industry
Position could be based in Las Vegas, NE or Denver,
CO Qualifications include: - BA/BS in Marketing or

the social sciences - 10 years or related business
experience - 5 years of direct management of a market
research phone center with a research supplier - Must
have initiative, be self-motivated and have the ability
to exercise discretion and independent judgment in
making decisions and solving problems - The ability

to communicate effectively in both written and verbal
formats and possess excellent client service and
telephone skills.

Marketing Research Analyst - Cedar Rapids, IA
Stamats is an industry leading higher education
marketing and consulting company. We are accepting
applications for a marketing research analyst to
manage their custom research projects. Please visit
our website at www.stamats.com for more information.
Send resumes to hr@stamats.com. EOE.

Project Manager/Director of Market Research and
Evaluation

EMI in downtown Seattle, Washington is looking for
a Project Manager/Director of Market Research and
Evaluation. For further information, please contact
Jennifer Olsen at jolsen@emi1l.com

Market Research Manager - CVS Caremark, RI
Manage the attitudinal Market Research process,
including bidding projects, vendor selections, and
project design, implementation and execution. For more

www.mra-net.org
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information, please visit our website: www.cvs.com/
careers, Requisition # SSC1840 Interested candidates
should create a profile and apply online.

Sr. Director of Survey Executives
SurveyExecutives is a fast-growing market research
company that specializes in gathering the knowledge
and opinions of top business executives. The Sr.
Director leads strategic planning and sales for

the company. These activities include business
development, conducting competitive intelligence,
developing strategic marketing plans, and developing
new products. Please email resume to Melynda@
vesouth.com if interested and for more information.

Product Marketing Strategist

Your responsibilities span product introduction to
sustaining marketing worldwide: 1. Develop simple,
compelling, relevant, differentiated, fact based

content and customer ready messaging/positioning

at a product and portfolio level. 2. Ensure content

and messaging is “pulled through” internally and
externally on schedule. You will work collaboratively
with extended team members worldwide, driving both
consensus and decisive action across MARCOM, PR/
AR, sales enablement, and channel. Qualifications:
*Deep knowledge in the commercial technology
market, including knowledge of products, technologies,
customer pain points, and market trends.

*Education: MBA preferred.

*Experience: 10+ years of professional experience
preferably in Marketing, 3-5 years people management
experience Qualified candidates should apply to www.
dell.com/careers Requisition Number: 07000K9H

Research Associate, Research Analyst, Senior
Research Analyst, and Research Manager Positions
Available

There are great opportunities to work with a well
established and highly regarded business-to-business
market research firm located in Fairfax, VA. To read
more about these positions and how to apply, go to
www.marketconnectionsinc.com. No phone calls
please.

Director, Analytics

Interbrand (www.interbrand.com) is the leading brand
consultancy and authors of the annual ranking of “The
Best Global Brands,” published by BusinessWeek.
We combine the rigorous strategy and analysis

of a management consulting practice with the
entrepreneurial and creative spirit of branding and
design. The successful candidate will be a creative

www.mra-net.org

problem solver, designing and executing research
which yields perceptive insights. Interbrand prides
itself on using methodology — both conventional and
not — to make an impact on our client’s business.
Typical projects might include both qualitative (focus
groups, ethnography, one-on-one interviews, etc.)
and quantitative (conjoint, discrete choice, max-

diff scaling, latent class analysis, agent-based
modelling, etc) research and analytical techniques.
Requires a Bachelors degree and ten or more years
of research experience in a multi-client environment,
with experience leading teams to deliver qualitative
and quantitative research projects. For consideration,
you must submit a cover letter, resume (in Word or
PDF format) and salary requirements to resumes@
interbrand.com. EEO M/F/D/V

SAATAISS VIO

Research Manager - Loyalty

Our world-class managers are responsible for
designing, analyzing and managing a broad range of
custom research projects. The Harris Interactive Loyalty
Division helps corporations understand, measure

and manage the functional and personal bonds that
explain customer loyalty and commitment, thus helping
clients create measurable and enduring improvement
in business performance. For more than 25 years,

the Loyalty Division has been helping Fortune 500
companies worldwide achieve measurable gains in
revenue and market share through loyalty research
and management, domestically and internationally.
Requirements: Masters with 3+ years, or Bachelors
with 5+ years research industry experience; advanced
applied statistical analysis skills; strong computer
skills in MS Word, Excel and PowerPoint. Qualified
candidates may email their resume and cover letter in
confidence to Mr. Frank Mandicott, Director of Staffing:
fmandicott@harrisinteractive.com EOE

Sr. Project Leader — Custom Research

This person will have two core responsibilities: 1)
leading the development, coordination, and delivery

of project based Custom Research opportunities and
2) supporting marketing and business development
activities for Arbitron in general. To be considered we
are looking for individuals with the following: * 7+ years
project management experience and/or combination of
new product development, marketing or media research
* Proven experience with developing and managing
information oriented products/services * Demonstrated
knowledge of media and marketing research To learn
more and apply for this opportunity please go to www.
arbitron.com or e-mail your resume to opsjobs@
arbitron.com Attn: Project Leader — Custom Research
MRA

(Continued on page 37)
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Paul Kirch Finds Love At MRA Conference
(Continued from page 33)

Paul Kirch and Stacey Weber at their wedding in Italy

knowing that she was here made the move easier. |
still never expected things to work out as they have.

| started my new job in Texas on July 10th,
2006. Exactly 1 year and 2 months later (September
10, 2007), we were married in Positano, Italy. As we
just celebrated our first Valentine’s Day as a
married couple, it was great to reflect on the journey
that brought us together. When | moved here,
neither of us what to expect or knew what direction
our friendship would go. It's amazing how things
have turned out and we both owe a great deal of
thanks to the Marketing Research Association for
helping make it possible.

6.) What is the best thing about having
your spouse in the same industry as
you?

To this day, my parents and family don’t re-
ally understand what | do for a living. My mother still
thinks I'm “in marketing.” As often as | have tried to
explain it, they just don’t truly understand. | think this
is true for many who are outside of our profession.
I'd say the best part of working in the same
profession with my wife is that we each understand
what the other one does for a living. We understand
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Photo Courtesy of Paul Kirch

the long hours, travel and sacrifices that come with
working in MR. Since we’re both very career
focused, it gives us a common bond, which has only
brought us closer together.

In fact, we not only work in the same
profession, but, now, the same company! Stacey
has been working at Common Knowledge for more
than eight years, serving as Sr. Vice President,
Operations and Account Management. Many of our
friends in the profession (and outside) thought we
were crazy to work together; however, it has brought
us even closer. We work very hard to separate work
from personal, and there is a comfort that comes
from being able to talk freely about any issues
related to our business.

| think we have developed an even closer
relationship since we now have more in common.
We know there is risk spending so much time
around each other, so it's always top of mind that we
find positive ways to deal with any conflict that may
arise. For us, we feel this is a formula for success. It
was a very difficult decision and we both took a big

risk. Looking back, I'd say we made the right choice. 24

If you know of an MRA member we should get to know, please contact
Connie Yan at connie.yan@mra-net.org or Kristina Labrecque at
kristina.labrecque@mra-net.org. [ =7

www.mra-net.org
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(Continued from page 35)

Market Research Analyst

The National Association of College & University

Food Services seeks a market research analyst for

its headquarters staff. The analyst will identify the
research and information needs of members; prepare
RFPs for commissioned research; design and conduct
independent research projects, including surveys and
focus groups; write research reports and articles; scan,
evaluate, and report on industry trends; serve as staff
liaison to the industry research committee. Position
requires an understanding of the foodservice/restaurant
industry; an academic degree and/or work experience in
market research, data analysis, and survey methodology.
Strong writing, editing, and computer skills required.
Benefit package included. Salary negotiable. Please
send cover letter and resume to: dshue@nacufs.org, or
fax to 517/332-8144.

Senior Executive, Research/Polling

Qorvis Communications, one of the largest and

fastest growing independent communications firms

in the country, seeks a seasoned researcher/polling
professional to manage and lead its in-house research/
polling capabilities. As one of the key senior executives
within the company, the individual will have valued
strategic input into management of the organization.
The ideal candidate will have more than 10 years of
proven experience managing large-scale quantitative
and qualitative research projects, leading teams and
driving new research opportunities among existing and
prospective clients. Successful candidates will thrive in
a fast-paced, entrepreneurial environment where talent
is recognized and rewarded. This position is located

in downtown Washington, DC, and it requires: * 10+
years experience in research and public affairs polling.
» Excellent leadership skills with proven ability to grow
business. * Broad management experience mentoring
and managing staff. « Exceptional communication and
client service skills. « Strong background designing
research plans with a mix of research methodologies. *
Team-oriented, hands-on approach with demonstrated
ability to work on multiple client projects simultaneously.
Thanks to our standard of excellence and unique
approach to communications, Qorvis has become the
destination agency for both talented personnel and
clients. We do not have departments, practice areas or
silos; we have eliminated bureaucracy and timesheets;
and we have a flat organization with highly talented and
results-oriented professionals. In addition, we reward
success. Every employee is eligible for a bonus, which
is based on individual and company performance.

We offer individual career coaching, a professional
development program, an outstanding personal leave
and benefits package—including a generous 401(k)
matching program—and parking/Metro benefits. Submit
resume to: opportunities@gqorvis.com or mail to attn:
HR Department at Qorvis Communications, 1201
Connecticut Ave, N.W., Suite 600, Washington, DC
20036.

To view more or place job listings please visit:
http://www.mra-net.org/media/onlineclass.cfm

It's about time...
Transcripts in 24/48 hours!

research industry.
uniformity throughout your project.

fit any project, and any budget.

load

e Quality transcription exclusively to the market
e Proofreading department ensures accuracy and
e Choose from four (4) specialty transcripts—to

e All current file formats including: WAV, MP3, CD,
DVD, audio, video, streaming media and FTP up-

( \/‘ .
mrt ‘serwces

(770) 554-6775 or 888-MRT-SRVC www.mrtservices.com
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The Premier Professional Development Program for Researchers Worldwide

PRINCIPLES

An Online (ertificate (ourse

The PRINCIPLES OF MARKETING RESEARCH course has
become the research profession’s highest quality, most valued,
\ and most widely supported educational program for core market

? research. Enroll anytime.

GRADUATE TESTIMONIALS

“For me, the PRINCIPLES OF MARKETING RESEARCH
is the best course I have ever studied. 100% of satisfaction.
Thank you for everything”

— Alexandre Cecilia, NovaTEsT, FRANCE

I am a market researcher and specialise in the qualitative research.
The PRINCIPLES course gave me a very rich yet comprebensive
overview of all aspects of market research including quantitative
research. The PRINCIPLES OF MARKETING RESEARCH is
a very useful refresher exercise, after 9 years in this profession.”

— Tapabi Chatterjee, NIELSEN, INDIA

A course discount is available to MRA members and their
company colleagues. Go to our Web site for more details.

The University of Georgia

Center for Continuing Fducation
XX Conference Center ¢ Hotel

M RI I “' MARKETING RESEARCH
== INSTITUTE INTERNATIONAL

L

Marketing Research Association

For more information or to register for the course, go to www.principlesofmarketingresearch.org
e-mail Bob.Wells@gactr.uga.edu, or call +1-706-542-6692

IMRO Introduces IJOR

iJOR is a major platform for IMRO whose aim is to preserve and protect interactive
marketing research as a viable information collection tool well into the future. Researchers
can use iJOR to share information about practices and methodologies which produce
accurate marketing insights and those which are ineffective. iJOR can help researchers
understand the proper and ethical use of interactive reasearch.

We hope that market researchers will submit their findings and insights to peer
review in iJOR to permit us to build upon one another’s work and continue to move the
industry forward.

IMRO Board member Steve August, KDA Research,
answers questions about iJOR.

transfer of knowledge between professionals in academia
and the profession.

3.) Why should your peers contribute to/and
read iJOR?

1.) What is iJOR? Why is it important?

The Interactive Marketing Research Organization’s
Journal of Online Research is an online publication devoted
to publishing research papers, insightful information and
thought-provoking commentary on topics of quantitative
and qualitative online market research. iJOR is published
solely in electronic, Web-based format.

Researchers should read iJOR to stay up to date
on the latest practices, advances and thinking regarding
online research.

4.) Where do you see iJOR in the next year?

2.) How does iJOR benefit the industry? iJOR will be published three times and will

become respected as an interactive forum for practice and

iJOR is a forum in which the online research
industry may exchange ideas and best practices. It's a
living archive of documented findings stemming from the
professional study of research in online, interactive and iJOR can be viewed by anybody. Please check IMRO’s
computer-mediated environments. It also seeks to promote  Web site for new features and benefits www.imro.org.

commentary in online research.

ASKi

International Market Research GmbH i e Gl

nearest you....

Premier quality fieldwork,

Germany

competitively priced, outstanding * Rk
Client Service

UK

o Wendy Baker
WB@ASKi.de

Global Market 7 o
Research Services

www.ASKiUS.com

www.mra-net.org
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RESPONDENT COOPERATION

Alert!

Ford Campaign Removes ‘Market
Research’ Reference

By Patrick Glaser, Director of Respondent Cooperation, CMOR

Several months ago, the Ford Motor
Company began an advertising campaign

entitled “Swap Your Ride” which included asking

individuals to try driving a Ford vehicle and
told them it was for “market research.” These
advertisements are still available on several
video sharing Web sites, such as YouTube.
There is no way to know if Ford was
actually attempting to conduct market research,
but to many people in the research community,
the advertisement was suggestive in indicating

“The YOC
program
aims to boost
response rates
for the individual
organization.”

that Ford was selling (or marketing) their cars
under the guise of research.

Campaign Troubles CMOR, Research

Profession

What is known about the “Swap Your
Ride” campaign does not suggest that Ford
was engaging in ‘sugging’ (selling under the
guise of research). However, the manner in
which the advertisement was positioned led
many within the opinion research profession
to worry that the public would interpret the
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CMOR

Shielding the Profession

advertisement as a case of research being used
to sell products.

This concern, coupled with Ford’s status
as a major corporation amplified the alarm
over the campaign — if Ford is perceived as a
‘sugger,” why should the public believe this is
not a common and accepted practice? This is
a particular concern given declining respondent
cooperation in recent years. Researchers
struggle to boost participation to help ensure
the validity of research results.

Moreover, CMOR has identified (through
the Research Profession Image Study [Image
Study]) that a substantial portion of the public
refuses to participate in research due to the
disbelief in the motives of researchers and
fears of being confronted with sales pitches.
For example, about half of respondents (45%)
participating in the national Image Study
refused to participate in a survey during the
previous 12 months because they believed the
survey to be part of a sales pitch.

Resolution
CMOR contacted Ford’s Board
of Directors over concerns that these
advertisements might further erode the public’s
confidence in opinion research. In turn, Ford
responded that the reference to “market
research” was removed from their “Swap Your
Ride” advertising campaign — a decision that
bodes well for the survey research profession.
The survey research profession quickly
recognized and responded to a potential
problem area that might have adversely

www.mra-net.org
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affected the viability of research over time. Given energy and enthusiasm, the profession has the ability
to tackle these types of tough problems. The key is to get involved! Aside from respondent cooperation
issues, there are a host of looming legislative threats on the horizon — particularly on the state level.

Get Involved!

Join a CMOR committee or the CMOR State Capitol Legislative Network. CMOR offers a
variety of volunteer opportunities, many of which require only a modest time commitment. For more
information, contact Patrick Glaser at pglaser@cmor.org. 24

Patrick Glaser is the Director of Respondent Cooperation, CMOR. He may be reached at pglaser@cmor.org. E
CMOR is the only industry association actively performing the duties of watch dog on federal and senate issues. CMOR’s offices are

based in Washington, D.C.

Disclaimer: The information provided in this message is for guidance and informational purposes only. It is not intended to be a
substitute for legal advice. CMOR advises all parties to consult with private legal counsel regarding the interpretation and applica-

tion of any laws to your business.
Marketing and Sales Operations Ford Motor Company
Tel: 313-206-4341 10N 422

Fax: 313-540-9550 16800 Executive Plaza Drive
E-mail: benglel@ford.com Dearbomn, Michigan 48126

January 11, 2008

Patrick Glaser

Director of Respondent Cooperation
CMOR

110 National Drive, 2™ Floor
Glastonbury, CT 06033

Re: "Swap Your Ride"

Dear Mr. Glaser:

Thank you for your letter of December 5, 2007 to Ford Motor Company's Board of Directors
and for sharing with Ford your concerns. While Ford does not agree with the assertions in
your letter, please be advised that our current Swap Your Ride advertising no longer
references "market research."

Please feel free to contact me if you have any questions regarding this matter.
Sincerely,

fﬁﬂ”"'d f ﬁ?ﬁt
Barry L. Engle

General Manager
Ford Division Marketing
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Attendees Speak Out About MRA's First CEO Summit

By Karyn Picchiotti, Conference Correspondent, Alert! Magazine

The CEO Summit was held at the Sanibel Hotel &
Resort in Ft. Myers, Florida, February 12-13. It was designed
by MRA to provide a learning environment that would inspire
participants and give them solutions and relationships that
foster professional achievement.

The conference offered a diverse mix of speakers as
well as varied “think-tank” discussions that allowed attendees
to make the most of the wisdom and expertise of their
industry peers.

As Correspondent for Alert!, | spoke with several
attendees and got their feedback on MRA’s first ever,
CEO Summit. Not surprisingly, the responses were very
positive with a few helpful tips for the future.

conferences?
The emphasis on how to grow your business as well
as be a good business leader.

Yvonne Campos, President
Campos, Inc.

What did you look forward to the most?

| wanted to be at a conference that targeted the needs What is your favorite part of any conference? Seeing/

of CEQO’s and people that run their own business. meeting people and mostly learning practical, useful
tools that | can implement right away.

Is this your first conference? No

How many conferences do you attend each year?
Usually one that is industry related and maybe four
others.

Do you see familiar faces or a sea of new friends?
Both, which is nice. | like the opportunity to see old
friends. | recognize names more than faces. It’s nice
to finally meet face-to-face.

What do you think of the education offered at this
conference? It’s very good. | like the concept of
bringing CEOs together to learn about the business of
research rather than the practicum of research. | think
the incubator sessions have more potential. While
some of the speakers were very good, there was

one that | didn’t find helpful. | really enjoyed Sanford
Schwartz’s model for growth.

What would you like to see more of at future
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Ted Watson, COO/Co-Owner
Baltimore Research

What are you looking forward to the most?
Networking with other CEOs

Is this your first conference?
My first CEO conference and first conference in 2008

How many conferences do you attend each year?
Eight

Do you see familiar faces or a sea of new friends? /
knew about 50% of the attendees. | enjoyed
meeting new friends that are MRA
members.

What do you think of the education
offered at this conference?

| thought it was fine; however, | would
like to see more thought-provoking
discussion in the future.

Anne Tancredi Brown, President
Gazelle Global Research Services, LLC

What are you looking forward to the most? Insights on
expansion, how to run a business, how people deal with
problems in our industry and WARM WEATHER!

Is this your first conference? No

How many conferences do you attend each year? At
least three industry-related conferences a year.

Do you see familiar faces or a sea of new friends? Well
both, but a lot of new people which I'm enjoying, it's
really nice.

What do you think of the education offered at this

conference? Incubator sessions were interesting and we
can build on them for the next conference.

www.mra-net.org

4 Merrill shugol!

an
yvonne Campos
Y

What would you like to see more of at future
conferences? [ would like to see this conference
held annually and at resorts different from the typical
convention cities. I felt most of the speakers were
interesting. Although some missed the mark with
regard to our industry problems.

What is your favorite part of any conference?
I enjoyed getting to know the MRA members during
the social/networking activities.

What would you like to see more of at future
conferences? People who can share real tools that can
help us day-to-day. Tools to help us run our businesses,
especially that can help us with the struggles we have
with HR. More meaty information.

What is your favorite part of any conference? Learning
something new, new tools | can use.

(Continued on page 48)
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Join MRA’s Growing
Social Network!l" M /
J

Connect with MRA—and Your j;
Peers—24-7-365 Via MRA’s New Sites

on MySpace, Linkedln and Facebook!

A

Social networking is changing the face of market research! m MySpace

Leverage MRA'’s social networking venues to...
e : RO Venu m Facebook

» Network online with your peers and colleagues!

» Connect with potential clients! m Linkedin

* Discover exclusive social networking features and benefits!
+ Bookmark the sites below and check them daily! m Wikipedia

* “Friend” MRA and PRC on MySpace

* www.myspace.com/mranational

* www.myspace.com/prccertification
¢ Link up with MRA and PRC on LinkedIn

» www.linkedin.com/ ; .y .

When it comes to picking the right panel for your

* Check out the MRA and YOC page on Facebook research project, there are a lot of boogers out
b/ there. If you're Iookjng fqr the one destination you

can count on to deliver high quality panel at a price

* Contribute to MRA’s Wikipedia entries! that won't leave a bad taste in your mouth, you've
» wikipedia.org/wiki/Marketing_Research_Association come.fo the right ploce. Qur octlyely jueliceiss

panel can help you lick any sized project faster than

you can say, “mmmgood.”

Use social networking venues to enhance your business and its reputation and to broaden your Piok GV her
professional network. Social networking sites bring you closer to your customers—and to your peers

and colleagues. pinion (801)373—7735
L, - F 4 p < . U T p O S ‘l. *  Your destination for online panel

“Friend” MRA Today

Visit www.mra-net.org/about/social_networking.cfm Today!
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HEADLINES

Alert!
The Past, Present And Future Of Market Research

Alert!

methods. remain current with privacy matters — visit www.

Market researchers would also be wise to
digest the fact that consumers are increasingly
health conscious. Organic and low calorie foods
are on the rise. Quick dishes are a must because

Continued 31 . .
(Continued from page 31) Technology is also forcing market

researchers to modernize: most companies have
moved from paper and pencil questionnaires

cmor.org for more information).
Not only will we have to invest
every several years in new technology to replace

During our prep, we’d thrown the empty
coolers in the dumpster. The client was so certain

that we’d thrown away his product that
| climbed in the dumpster and pulled
out the empty coolers to prove him we
hadn’t. | then went home to change my
clothes.

That wasn’t the last time |
dumpster dove: Another time | retrieved
a batch of questionnaires that was
thrown away by mistake.

We all agree that the MR
industry is fascinating — and vital. Our
challenge, as MRA President Colleen
Moore-Mezler said in the January 2008
issue of Alert!, is to educate people
about our industry. It is our first and
most important step. People continue
to be leery of us so we must help them
to understand why our activities are so
important.

Futurecasting: Factors that Will
Influence Future Research
We've reached many
milestones in the past 30 years. Where
we will be in thirty years? What new
technologies will we deploy? What
trends will influence our processes?
There will doubtlessly be many
changes and new ways of testing
but our fundamentals will endure:
successful market research will still
require a blind test; we'll still need
consumers’ trust and their confidence in
us as professional market researchers.
As we consider the uncertain
future, we should futurecast: what type
of research will we do in 30 years?
How can we prepare today to produce
meaningful and reliable research
businesses will need in the future?
The costs of research have
increased due to many factors —

everyone is in a hurry — we need instant foods,

."'.z

—

obsolete technology, we’ll also need
to make sure our facilities remain
modern. In my budget, I'm always
planning for new refrigerators,
freezers, microwaves, stoves — the
basics we’'ll need to stay on the cutting
edge of kitchen equipment.

Finally, there is the ongoing
need to keep the quality of our
research high and our costs low. To do
so, we will need to hire, train, retain
and compensate skilled interviewers.

These days, my company
is looking for a larger space. We're
looking for a location that is convenient
for both consumer and client travel. We
need more storage space and more
room to accommodate anticipated
growth. We must plan for different
types of equipment. To be cost
effective, we’re planning to serve larger
groups. We are in the planning stages
of a comprehensive new interviewer
training program.

Even as we're excited about
the future, we’re always mindful of the
past.

Kathryn Blackburn is the President of Irwin

Research. She can be reached at
kblackburn@irwin-jx.com. E

beginning with incentives. The $25 incentive for
an hour interview no longer exists. The consumer
gives us his or her time; we must make it worth
their while to help us complete our study.

to computers and online surveying. As a result,
market researchers are increasingly aware of
privacy laws and considerations (Ed. Note: CMOR
offers many resources to help market researchers

easier packaging, more frozen foods. Changing
diets, changing schedules, and the food we
buy are forcing researchers to change research
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Proudly serving
Survey Research
Professionals

ASDE

SURVEY SAMPLER

READY:

.

WHEN you

Since 2004, ASDE is the only
sampling company certified

1ISO 9001-2000 for sampling and
related services.

Randa Bell

Phone: 1-888-323-3651

Email: info@surveysampler.com
Web: www.surveysampler.com
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MRA’s CEO Summit Re-Cap

(Continued from page 43)
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Jerry Haselmayer, Co-President
Seek

What are you looking forward to the most?
Networking and learning from other CEOs

Is this your first conference? No

How many conferences do you attend each year?

Four or five. | would have to say the CEO Summit

was at the top of my list because we could interact
and discuss challenges/solutions together.

Do you see familiar faces or a sea of new friends?
Not many familiar faces. I'm pretty new to MRA.

What would you like to see more of at future
conferences? Same format.

What is your favorite part of any conference?
Roundtable discussion

Karyn Picchiotti, PRC is the President of Fieldwork Chicago-
Schaumburg, Inc. She can be reached at
karynp@schaumburg.fieldwork.com. E

www.mra-net.org

Alert!

Before You Set Up, Many Things To Consider

(Continued from page 22)

worker’s compensation program in case you are
injured or suffer from a serious illness.

Ask your CPA to refer you to a good
insurance broker who will take the time to help you
assess risks and secure the coverage you need.

4. Bookkeeping

Businesses need to keep far more
thorough records than individuals. Bookkeeping
is often an after-thought, but it is one of the most
important systems you can put into place. Several
computer-based systems are available that you
can implement with minimal effort and expense.
Many business owners decide to outsource this
function, and most CPAs can take it on for you.

6. Employee Expenses

While salaries constitute the biggest
expense related to employees, two other
categories can quickly add up. Fringe benefits
and similar expenses add at least 15% of
each employee’s salary. Various government
requirements — such as FICA, worker’s comp and
disability — add more.

Take full account of potential expenses
related to employees before you hire them.

7. Other Money Matters
There is a whole range of other money matters
you must consider:

* What should be paid from where

» Separate credit cards for personal and

Your CPA will
also help you decide ; #.54
whether to keep track
of your income and
expenses on a cash
or accrual basis.
Businesses that have
outlays for inventory
and generally have
a lot of receivables
tend to do better with
an accrual system.
The IRS also requires
certain businesses to
keep financial records
on an accrual basis.

| strongly
recommend that you consult your CPA about
bookkeeping at the very early stages of your
business.

5. Cash Flow

As an employee you have become
accustomed to drawing a regular salary. As the
owner of a new business, you probably won’t
be able to draw one for the first three months or
so. The cash flow of any new entity is very slow.
You and your CPA should work on a cash flow
projection for the next six months. You should also
make sure you have a cushion to cover expenses
for a few months.

Plan ahead to avoid unpleasant surprises
later.

www.mra-net.org

business uses

* What bank you use

* Creating a
relationship with the bank’s
manager (who can often
approve credit on the spot)

* Actual cost to
acquire and build out your
space

Take time to
enumerate everything you
might need to make your
business run smoothly.

The Bottom Line

Your CPA’s job is to
help you dig into things
and build in flexibility. He or she has experience
identifying potential issues before they arise. Start
conferring with him or her as soon as you think
about starting a business; it will save you time,
trouble and money along the line. @4

Alan R. Adelman is a CPA. He can be reached at
www.akmcepa.com.
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THE BUZZ

Profession News/Announcements

Try MRA's Exchange
Evaluation Program
EEP allows users to rate
their experiences with a
business partner and view
ratings on a potential one.
Get started today! Visit
www.mra-net.org.

For more information on
improving respondent
cooperation and
protecting the research
profession, visit
www.youropinioncounts.
org.

eRewards has recently
named Craig Stevens as
Executive Vice President of
Sales. Kurt Knapton has
transitioned into the role of
a founding member of the
company’s Board of
Advisors.

National Data Questing
has changed ownership
and its name to
Thoroughbred Research.

Gazelle Globalization
Group (g3) hired Alexan-
der Veidt as a translation
project manager specializ-
ing in European and Asian
languages.

Sample Czar has created
Translation Czar, which
will translate online surveys
into 50 different languages.

M/A/R/C® Research has
promoted Gwen Amador,
Lisa Smith, Jonathan
Hook, and Dr. Frank
Wyman to Vice President.

Beth Mirzai, Head of
Translation Services at
CETRA, Inc., achieved
Certification in SDL TRA-
DOS, one of the leading
software programs in global
information management.

/mro

A Division of MRA

INTERACTIVE
MARKETING
RESEARCH
ORGANIZATION

The Future of Research Is Here....
Be Part of the One Organization Representing It

For more
info visit
www.imro.org

50 MRA’s Alert! Magazine - 04/08

www.mra-net.org

TRANSLATION GZAR

TRANSLATION OF ONLINE SURVEYS

translation@sampleczar.com




WE DEFINE QUALITY

Iticould be a place or simply a moment in time:
It's finding something speciatat no extra cost.
You can feelitand sense it

Andyourliknovwitwhenyouseeiii

UURICIIIESITaVEN S

For more than 40 years, we've been constantly perfecting the art and science of
qualitative and quantitative data collection, building a reputation as one of the
largest and most innovative research services companies in the world. Over that
time, we have won many prestigious honors. But more importantly, we've won the
trust and confidence of some of the most discriminating companies and research
professionals in the world.

We'd like to help you build your business. With a lifetime of experience and a
dedicated staff of research professionals, providing personalized service we are
your global research partner.

. US: ATLANTA « BOSTON e CHICAGO » CHICAGO O’HARE o DALLAS » HOUSTON o LOS ANGELES
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The Research House TOLL FREE: (USA) 866-549-3500 » (UK) +44 (0) 207 935 4979 « www.SchlesingerAssociates.com

YOUR GLOBAL RESEARCH PARTNER, ANYWHERE, ANYTIME.
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Upcoming Conferences

June 4-6, 2008: MRA Annual Conference and RIF
New York Marriott Marquis Times Square

Nov. 3-5, 2008: MRA Fall Conference and RIF
JW Marriott Las Vegas



