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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
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LETTER FROM THE EDITOR
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It was a lazy July afternoon and | was soaking up
the sun at Scargo Beach in Cape Cod, Mass.

Just as | figured it was time to turn over to get
some sun on my other side, my phone rang. It was Tasha
Jackson with the MRA. She was calling because she had
received my resume for the Publications Editor position to
which | had applied.

After a few minutes of discussing the position and
my previous experience in publishing she asked me to
come in for an interview. | was ecstatic; the job sounded
perfect for me.

After reading Colleen Moore-Mezler’s column
(page 10) about technology she can't live without, |
thought back to that sultry July afternoon and how
different my life would be if | did not have a cellular phone.

I might not be here if | had not received Tasha’s
call.

The point is for several years now we’ve been free
from land-line telephones, network television schedules
and radio broadcasts. All of this affects what we do every
day.

Almost anywhere we go we can take phone calls
and send e-mail. We can digitally record television shows
and only listen to our favorite songs. So what’s next?

Virtual offices, for one, which Nancy Domenichelli
and Lori Porte discuss in their thought provoking article
on page 20. As gas prices shoot upward, many forward-

Letter From The Editor

thinking businesses are more seriously considering virtual
employment and eliminating the office commute
altogether.

Certainly technology has changed the way we
communicate and interact. It's also changed the way we
consume and spend money. On page 22, Kate Alany
reviews a book that explores the mindset of the “new
consumer.”

You'll discover more about “new consumers” and
the increasing significance of technology in market
research at MRA's Annual Conference, June 4-6 in New
York City — at the back of this issue you’ll find a special
conference program guide you can use to plan your time
at the conference in advance. This issue also features
MRA’s 2007 Annual Report — which shares with you the
strides your Association took last year to advance the
profession and some of our plans for 2008.

Technology will play a key role in much of the
information we provide to you in 2008 and beyond: This
issue underscores some of the trends of which you need
to be aware.

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

Brilliant Solutions

Elermental Data Collection & a fuly independent company
specializing in quality business and consumer data coliection

Name:

Age:

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...
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“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.

with responsive service ot offordable prices.

Partners Calin Kiviaho and Darcy fwetko share 20 years of Quality research is based on superior sampling. And we get that more
expenence in dola collection. Thelr knowledge and skills wil than anyone.
help you succeed.

Elemental Data Collection understands your needs and works
with you as your research pariner..il’s in our nalure!

= Llate-ol-the-art CATI call cenler
== Online surveys

== Elite B26 Interviewing leam
== Multilingual inlerviewing capabilities

Your trusted partner in sampling

= Remole monilating copabiities

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

== Data tobulalion and anabysis DATA COLLECTIGH THE

i i Call us on +1.203.255.4200
or visit www.surveysampling.com
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HEADLINES

Saying
Goodbye

Long-Time MRA Supporter
Harriett Huntley Bids Adieu

After 20 years of loyal, dedicated service to the profession and Taylor Research, Inc. Harriett Huntley
retired on March 28, 2008. In a career that spanned almost 40 years, Harriett was involved with the
MRA on the national and chapter levels. She served as President 2001-2002, Director-at-Large for
Membership 2005-2006 and Advisor on the board for the MRA Southern California chapter. She also
served on several national committees for MRA, including the Research Forum Committee.

Alert!: How long have you been in the market
research profession?

HH: Since summer 1969. | got started through a
neighbor of mine — we were both housewives, and
one day she asked me if | wanted to do some phone
work from home, you know, to make some extra
money. That's how | started — with Jean Van Arsdale
of San Diego Surveys.

Alert!: Why did you choose this field of work?

HH: Like most people, | just fell into it. | was offered
a chance to make some extra money and | had the
time to do so. My career just took off from there!

Alert!l: What is your most memorable market
research milestone?
HH: When | was president of the Southern California
Chapter of the MRA (2001-2002). At that point in my
career this position represented reaching something
| didn’t think I'd be able to do. | was basically a very
shy person and in that role | had to move beyond my
shyness.

I've actually enjoyed a memorable milestone
almost every day for the past 18 years at Taylor —
and that’s carpooling with my daughter (Taylor’s
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bookkeeper). Working with her has been a wonderful
bonus.

Alert!: How did you manage to spend almost 40
years in market research and be shy?

HH: [Laughs]. Simple: Making phone calls, people
couldn’t see me. It was easy for me to make phone
calls — when people hung up on me, I'd call the
next person. Doing door-to-door for Hazel Elder
Enterprises was somewhat harder for me.

One of the biggest challenges in my career
was in the early 70s, when | worked for Donald
Clothier and Associates. | traveled across the U.S.,
interviewing managers about cell phones — that was
when cell phones were these huge bricks — and
| asked them if they’d be interested in using cell
phones. | had to fly into different cities, rent cars, find
my way around — that was tough for a young and shy
housewife.

Alert!: What are some of the factors that contributed
fo your success in this profession?

HH: | have an easygoing personality, and people
have always found me easy to talk with and to

talk to. | was also very fortunate to move up — my

www.mra-net.org
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supervisors gave me lots of chances to succeed.

Alert!: What was your favorite trade show or
conference and why?
HH: My favorite was my first conference to NYC —
that was in the mid 90s. I'd never seen New York
so that was a great experience. | was impressed
with the conference and with the attendees. | was
especially excited to meet people with whom I'd only
spoken on the phone.

| firmly believe that attending industry
conferences is key — not just for the educational
benefits, but also for the networking opportunities —
that’s an area where MRA really does a good job.

Alert!: What are some of the most influential changes
you'’ve seen in market research?

HH: Everything about technology has revolutionized
the way market researchers work: Fax machines,

the 800 number, e-mail, copy machines. | started out
using a mimeograph machine, so when the Xerox
copier came along that really saved me a lot of time.
Nowadays with e-mail, we can start a job the same

day a customer calls.

As technology has made things easier, it's
made our work more challenging because people
don’t wait. People want results now. Plus, the pace of
work has picked up tremendously. That’s one of the
biggest things I've noticed.

Alert!: Name some of the most memorable people
with whom you have worked.

HH: Hazel Elder was my most important mentor.

She taught me the importance of being a good
supervisor, how to organize and prioritize my work.
(ed. note: Harriett worked for Hazel Elder Enterprises
during the late 1970s and early 1980s.)

Susan Taylor offered me a chance to work for
her and with her | really grew as a market researcher.
I'd watch Susan work rooms at conferences and
meetings and learned a lot from her about how to
be a professional. Without her faith in me | wouldn’t
be able to retire where | am now. (ed. note: Harriett

(Continued on page 37)
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COUNTERPOINT

Alert!

By Peter Van Brunt, PRC

For those who know me, you won'’t be
surprised when | declare my belief that there are too
many research associations in the U.S. The last time
| looked, there were more than 10, and | am sure |
missed a few.

| tend to group the associations into two types:
those that appeal to the entire profession, and those
that specialize or target their appeal to a particular
segment. The specialty segment, | further split into
those that appeal to a particular type of research
(qualitative, public opinion, etc.) and those that
target a particular market (pharma, travel, insurance,
etc.). For a profession which has probably fewer
than 30,000 practitioners, there are far too many
associations. Even if everyone belonged to a single
association, it would still only be small/mid-sized. The

largest of the associations (MRA) has 3,000 members,

and most of the specialty associations each have only
a couple hundred members.

Why do we have so many different
associations? That of course is an unanswerable
question. The more important question is why do we
continue to support all these groups, and which ones
are really contributing to the profession? | am not

sure why researchers continue to support them all, but
they each must be providing something that the others

don't.
My next question is, why do all of these
associations seem to insist on having a conference/

seminar between Labor Day and Thanksgiving? Most

of them seem to ignore the rest of the year.

For those of you who didn’t recognize
the quotation | used as the title to this article, it is
attributed to 18" century Austrian Emperor Joseph Il
after hearing one of Mozart’s operas. In the movie
Amadeus, where this famous line is quoted, Mozart
asked the emperor which ones (notes) he should cut.

My easy target among the research
associations would be in the specialty segment. The
very existence of all the specialty groups would seem
to point to their providing an opportunity to network or
learn that is not being provided by the larger general
appeal associations. Couldn’t these opportunities be
incorporated into the larger groups through tracks/
SIGs or divisions? Of course they could, and at
the same time their members would have more
opportunities to learn, network and grow outside
their segment. All of this would make them better
researchers.

| have lived in the D.C. area for enough years
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“Too Many Notes”: Are There Too Many Research Associations?

to recognize the persistence of bureaucracy, and
how difficult it is to remove. Extended bureaucracy
is probably the chief impediment to these groups
becoming part of a larger general appeal association.

“Why can’t we all just get along?”

To return to Mozart, his response to the
emperor’s criticism went to the fact that all of his notes
completed a single masterwork, and to delete a single
one would be to change the entirety. That is not the
situation we face with research associations. The
researcher associations don’t integrate into a single
cohesive work, and in fact barely get along with each
other. They can’t even agree to support educational
standards and advocacy efforts which benefit the
profession as a whole. Their animosities and lack
of cooperation goes back to a point | made in my
opening paragraph: the small size of the profession in
general. There are too many in the same feed trough,
and not enough food to go around.

So what can we as researchers do? We
can refuse to attend 10 conferences in an eight to
nine week period in the fall; we can insist that our
leaders cooperate more with other groups and work
to improve the research profession instead of working
to keep their groups in existence. Consider joint
conferences with separate tracks, consider following
IMRO’s path and become a division within a larger
association. | have heard plenty of reasons/excuses
why this can’t happen. In response | say become part
of the solution, not the problem; be creative. There
are ways we can create if not a masterwork at least a
well integrated entity or series of entities to better our
profession. B4

Peter Van Brunt, PRC is a Past President of MRA and is an
Honorary Lifetime Member.

About this column. This is an “Op-Ed”column
for Alert! Magazine. This column is a bi-monthly
feature. Please keep in mind that my remarks do
NOT reflect the opinion of MRA or necessarily
their authors. This column is intended to inspire
comments and dialogue. Send your praises/
comments/rants/objections to counterpointf@mra-

net.org. [ ="

*Select responses may be chosen for publication in
Alert! Magazine.
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PRESIDENT’S PERSPECTIVE

Alert!

A couple of weeks ago, in my hometown of
Erie, Pennsylvania, | experienced an ice storm that
knocked out my Internet service at home. | do not
know about any of you, but Internet access at home
is almost as important to me as Internet access at
work. | felt helpless as | was unable to remotely
connect to my computer at my office and continue
any work that might have been left unfinished. It
caused me to pause and think, what did | do before
the Internet?
Not a day goes by
during which I do not use
the Internet in one form or
another. Could any one of
us go back in time to the
days before e-mail? | know |
couldn’t! If there is something
| need to look up or if
something catches my eye
from a television show | am
watching... | hit the Internet
to explore that topic. Some
of the Internet sites | visit on
a regular basis include the
following:
* mra-net.org
» abcnews.com
* oprah.com
* people.com
» weightwatchers.com
* grammar.quickanddirtytips.com
* travelocity.com
* mrweb.com
* idolonfox.com
* linkedin.com
* Zillow.com
» weather.com
The loss of my Internet access got me
thinking... What other technological advances could |
not live without?
Without question, at the top of my list of
technologies that | could not live without would be
my SmartPhone. | was called a “Crackberry” by

10 MRA’s Alert! Magazine - 05/08

“‘my husband'’s ring
tone is our wedding
song, A Whole New
World, while my
parents’ ring tone
is | Am Walking On
Sunshine since they
live in Florida.”

[echnologies | Can't
Live Without.

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

many people when | had my first Blackberry, but my
Samsung i760 Smartphone is even more addictive.
When that sound goes off, I'm like Pavlov’s dog — my
heart flutters and | just have to see who e-mailed

or texted me. This technological advance that gives
me the freedom to move from city to city and remain
in constant touch with my office and business.

Oh, yes...it also allows me to keep in touch with

my family. In addition, | can surf the Internet, take
pictures, play games and
manage my schedule. This
updated information is then
synched to my desktop computer
at my office so that | always
have the most up-to-date contact
information and schedule.

My phone is also
personalized for my favorite
contacts by assigning a specific
ring tone and picture to each
contact. For example, my
husband’s ring tone is our
wedding song, A Whole New
World, while my parents’
ring tone is | Am Walking On
Sunshine since they live in
Florida. How cool and fun is that?!?

What has really caught my interest is Apple’s
new iPhone. Unfortunately, the iPhone is not on the
Verizon network, but my husband informed me that
many people have hacked the iPhone to work on
any carrier’s network. | might have to think about that
one.

My second favorite advance would have to
be the DVR (Digital Video Recorder). | personally
do not believe that | could ever go back to watching
television the old way. | purposely will not watch
one of my favorites shows the night it is on so | can
watch it later and zip through the commercials. Not
to mention with all the travel I've done this year, my
DVR has kept me up-to-date with all of my favorites.

(Continued on page 31)
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This issue is dedicated to technology, which
could be the topic of every issue. Technology in our
profession has become synonymous with “change.”
| cannot recall a conversation in the past five years
where change in the industry hasn’t been either
a derivative discussion from technology or didn’t
directly involve technology.

Two years ago MRA recognized this
relationship and began creating the Research

Technology Consortium (RTC). This unique body has

finished forming and is now populating. The group
is comprised of research companies, technology

“Five years ago the
leaders of your association
decided to lead the
profession and to rise
above the sometimes
segmented mentality that
prevents the industry from
advancing.”

providers to research companies and mainstream
technology companies.

These companies come together to drive
the future technology of the profession. An example
of this concept is the consortium that formed in the
1980’s to collaborate on one set of standards and

technology specifications related to the production of

compact discs.

Companies like Sony, Panasonic and
Magnavox formed a non-competitive alliance. This
alliance or consortium expedited the development
process of the compact disc by 10 years.

Since the media consortium, many others
have been formed to advance other industries or
thought processes. These collaboratives create the

www.mra-net.org

Chief Executive Column:

Advancing The Research Technology Consortium’s Agenda
By Lawrence Brownell, MRA’s Chief Executive Officer

equivalent to open source specifications and other
advancements. This is our goal. We desire to create
the next generation of technology to advance the
various forms of research. Those participating will
be on the inside track, but the advancements will be
shared with the entire profession. The first expanded
meeting is scheduled for June, a day prior to our
Annual Conference. If you are interested in joining
this group, please e-mail me and | will put you in
touch with the leaders of our effort.

There is a great sense of pride as this
project takes flight. It symbolizes the next stage
in MRA's evolution. Five years ago the leaders of
your association decided to lead the profession and
to rise above the sometimes segmented mentality
that prevents the industry from advancing. In June
we will begin our conference week with this great
advancement. During the week we will also facilitate
our now longstanding End Users forum, which
provides an environment for clients to address their
needs. This conference we will also conduct our third
offering in 12 months for CEO/Owners of research
companies to coalesce on their priorities and
challenges.

All of this will occur within the larger
framework of our conference, which will bring
together the entire profession for networking and
education. For a complete look at the Annual
Conference program, please turn to the end of this
magazine where you will find a handy tear-out guide.

Certification has been a key component
of MRA's ongoing efforts to bring together the
profession. In 10 years the individuals of our
profession will be known as PRCs, giving us an
identity to outsiders. This is an important step in the
evolution of our profession.

So, to those who feel that one organization
cannot represent the entire profession, | would have
to disagree. Our leaders’ vision and passion have
proven this a myth. As the profession’s leader, MRA
will continue to work for the longterm betterment of
the profession. 24

To respond to this article, e-mail Larry Brownell at
executivecolumn@mra-net.org. [ =]
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LEGISLATIVE WATCH

Alert!

CMOR’s Actions In
Shield Profession

By LaToya R. Lang, Esq., State Legislative Director, CMOR

Earlier this year, CMOR — aided
by Jude Olinger, a new member of
CMOR'’s national volunteer grassroots
State Capitol Network — helped defeat
Louisiana House Bill 58. The bill
potentially threatened political survey
and opinion research with residents of
Louisiana.

HB 58, which would have
required disclosure of a poll’s sponsor
at the beginning of a call, passed the
State House February 18. It came up for

consideration

. . in the State
The challenge with Senate on
legislation like this is Feb. 28. The
. prompt action
that yo.u’ hgve to ca_ntch It fCMOR staff
when it’'s in committee. and Olinger
Because legislators helped to
. d te’ th defeat the
Copy and pasie these bill that same
bills from state to state, day.
you have to get your I;‘gnt;'c':rs
language into a bill early.”  gyentually
passed
legislation

regulating only election communications —
sparing survey and opinion research any
noticeable impact.

Olinger, CEO of the Olinger Group
and the newest member of CMOR'’s
volunteer grassroots State Capitol
Network, played an instrumental role in
helping CMOR to defeat the legislation.
He drove to the State House in Baton
Rouge, and there — using his contacts
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Louisiana

CMOR

Shielding the Profession

and information provided by CMOR’s
government affairs staff — personally
appealed to legislators on behalf of the
research profession.

Olinger’s familiarity with CMOR
reaches back almost a decade, to his
activity in 1999 with the “Do Not Call” list.

He says, “The challenge with
legislation like this is that you have to
catch it when it’'s in committee. Because
legislators ‘copy and paste’ these bills
from state to state, you have to get
your language into a bill early. It doesn’t
matter if a bill fails; what’s important is
that it contains the language you want.
When the issue comes up again — and it
will — if your language is in there, you'’re
protected.”

As proof, Olinger points to
CMOR'’s pre-emptive actions concerning
Do Not Call legislation: even though the
legislation ultimately passed, the industry
was protected.

When trying to influence
legislators, Olinger offers fellow State
Capitol Network members this guidance:

1) As quickly as possible, find

out about potentially negative

legislation. “CMOR does a good

job of keeping the industry

(Continued on page 18)
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Maritz Research

1355 North Highway Dr.
Fenton, MO 63099

Matt Ronco

Peanut Labs, Inc.

114 Sansome St.

Suite 920

San Francisco, CA 94104

Alert!
Welcome New Members!

Gail Root

The Cambridge Group
227 West Monroe St.
Suite 3200

Chicago, IL 60606

Dan Salbreiter

J. Reckner Associates, Inc.
9833 S. 13th St.

Oak Creek, WI 53154

Nicole Sanchez

House of Marketing Research
2555 E. Colorado Blvd.

Suite 205

Pasadena, CA 91107

Lois Sesskin

Psyma International, Inc.
661 Moore Rd.

Suite 120

King of Prussia, PA 19406

Kyshawn Smith
KWANT Solutions

Old Dominion University
18 Applewood Dr.
Kempton, VA 23666

Pablo Smith

Directions in Research
7676 Hazard Center Dr.
Suite 1300

San Diego, CA 92108

Jim Spangler

Roger Green & Associates, Inc.
480 Union Square Dr.

New Hope, PA 18938

Keith Stewart

Mountain West Research Center
775 Yellowstone #227

Pocatello, ID 83201

Heidi Tarr

L.C. Williams & Associates
150 N. Michigan Ave.
Suite 3800

Chicago, IL 60601

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

Richard Taylor
Ipsos North America
111 N. Canal St.
#405

Chicago, IL 60606

Jason Ten-Pow
OnSurvey, Inc.
9120 Leslie St.
Suite 106
Richmond Hill, ON
M1S 5T1

Canada

Nicole Thompson
Schlesinger Associates, Inc.
625 N. Michigan Ave.

Suite 1500

Chicago, IL 20611

E. Stacia Vance

The Freed Vance Research Group, LLC

43813 Goshen Farm Ct.
Leesburg, VA 20176

Stephen Wallace

Wyndham Vacation Ownership
2830 Alsace Ct.

Orlando, FL 32812

Aaron Walton, PRC
EMI Surveys

3225 Glengyle Ave.
Cincinnati, OH 45208

Ross Wolfe
39-27 44th St.
Sunnyside, NY 11104

Matthew Worden
Polimetrix

12 Debrosses St.
New York, NY 10013
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GLOBALLY SPEAKING

Alert!

How Many Spanishes Do

You Speak?

By Jiri Stejskal, Ph.D., CETRA, Inc.

¢, Habla Usted Espafiol? Which one? Spanish
comes in many flavors, which poses a problem for
marketing researchers. Is it OK to devise a single
survey and distribute it to a panel in Spain and in
Argentina? Do Hispanics in the United States speak
the same dialect as Mexicans? My client asked for a
survey in Castilian; what does it mean?

Like other Romance languages, Spanish

derives from Latin. It originated in the north of today’s

Spain and from there it spread throughout the
Kingdom of Castile and eventually to Africa, South
America, North America and Asia Pacific, as the
Spanish colonial rule expanded between the 15th
and 19th centuries.

Today, there are more native speakers of
Spanish in the world than of English, and Spanish is
the main language of 21 countries. The black areas
on the map below show where Spanish is spoken as
a primary language. The lighter gray indicates where
it is not primarily spoken, but widely spoken as a
second language (courtesy of Wikipedia Commons).
Spanish enclaves not shown on the map include
Canary Islands and Western Sahara, and also what
was called the Spanish East Indies (Federated
States of Micronesia, Guam, Marianas, Palau and
the Philippines).

14 MRA’s Alert! Magazine - 05/08

For marketing research companies, the sheer
number of Spanish-speaking countries poses a
challenge, since each country has its own flavor and
peculiarities of grammar, vocabulary, pronunciation,
and colloquialisms. Below are some tips on how to
navigate this jungla.

Spanish or Castilian?

In Spain, people call their language espariol
(Spanish) when contrasting it with other languages
such as English or French, but they call it castellano
(Castilian - the language of the Castile region)
when contrasting it with other languages spoken in
Spain such as Galician, Basque, or Catalan. Similar
distinction is made in the Americas.

In South America, the term castellano is
widely used to describe the language as a whole
rather than a regional variation. Castellano can be
used as a generic term with no political or ideological
links, the same way the word “Spanish” is used in
English. Some speakers in the Americas use it to
differentiate their own variety of Spanish as opposed
to the variety of Spanish spoken in Spain.

When preparing surveys for Spanish-
speaking countries, marketing research companies
are sometimes bewildered when they are asked to
use “Castilian.” Rightly so, because without context
it could mean just about any variety of Spanish.

The only foolproof way of figuring out what flavor of
Spanish is needed is to determine what country or
countries are involved.

Spanish Dialects

The regional variants of Spanish can differ to
a significant degree, particularly in pronunciation and
vocabulary, but also to some degree in grammar as
well. Examples of Spanish dialects in Spain include

* canario (from the Canary Islands), andaluz (from
, Andalusia), and madrilefio (from Madrid). In Latin

America we can speak of an Argentinean, a portefio
(from Buenos Aires), a Chilean, or a Colombian
dialect, among many others. The main difference is

Wwww.mra-net.org

Alert!

between European Spanish and Spanish spoken in
Latin America, but there are also variances within
each region. The good news is that all Spanish
dialects use the same written standard and that
they are mutually intelligible. That does not mean,
however, that a single version of your Spanish
document or survey will do in any of the Spanish-
speaking countries.

The differences in pronunciation are
important in phone surveys and it is wise to select

speakers of the given region to conduct the interview.

For example, the word “Madrid” is pronounced in the
capital of Spain as “Madrith,” whereas in the bilingual
areas of the East coast, and because of the contact
between Spanish and Catalan, it becomes “Madrit.”
In the south, however, people tend to eliminate the
final consonant and say “Madri”.

Another example is the different
pronunciation of “y” and “Il.” “LI” can be pronounced
in Spain as English “” (“calle” = “caje”), as English
“y” (“calle” = “caye”) or as “ly” (“calle” = “calye”).
These three variants exist in one form or another
in Latin America as well, even though in most Latin

American countries the predominant sound

LT3

is like English “y” and there is no difference =
between the pronunciation of “II” and “y.” afr

Vocabulary is another area of e
differentiation between dialects. An example | -[E'l g
of word variation within the Spanish peninsula & " 1

is “candle.” Candle is referred to as “vela” in
the northern and center parts of Spain, but
as “candela” in the South. Another example
is a ballpoint pen, which is “un boligrafo” in
Spain, “una birome” in Argentina, “un lapicero”
in Peru and Central America, “un esfero” in
Colombia, and “una pluma” in Mexico.

One of the main differences between %
the dialects of Spain and those of Latin
America is the use of pronouns. In Spain, the
informal pronoun for the second person singular (in
English “you”) is “td.” However, some Latin American
countries, (Argentina, Uruguay or Paraguay, for
example) use “vos.” The plural “you” also varies:
in Spain people differentiate between an informal
“vosotros” and a formal “ustedes,” whereas this
difference does not exist in Latin America.

Spanish in the United States

There are about 50 million people in the
Unites States whose native language is Spanish.
The map adjacent shows the concentration of
Spanish speakers by county (courtesy of the Modern

Www.mra-net.org

Language Association). Not surprisingly, the highest
concentration is in Texas and California. Logically,
the local variety of Spanish depends on where the
Hispanic immigrants are mostly coming from. Thus
the Mexican dialect is prevalent in California and
Texas, whereas Cuban dialect prevails in Florida and
Puerto Rican in New York City.

Spanish in the United States is not only
shaped by the recent immigrants. As a matter of fact,
Spanish was spoken in the areas that now make up
the continental United States before English was
introduced, and for centuries the two languages
coexisted on equal footing. Linguists have identified
a number of unique Spanish dialects within the
United States, each traceable to 16th and 17th
century Spain.

Other Spanish varieties in the United States
(New Mexican, Arizonan, Texan, etc.) evolved
independently of Spanish on the Iberian Peninsula
and in Latin America and are distinctive because of
their unique contact with Native American languages,
with vocabulary enriched by indigenous languages,
particularly in the Southwest.

.-3;
i
MLA Language Ma P of Speake
g g P m“!ﬂh?l
Spanish or Spanish Creole ] 0% - 3.94%
7] 3.95% - 9.82%
M 9.83% - 19.36%
B 19.39% - 33.42%
0 838 Miles W 33.43% - 61.87%
—— W 51.88% - 91.35%

Standard Spanish?

It is not always practical to localize your
English text for every Spanish-speaking country
you target. For example, it would be silly to localize
your Web site into 20 different Spanish dialects;
as a matter of fact, it would be hard to find a Web
site even with two different Spanish versions.
This is where standard (or neutral or common or
international) Spanish comes in handy. The concept
originated with the film industry, which, in an effort to

(Continued on page 42)
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It’s your customer community talking.
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online communities and Enterprise Feedback Management
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LEGISLATIVE WATCH

CMOR Stops Harmful Legislation From Regulating Polling

(Continued from page 12)

informed,” he explains.

2) Ifit appears in one place, it's going to
appear elsewhere.

3) Get your language in whether or not the
legislation passes, because it's going to
come up again.

Olinger also turned Representative Neil
Abramson (Democrat, District 78) into an active
advocate for the profession. Rep. Abramson will
be working with him and CMOR staff to introduce
legislation to protect the use of automated political
polls (those using Interactive Voice Response and
similar systems) and to restrict persuasion calls
(also known as “push polls”) during Louisiana’s
regular session starting March 31.

“The bottom line is that this doesn’t directly
affect me right now, but it eventually could,”
concludes Olinger. “This kind of legislation could
affect other people in the opinion research industry.
It boils down to our pocketbooks.”

How HB 58 Threatened the Research

Profession

LA H.B. 58 would have required stating at
the beginning of any telephone poll regarding a
political candidate or proposition:
(1) Whether or not it was paid for by a candidate or
political committee (or such entity’s agent); and
(2) The name and contact info of the sponsor or
candidate/committee.

It would also have required reports within
24 hours to a supervisory committee regarding
payments or expenditures for such polls.

Disclosure of who paid for or commissioned
a poll and their relationship to a political candidate
or ballot initiative (especially at the beginning of
a research call) can completely distort or bias
the answers respondents provide to research
questions.

In most instances, the interviewer
administering the questions is unaware of
who sponsored the poll, or why. The bias that
would result from such disclosure would make
it extremely difficult to produce scientifically

r career in the right direction.
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You’ve worked hard to get here... Now lengthen your lead.

Visit www.mra-net.org/prc

WWww.mra-net.org

and statistically valid data — an essential tool in political
campaigns.

“From the wording of questions to the accent
of interviewers, researchers strive mightily to eliminate
bias from all aspects of the research process,” clarifies
Donna Gillin, Executive Director of CMOR. “With the
help of concerned and motivated profession leaders like
Olinger, CMOR continues to advance the survey and
opinion research profession and protect it from threats like
Louisiana House Bill 58.”

About the CMOR State Capitol Network

Volunteer members of CMOR'’s State Capitol
Network work with CMOR to protect and promote the
survey and opinion research profession. They help
to monitor and respond to legislation that impacts the
profession and to foster positive relationships with
policymakers and their staffs.

Olinger’s swift response underscores the impact
State Capitol Network members can have: “there are a
lot of unintended consequences of this kind of legislation
— the role of State Capitol Network members is to
inform and educate legislators about these unintended
consequences.”

“l think it’s critical that the State Capitol Network be
in every state,” says Olinger. “These volunteers must have
relationships with legislators who can help influence the
process. It’s all about relationships — having relationships
with legislators is critical to participating in and influencing
the process. | really think that me being there and saying
something to the legislators got their attention and
motivated them to change the language.”

Researchers participate in CMOR’s State Capital
Network (online at www.cmor.org/scn) to get involved in
policy and politics, to protect their business and research
and to stay informed. Through the Network, members of
the research profession make their voices heard on issues
that impact their businesses while networking with their
peers who share similar concerns.

For more information on state legislative, regulatory
and legal issues, visit CMOR’s Web site (www.cmor.org). 24

LaToya Lang is the State Legislative Director at CMOR. She can be reached at
llang@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. E

Disclaimer: The information provided in this message is for guid-
ance 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 application of
any laws to your business.
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Ready [o|Operate A V| rtual

i ny? By Nancy Domenichelli and Lori Porte, Domenichelli Business Services

What would be the' g reason(s) for
transitioning some or all'yourworkforce to home-based
offices? The-potential to reduce company overhead
could beg-attractive and some staffers would be ha
inate the time, stress, and expense involy,
"How, though, do you allay overa
rding accountability, productivity ar
with and among your staff?
erhaps you currently operate a virtual

to elj

unworkab ity in need of repair? Perhaps y
learned the hard way that working from home isn’t for
everyone, that some of your telenetworked staff just
cannot get a job done effectively or efficiently.

When it comes to the successful operation of a
virtual business, there is no magic formula. However,
there are steps you can take to im prove greatly the

W14
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likelihood of success. Allowtyourself the timé'--rﬁa”c':e sary
to think through each aspect of operating in virtual

mode. Construct a workable plan and commit yourself = =
ess will require . = -
a good measure of self-discipline, follow-throughand' = ¢

to the fact that operating a virtual bu

tion that running a virtual business is justas
-intenSive as is its brick-and-mortar counterpart.
The following are suggestlons I've developed

‘ after a decade of personal experience | in 6pera1|ng

: busmess that seems to be faltering. Is what seemed D nichelli Busin ices (DB$) é’ér
~ ood idea at the time now a nonfunctloMness DBS provides a iad of | ;ra
ve

services to academia as well as to maﬁ(e

marketing résearch and other research, pr,qfésgdha[" 0/

Not only is the entire DBS workforee virtual, but all |
our work product is delivered thrdﬂéh the Net Over; il

r i/ i {J]:J
U (C?fptiﬁ ed on page 2&)j it
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Build Your Business Today:
Get Rated with MRA’s EEP

Visit www.mra-net.org to get started

Exchange Evaluation Program

Sumbit Your Rating Now for Your Chance to Win a FREE MRA Conference:

For every verified EEP rating you submit between March 28 and June 3, 2008, you’ll automatically receive one entry in a
contest for a FREE registration to MRA's Fall Conference in Las Vegas (November 3 — 5, 2008). That’s a $900 value, just
for five minutes of your time! The more companies you rate, the more chances you have to win!

Note: You cannot rate your own company... but you can ask someone who’s hired you to rate you!
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Alert! Book Review %% % ¥%

The Soul of the New Consumer

By Kate Alany, USA Today

How much would you pay for a green glass
bottle that was found near a garbage can in a city
park? Would your price go up if you knew that the bottle
originated from the ruins of Pompeii and was buried by
the eruption of Mount Vesuvius in 79 A.D.?

In seeking to prove that “New Consumers”
are in search of one thing — authenticity — David
Lewis and Darren Bridger present the results of this,
among many other experiments, in their book The
Soul of the New Consumer. As expected, those who
believed the bottle was a relic were willing to pay much
more for it than those who considered it to have no
meaning, or authenticity, at all. And while many of the
studies presented are obvious in their results, they are
nonetheless intriguing if not for methodology alone.

Lewis and Bridger attempt to define a “New
Economy” using case studies that demonstrate
companies which have successfully navigated it. These
case studies offer insights into innovative approaches
that manufacturers and marketers can use to more

Online Survey Solution
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D Cwer 12 years of experience in conducting and defining onling
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Title: The Soul Of The New
Consumer

Author: David Lewis and

Darrin Bridger

Publishing: Nicholas Brealey
Publishing, Rev Upd edition (April
25, 2001)
Pages: 256
Price: $19.95

effectively reach consumers and find success in an
environment where time, attention and money are
scarce.

Priceline.com is lauded for its success bringing
buyers to sellers by allowing consumers to establish
their own price. The movie The Blair Witch Project
exemplifies success in word-of-mouth marketing by
creating buzz using the Internet. The “New Economy”
is one in which consumers’ roles have transitioned from
consumption to creation.

Lewis and Bridger surmise that the “New
Consumers” are chameleons. They change in their
desires and tastes at a rapid rate, yet always long for the
authentic.

Lewis and Bridger frequently reference history to
show what came before and to build upon the credibility
of their counsel. They compare the “Old Consumer”
to the “New Consumer” explaining that the latter does
not make purchases motivated as much by external
status like their former counterparts once did; rather
the new consumer is motivated by internal gratification.
They point to times in history that changed the fate of
commerce as we know it, such as the birth of television
commercials and consumer loyalty programs. They
use these examples to show how the traditional supply
and demand economy is changing dramatically and
therefore, so must the approach of manufacturers and
marketers.

According to Lewis and Bridger, “the companies
most likely to succeed are those that enable ‘New
Consumers’ to make investments of time, attention
and money simpler to perform and more rewarding to
experience.”

(Continued on page 33)
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Alert!
Change Brings Opportunity

The Education Workgroup is excited
to announce some changes for the upcoming
Fall Conference in Las Vegas. Not to worry,
the conference will still be packed with skilled
presenters, fresh topics, hard work and dedication.
However, there will be a minor overhaul to the
structure, flow and content of the conference.

Some of the changes include having
fewer overall tracks and a clearly defined path
that attendees can follow (think Beginner to
Expert / Practical to Theoretical). We visualize
the conference as MRA’s Interactive/Immersion
Conference with tracks that will be broader in scope
and will lead to more flexibility in development of
content.

Attendees can expect tracks such as
Research Trends and Processes, Tips and
Techniques, The Business of Research, Back to
Basics, Relationship Management, Communication
Technology Trends and Quality Ideas and
Innovation as a handful of possibilities. Some of

By MRA's Education Workgroup

these topics will be further developed to explore the

“Do’s and Don’ts” or the “Analysis and Reporting
Techniques of...” along with take-away information
that can be used in our members’ day-to-day
business operations.

While MRA’s increasing member base
believes in the educational value for both
themselves and their staff, the content will continue

to follow the requirements of Professional Research

Certification (PRC). Selected content may be
reused from time to time as highly scored content/
speakers are needed by our members to achieve
their PRC credits. Rest assured, this repurposed
content will still have a fresh twist and attendees
will walk away energized and motivated! The

Fall Conference is envisioned as the place to get
practical and theoretical educational content with
unsurpassed value. 24

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

Puhutko suomea?
Do you speak Finnish? We do!

Finnish (suomi) is one of the official languages of Finland and an official
minority language in Sweden. A member of the Uralic family of languages,
Finnish is spoken by about six million people.

888-281-9673

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!

J

Language Solutions
Our word, your peace of mind.

215-635-7090 - www.cetra.com

www.mra-net.org
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CATI Software:

1@ Best Way To Adopt It

By Karl G. Feld, D3 Systems

24 MRA’s Alert! Magazine - 05/08
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It is inevitable in the course of a
research call center’s lifetime that its management
will consider changing or upgrading its Computer-
Assisted Telephone Interviewing (CATI) software.
What many don’t realize is that the fierce competition
amongst providers creates many alternatives to
consider. The options can be bewildering, and
many managers simply choose to upgrade what
they already have to save the time involved in the
selection process. However, looking at all options
often provides superior alternatives.

There are more than 36 commercially
available (CATI) software applications in the
global marketplace today. The Internet and the
increasing simplicity of programming have eased the
entry of many fine, new competitors to the traditional
core software applications. As with anything tied to
computer programming, CATI platforms also continue
to improve and evolve at a dizzying rate. This keeps
pricing and features in constant flux.

In general, proliferation of CATI platforms
has been good for buyers, as the platforms tend to
differentiate themselves from one another through
a combination of their various

Alert!

capabilities. This means than it may be productive
to involve key stakeholders beyond those originally
involved. For example, some newer applications
include labor scheduling and payroll management
functions or tabulation features to testing data in
realtime. As a result, today’s CATI software key
stakeholders often include upper management, data
processors, analysts, production floor staff, client
service staff and human resources.

Comprehensive, well-considered tech.
specs. built with group consensus are critical to the
success of a new platform. The operational needs
of staff and projects need to be considered well
in advance to avoid rework later. The process of
building the tech. spec. is also the opportunity for
the buyer organization to resolve or prevent any
resistance or objection from internal key stakeholders;
resistance which can otherwise frustrate adoption of a
new platform at any point in the process.

With an accurate tech. spec. it becomes
possible to shop for the best fit. The most
comprehensive resource the author has encountered
for this process is a research software guide written

and updated annually by

add-on features and their
pricing.

A call center’s CATI
platform is its heart. The
options available in CATI
systems today reach into every
facet of business management;
not just sample and
questionnaire administration.

“Today’s CATI software key
stakeholders often include upper  Consulting. Tim has
management, data processors,
analysts, production floor staff,
client service staff and human
resources.”

Tim Macer, Managing
Director of Meaning

produced this guide
for many years, firstin
the United Kingdom
where it is released
by the Association for
Survey Computing.

To date, this author has
managed the use of seven
different CATI systems and been through the process
of choosing new ones four times. A good selection
has accelerated the center to new levels of business
and research success." A poor choice can weigh
like the proverbial millstone around the center’s neck
for years to come, hampering productivity, financial
performance and scientific ability.

The first step to upgrading or replacing a
CATI system is designing the replacements technical
specifications (tech. spec.). The tech. spec. should
be as deep and detailed as necessary to assure all
the users of the software application will have their
needs met. The tech. spec. should also address the
different needs of project types run by the company.

Newer platforms often include features which
range outside the traditional CATI application’s

www.mra-net.org

More recently, he
has hopped the pond
and the guide now appears in the February issue
of Quirk’s magazine every year, free of charge. He
now also offers it as a searchable database on his
company Web site at www.meaning.co.uk.

The guide is easy to use, presenting tables of
various features. With tech. spec. in hand, a potential
buyer can simply run his or her fingers across the X
and Y axes and see which packages offer the basic
features required.

For many years Tim has also written excellent,
independent 1-2 page reviews of research software
packages of all types. These reviews appear from
time to time in Quirk’s magazine and can be searched
on Quirks.com. Tim also maintains an archive on his

(Continued on page 43)
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FocusVision

WORLDWIDE

You put together a
great focus group...

More people should see it.

Corporate Headquarters.

Brian
Research
Analyst

Seattle

PRODUCTS & SERVICES

® Live Video Transmission
= Collaboration & Storage
= Digital Video Recording

= Transcripts

= Online Focus Groups

Regional Office.
Anywhere he wants.

Brad
Brand
Manager
London

George

Sandy ge

Marketing
Manager
Seattle

FocusVision

VideoStreaming of Live Focus Groups

With FocusVision VideoStreaming important team members everywhere will be able to view and participate
in your focus groups from their office, home... anywhere. We'll transmit your project live, archive it for
on-demand viewing and collaboration, and even send you a CD you can use to make video clips. Now more
of your team can stay involved while saving time, money, and avoiding the uncertainties of travel. It's already
great research. FocusVision just makes it better.

Great Research Made Better

To learn more call 203-961-1715 or +44 1892 521075 opt. 6, email info@focusvision.com or visit www.focusvision.com

STAMFORD " CHICAGO " LOS ANGELES " LONDON

FocusVision™ Member Facilities

The largest network of top-rated facilities now equipped for videoconferencing and videostreaming service.

ARIZONA
Phoenix
Davis Marketing Research
Delve - Phoenix
Fieldwork Phoenix, Inc. - South Mountain
Plaza Research - Phoenix
Schlesinger Associates - Phoenix
Scottsdale
Fieldwork Phoenix, Inc. - Scottsdale
Focus Market Research, Inc. - GroupNet™

CALIFORNIA (Northern)

Fremont
Nichols Research, Inc. - GroupNet™ - Fremont

Fresno
Nichols Research, Inc. - GroupNet™ - Fresno

Sacramento
Elliott Benson

San Francisco
Ecker and Associates (Downtown)
Ecker and Associates (South San Francisco)
Fieldwork San Francisco
Fleischman Field Research - First Choice Facilities
Focus Pointe Global - San Francisco
Greenberg Studios
Nichols Research, Inc. - GroupNet™ - Concord
Nichols Research, Inc. - GroupNet™ - San Francisco
Plaza Research - San Francisco
Schlesinger Associates - San Francisco

San Jose
Nichols Research, Inc. - GroupNet™ - Sunnyvale
CALIFORNIA (Southern)

L.A. Orange County
Adler Weiner Research Orange County
Assistance in Marketing - Costa Mesa
Fieldwork Los Angeles, Inc.
Trotta Associates Irvine - First Choice Facilities

Los Angeles
Adept Consumer Testing - Encino GroupNet™
Adept Consumer Testing - Beverly Hills GroupNet’
Adler Weiner Research (Westwood)
Advanced Marketing Perspectives
ASI Entertainment
Assistance in Marketing - Long Beach
Assistance in Marketing - Los Angeles
Assistance in Marketing - The AIM Forum
Atkins Research Group, Inc.
Facts and Figures Inc,
Focus Pointe Global - Los Angeles
LW Research Group
Meczka Marketing
Murray Hill Center West
Plaza Research - Los Angeles
Qualitative Insights
Savitz Field & Focus
Schlesinger Associates - Los Angeles
Trotta Associates MDR - First Choice Facilities

San Diego
Flagship Research
Luth Research
Plaza Research - San Diego
Taylor Research, Inc. - GroupNet™

COLORADO

Denver
AccuData Market Research, Inc.
Colorado Market Research
Fieldwork Denver, Inc
Plaza Research - Denver
TAi - Denver

CONNECTICUT

Danbury
MarketView - Danbury

Norwalk
New England Marketing Research

Stamford
Focus Room - Stamford
FocusVision Worldwide, Inc.
RazorFocus

FLORIDA

Fort Lauderdale
Plaza Research - Hollywood
WAC of South Florida

Jacksonville
Irwin Research Services

Miami
20/20 Research - Miami
Miami Market Research, Inc.
National Opinion Research Services
Rife Market Research, Inc

Orlando
AccuData Market Research
Schlesinger Associates - Orlando

Tampa
Herron Associates Inc,, Tampa - GroupNet
Plaza Research - Tampa
Superior Research - First Choice Facilities
TAi - Tampa Bay

GEORGIA

Atlanta
Delve - Atlanta
Fieldwork Atlanta, Inc.
Focus Pointe Global - Atlanta
Jackson Associates, Inc. - GroupNet™
John Stolzberg Market Research
Murray Hill Center Southeast
Plaza Research - Atlanta
Schlesinger Associates - Atlanta
Superior Research - First Choice Facilities

ILLINOIS
Chicago - Downtown
Adler Weiner Research (Chicago)
Chicago Focus
Fieldwork Chicago - Downtown
Focus Centre of Chicago
Focus Pointe Global - Chicago
Focuscope, Inc. - Chicago - First Choice Facilities
MedQuery
Murray Hill Center
National Data Research, Inc. - Downtown - GroupNet™
National Qualitative Centers
Plaza Research - Chicago
Savitz Field and Focus
Schlesinger Associates - Chicago
Smith Research, Inc.
The Energy Annex
Chicago - Suburban
Adler Weiner Research - Lincolnwood
Assistance In Marketing - Chicago, Inc
Delve - Oak Brook
ork Chicago, Inc. - North
ork Chicago, Inc. - O'Hare
Fieldwork Chicago, Inc. - Schaumburg
Focuscope, Inc. - Oak Park - First Choice Facilities
National Data Research, Inc. - Northfield - GroupNet™
Precision Research
Schlesinger Associates - O'Hare
Smith Research - Oakbrook
Smith Research, Inc.

INDIANA

Indianapolis
Herron Associates/First Indiana Plaza - GroupNet™
Herron Associates/The Idea Center - GroupNet™
Walker Information

KANSAS

Kansas City
Delve - Kansas City
The Field House

MARYLAND

Baltimore
Assistance in Marketing - Towson
Baltimore Research Agency - GroupNet™
House Market Research - First Choice Facilities
Observation Baltimore

MASSACHUSETTS
Boston - Downtown
Bernett Research
Boston Field & Focus Performance Plus - GroupNet™
Copley Focus Centers
Focus On Boston - First Choice Facilities
Focus Pointe Global - Boston
Schlesinger Associates - Boston
Boston - Suburban
Boston Field & Focus Performance Plus - GroupNet™
Fieldwork Boston, Inc
Focus On Boston - Braintree
Focus On Boston - Waltham - First Choice Facilities
National Field and Focus

MICHIGAN

Detroit
MORPACE International - GroupNet™
Shifrin Hayworth

MINNESOTA
Minneapolis
Cook Research & Consulting
Delve - Minneapolis
Fieldwork Minneapolis, Inc
Focus Market Research, Inc. - GroupNet™
Orman Guidance Research

MISSOURI

St. Louis
Delve - St. Louis
Focus Pointe Global - St. Louis
Lucas Market Research, LLC - GroupNet
Peters Marketing Research, Inc
Superior Surveys of St. Louis

NEVADA

Las Vegas
Las Vegas Field and Focus
Plaza Research - Las Vegas

NEW JERSEY

New Jersey - Northern
Assistance in Marketing - Hackensack
Assistance in Marketing - Morristown
Decision Drivers - Montvale
Fieldwork East, Inc. - Fort Lee
Focus Pointe Global - North Jersey
Meadowlands Consumer Center, Inc. - GroupNet™
Plaza Research - Paramus
PMCcR Research, Inc
Schlesinger Associates - Edison
TAi - New Jersey

New Jersey - Southern
JRA, J. Reckner Associates - First Choice Facilities
Plaza Research - Marlton

NEW YORK
New York - Suburban
Access Metro NY
Fieldwork New York, Inc. - Westchester
Focus Room
JRA, J. Reckner Associates - First Choice Facilities
MarketView - Tarrytown
New York City
Advanced Focus
Focus Plus Inc. - First Choice Facilities
Focus Pointe Global - New York
Focus Room - New York
Focus Suites of New York
Murray Hill Center
New York Consumer Center - GroupNet™
New York Focus
Schlesinger Associates - New York
SIS International Research 22nd Street

NORTH CAROLINA
Charlotte

20/20 Research

Leibowitz Market Research Associates, Inc. - GroupNet™
Raleigh

First in Focus Research, Inc.

L &E Research

OHIO
Cincinnati
Assistance in Marketing - Cincinnati
Market Inquiry
MarketVision Research
QFact Marketing Research, LLC
Various Views Research
Cleveland
Focus Groups of Cleveland Survey Center
Pat Henry - Cleveland
Columbus
Assistance in Marketing - Columbus
Delve - Columbus

Portland
Consumer Opinion Services, Inc. - GroupNet™
Gilmore Research Group

PENNSYLVANIA
Philadelphia - Downtown
Focus Pointe Global 18th Street - Philadelphia
JRA, J. Reckner Associates - First Choice Facilities
Schlesinger Associates - Philadelphia
Philadelphia - Suburban
Delve - Philadelphia
Focus Pointe Global - Bala Cynwyd
Focus Suites of Philadelphia
GFK Strategic Marketing
Group Dynamics in Focus, Inc. - GroupNet™
Schlesinger Associates - Bala Cynwyd
Pittsburgh
Focus Center of Pittsburgh

RHODE ISLAND

Providence
Boston Field & Focus Performance Plus - GroupNet™

TENNESSEE
Memphis

AccuData Market Research, Inc
Nashville

20/20 Research

TEXAS
Austin
Tammadge Market Research, Inc.
Dallas
Delve - Dallas
Fieldwork Dallas, Inc.
Focus Pointe Global - Dallas
Murray Hill Center
Opinions Unlimited - Dallas - GroupNet™
Plaza Research - Dallas
Savitz Field and Focus
Schlesinger Associates - Dallas
Houston
CQS Research
MRS
Opinions Unlimited - Houston - GroupNet™
Plaza Research - Houston
Savitz Field and Focus
Schlesinger Associates - Houston
San Antonio
Galloway Research Service - GroupNet™

Alexandria

Martin Focus Group Services Inc. - Alexandria
Fairfax

Metro Research Services, Inc.
Richmond

Martin Focus Group Services Inc. - Richmond

WASHINGTON

Seattle

Consumer Opinion Services - GroupNet™ - North 34th Street

Consumer Opinion Services - GroupNet™ - Downtown
Fieldwork Seattle - Pike Street

Fieldwork Seattle, Inc.

Gilmore Research Group - First Choice Facilities

WASHINGTON DC
Washington DC

House Market Research - First Choice Facilities
Shugoll Research, Inc. - GroupNet™

WISCONSIN

Appleton
Delve - Appleton

Milwaukee
JRA, J. Reckner Associates - First Choice Facilities
Lein/Spiegelhoff, Inc.

CANADA
BRITISH COLUMBIA
Vancouver
Consumer Research - Vancouver
ONTARIO
Toronto
Consumer Vision
Toronto Focus
QUEBEC
Montreal
Contemporary Research Centre

Plus Over 125 International Facilities



HEADLINES

Before You Empty Out The Board Room...
(Continued from page 20)

90% of our contact with clients is via e-mail.

Established in 1994, DBS

forged new

business frontiers and went where few had “virtually”

gone before. The company began as a single

TABLE OF COMMUNICATION TOOLS

Online Bulletin Board. Free download available
at www.phpbb.com Project Collaboration
Software. Free and for-fee plan available at

www.Central Desktop.com

File Transfer Protocol (FTP). Software for
the transfer of large documents over the net.
Freeware available at software.visicommedia.

com/en/products/aceftpfreeware/

Alternative Digital Delivery Solutions. Sites like

Put on your CAP (the three essential
requirements of running a virtual
company):

Connectivity: Alienating team members from

the company at large is a valid concern. To

address feelings of isolation or tendencies toward
unaccountability, centralize your communications

via a secure online message board. Open source
solutions are available free over the Net, including

the highly touted online bulletin board system,

phpBB, www.phpbb.com. When communicating your
directives, include frequent reminders of the virtual
team’s mission and create a sense of partnership by

acknowledging that each team member is a vital part

YouSendIt (www.YouSendlt.com) or DropSend

(www.dropsend.com) to send and

files, on-demand. Simple, convenient alternative
for FTP transfers, overnight couriers, and
unreliable e-mail attachments.

owner/operator transcription service; but today it

is comprised of nearly 50 independent contractors
working from home-based offices throughout the
continental United States. From this vantage point,
much has been learned about what works (and what

receive large

of a larger objective.

Accountability: Working virtually could easily morph
into “virtually working” if expectations aren’t clearly
laid out to your virtual workforce. To ensure regular

attendance, start each work day with a simple roll

call post and mandate that each team member log

on. Gauge activity based on the quality as well as the

quantity of messages each team member posts to
your board. It may also be appropriate to have each
team member briefly outline the day’s progress at the
end of each day.

doesn’t) when creating a “well-run machine” out of a

disparate virtual community.

(Continued on page 30)

Facilities: DVD Clipper is easy.

DVD Clipper™ is the easiest way
for facilities to offer video clipping.

- Burn DVDs as you now do - no
special equipment to set up

- Tell your customers about DVD
Clipper

- Earmn commissions

Join the many leading facilities that
are promoting DVD Clipper to their
customers. Call today for more info.

\_/

Mark video clips
on facility DVDs
- for FREE.

powered by

intercliPper

2007 InterClippar INC

Researchers: DVD Clipper is easy.

GET FACILITY DVD
Put the facility DVD of your
SESSION in your computer,

MARK CLIPS
- FOR FREE
gvnr. Open facility DVD in DVD

Clipper. Mark and review
your clips for FREE.

DECIDE LATER

WHAT TO BUY
‘ I Pay to unlock just the
DVDs that have the clips

you need to edit & export.

Download DVD Clipper today.
845-687-2712
www.interclipper.com
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When it comes to picking the right panel for your
research project, there are a lot of boogers out
there. If you're looking for the one destination you
can count on to deliver high quality panel at a price
that won't leave a bad taste in your mouth, you've
come fo the right place. Our actively managed
panel can help you lick any sized project faster than
you can say, “mmmgood.”

Pick a winner.

(801)373-7735

Your destination for online panel

pinion
%u’rpos’r.

a service of

WWwWw.westernwats.com
e-mail:contact(@westernwats.com
©2008 all rights reserved




HEADLINES

MANAGEMENT’S ROLE IN MAINTAINING A
VIRTUAL WORKFORCE

Note: It will take several Team members to fill
each role in most organizations.

Training

Train your entire virtual workforce in
the use of e-technologies (FTP Client
Server instructions/navigating online
forums).

Provide project overview and clear,
concise instructions to each team
member.

Monitor and Support the Virtual Staff

Content specialist(s) will facilitate
online discussions around
Management’s project goals.

Managers should possess the art of
delegating and use it to control the
workflow.

Team members should be directly
accountable to designated project
managers and communications should
flow accordingly.

Ensure that team members know
where to get various types of help.

Often one or several team
“cheerleaders” emerge from the

virtual community. Though they’re
rarely identified from the outset,
Management is well served by
recognizing and rewarding enthusiastic
conversationalists who encourage and
inspire wider online participation.

Supply the Virtual Toolbox

Documentation and direction:
templates, guidelines, project-specific
resources should be available online
via secure FTP site or other platform.

Similarly, all training materials should
be kept current with each phase of a
project and easily accessible to team
members.

Develop IT contingency plans.
Communicate the basics to team
members and the full plan to executive
staff.
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Running A Successful Virtual Company
(Continued from page 28)

Productivity: Move your virtual workforce into action by
posting daily assignments on your forum. Communicate
work assignments, specifications, deadlines, and other
expectations for

individual team QUALITIES OF A SUCCESSFUL
members and for VIRTUAL WORKER

the project group e Works independently

as a whole. The e |s adependable team
capabilities of player

the bulletin board Has a strong work ethic

software are vast e |s proficient in basic
and will allow you computing techniques
to manage your e Exhibits strong language

projects and discuss
issues with the full
team in greater depth
within the forum

site. Frequent visits by management throughout the day
will generate activity, cross-communication, and synergistic
support among the team. 24

and communication skills

Nancy Domenichelli is President/CEO of Domenichelli Business Services. She can
be contacted at nancy@moderndayscribe.com. E

Lori Porte is QA Editor at Domenichelli Business Services. She can be reached at
lori@moderndayscribe.com. E

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

Alert!

Colleen Moore-Mezler; Technology Addict
(Continued from page 10)

Do you even remember the days of telling a VCR to
record at 9 p.m. for two hours on channel 4? | mean,
come on! It is so much easier now to just say record all
American Idols. Even the simplest feature of pausing
and rewinding live television are features | love.

Another device | have recently fallen in love with
is my Creative Zen Vision:M. This is a must-have in my
carry-on bag. If you don’t know what a Zen is, just think
iPod. The Zen holds my favorite music, photos and
yes, video to take wherever | go. The days of lugging a
portable DVD player with a DVD case are gone! | can
download (ok, my husband does!) full length feature
movies from online services like Amazon Unbox, or |
can download past episodes of television shows | didn’t
watch when they were on the air, but now enjoy. Or
better yet — | will stop watching my favorite shows for a
week and transfer the video from my DVR to my Zen so
| can watch them while | am sitting and waiting for my
next flight.

My digital camera is also very important to me
because | love to capture memories. | have taken
pictures since | was very young and surround myself
with pictures of loved ones. With a digital camera | can
view the picture immediately without waiting to develop
the picture. Today, you have the option to make prints
of the ones you want, pick the size of the photo, and you
easily crop out unnecessary space (or people). Not to
mention, there is always the delete option when you're
unhappy with a picture. Oh, and someone tell me...
when were we ever able to take 500+ pictures with a
regular camera? The possibilities are endless!

Some other advances that have made my life
easier are:

* GPS (Global Positioning System) — with turn by

turn directions, | will never get lost again!

* Microwave — ok, not exactly new, but come

on! Hasn't it changed the way we prepare our

dinners?

* Online Banking — no stamps, no late fees, no

problem!

Technology is no longer only for the tech-savvy
and to be honest, | am lucky that my husband is into
all these technological advances. For me, the use of
technology has become a necessary component of my
every day life. Embrace it and you can move ahead
farther and faster in 2008. Which technologies can’t you
live without?

Colleen Moore-Mezler, PRC is the president of Moore Research
Services, Inc. She may be reached at colleen@moore-research.com.

www.mra-net.org

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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It’s Plain and Simple:
The Research Profession
Needs Protection.

CMOR

Shielding the Profession

WWW.Cmor.org

N

/(

CMOR spends each day
fighting for you and your way of
business. We fight to increase

respondent cooperation. \We
fight to decrease harmful
legislation.

We will continue to fight to

ensure that the survey and

opinion research profession
flourishes.

What can you do?
Help in the fight.
Join CMOR today.
WWW.CMOr.org
860-657-1881

Alert!

(Continued from page 22)

The authenticity that the “New Consumer” is
seeking is found in two arenas: spirituality and, luckily for
manufacturers and marketers, retail therapy. In order
to achieve true consumer loyalty, though, companies
must provide both an authentic product in an authentic
manner; one or the other won't work.

Throughout The Soul of the New Consumer
Lewis and Bridger look deeply into the psychosocial
elements that define the “New Consumer.” They
use research methods and craft analyses that any
marketing professional would admire, yet too rarely
get the opportunity to employ. They emphasize the
importance of looking at consumers as individuals rather
than as members of segments and encourage research
that aims to understand the psychological relationship
between people and why they make certain choices.

The ability to do such research seems to
guarantee success in keeping up with the needs of the
consumer; however the reality in most companies today
is that there is not enough time or money to look beyond
standard demographics and psychographics. Still, Lewis
and Bridger show examples of organizations that have

Soul Of The New Consumer Book Review

made it work and, while not practical for every company,
their recommendations are thought-provoking at the very
least.
The Soul of the New Consumer is an easy and
entertaining read for any marketing professional and
is full of useful information, anecdotal and scientific.
The only question one might raise is whether the “New
Consumer” is actually new anymore. It is important
to note that The Soul of the New Consumer was first
published in 2000. We know that the economy in the
United States and abroad was a very different place
pre-9/11, pre-iPod, pre-social networking sites and so
forth. Fortunately, many of Lewis’ and Bridger’s theories
have come to pass adding a strong sense of reliability to
the wealth of comprehensive information provided.
Rather than seeming outdated or obsolete, The
Soul of the New Consumer is perhaps more relevant
today than ever. It begs one further question: can we
look forward to a second edition? Let's hope so. 24

Kate Robinson Alany is a Marketing Research Analyst with
USA Today. She can be reached at kralany@usatoday.com.

SAMPLE.

ESEARCH.COM

esearch@esearch.com

PANELS.

RESEARCH.

Since 1995, researchers have called on Esearch.com for their online panel needs

www.mra-net.org

e
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CLASSIFIEDS

Alert!

Opportunity Knocks

Market Research Analyst

Indianapolis, Indiana

ITT Educational Services, Inc. is a leading provider of
technology-oriented postsecondary degree programs of study.
We operate approximately 90 ITT Technical Institutes in 33
states which predominately provide career-focused degree
programs to approximately 49,000 students. In 2006, Forbes
magazine named ITT Educational Services, Inc. to its list of
the “200 Best Small Companies” and Business Week listed
us as one of the “100 Hottest Stocks.”

Key Responsibilities

-Develops and recommends short and long term strategies to
geographic expansion, acquisition studies and new product
lines based upon feasibility studies, demographic trends,
product trends and competitive posture analyses.

-Conducts appropriate analysis to determine product life
cycles, viability and P&L contributions. Makes appropriate
recommendations based upon the results of the analyses.
-Researches product line extensions, new degree levels, new
fields of study and innovative delivery techniques.

-Performs labor market research and produces labor market
demand statements.

-Researches and prepares comparative program cost
information for the company and its competitors.

-Develops short and intermediate range forecasting models
based upon the application of such techniques as time series
and regression analysis for the purpose of reliable projective
ITT/ESI’s enroliments.

Position Requirements:

-Bachelor’s degree in business, marketing or related field
from an institution accredited by an accrediting agency
recognized by the US Department of Education, MBA
preferred.

-At least 4 years of market research, business/financial
analysis or similar experience.

-Experience with market segmentation and statistical analysis
software with a proficiency in MS Office and the internet.
-Excellent verbal and written skills with the ability to
communicate complicated financial and business analysis
information.

To be considered for this opportunity, please apply on-line
through our website: www.ittesi.com. or send resume to:
mwissler@ittesi.com.

Mall Managers and Assistant Managers

North American Insights is hiring additional Mall Managers
due to heavy client demand. Candidates must be experienced
Facility Managers with a high customer service-high
quality-high production background. All our offices are large
storefront locations inside high traffic malls. We do intercept,
pre-recruit, focus groups, and field. Our locations are Seattle,
San Francisco, Palm Springs, Chicago, Indianapolis, and
Raleigh-Durham. Send resume to John Heakin, johnh@
nainsights.com
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Sr. Research Analyst

Service Management Group (SMG) is a leader in providing
customer and employee satisfaction and loyalty information
to multiunit restaurant, retail, and service companies.

SMGs position as a rapidly growing, mid-size research firm
allows employees the opportunity to impact our success

in a visible way and to be recognized for their talent and
commitment. Research Analysts conduct statistical analysis,
assess findings, and report results with the goal of providing
actionable information to SMG clients. RESPONSIBILITIES:
Provides expertise and support to project teams and senior
management on statistical and methodological issues related
to satisfaction and loyalty measurement. Prepares data and
runs statistical analyses in SPSS (e.g., ANOVA, Regression,
Factor Analysis). Prepares results summaries and reports.
QUALIFICATIONS: * Masters degree in the behavioral/
social sciences, statistics or business *2+ years working

as a research analyst in a business or academic setting
*Intermediate to advanced SPSS skills* Experience with
Microsoft Word, Excel, and PowerPoint. Compensation and
benefits are competitive and include the opportunity for an
annual bonus. The Kansas City area offers great quality of life
at an affordable price and SMG offers an unmatched working
environment in the heart of the Kansas City Crossroads

Art District. Interested? Please submit resume and salary
requirements to recruiter@servicemanagement.com.

To find out more information please visit our website, www.
servicemanagement.com

We are looking for a highly motivated Director of Operations
with qualitative market research experience to join our
winning team to assist the Vice President in directing and
overseeing all functions of Ql, including but not limited to
project management, host/hostess staff and recruitment.
Work with the Vice President in making sure projects are
completed within the agreed upon financial parameters. Act
as liaison between client and various departments. Assist
Vice President with continued growth, strategic initiatives
and profitability. Requirements are: Bachelor’s Degree or
equivalent and ten years related experience, or equivalent
combination of education and experience, minimum three
years management experience, focus group experience and/
or market research experience good working knowledge

of Excel and Word, detail oriented, ability to multi-task and
service oriented. We offer a competitive compensation
package. This position is located in Sherman Oaks, CA.
Qualified candidates, email your resume to resume@
isacorp.com or fax to (818) 756-7476.

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

www.mra-net.org
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Network Your Way to
International Market
Research Success!

By Ana Lucia Mendes, Albar Pesquisa de Mercado

Most of you will agree that in marketing research,
as in other professions, networking is a key element.
Networking opens doors, revealing new professional
and personal relationships. As a MRA member, | — and
my business — have benefited tremendously from the
networking opportunities available through MRA. In this
article, you'’ll discover some new doors MRA is opening
to expand our networks internationally.

In our broad field, we regularly conduct studies in
many different cultures, so we all realize how important
and sometimes challenging it is to connect with people
in each country.

One of the most important things | have learned
in my 15 years in marketing research is that we need
to adjust our research guidelines to each location and
culture. The world is getting smaller; as it does, we need
to be more culturally literate and sensitive. This is easier
to accomplish when we communicate and learn from
each other.

At MRA conferences, | have met people from all over
the world and have developed relationships with other
researchers that have proved both professionally and
personally rewarding. These relationships have opened
my eyes to different cultures and what | see is expanded
business opportunities.

To facilitate more learning and communication
among members, MRA recently introduced new ways
members can exchange experiences, knowledge
and business opportunities. As the international
representative on MRA's Board of Directors, I'm pleased
to share with you the following new MRA initiatives:

¢ MRA’s 2008 Annual Conference, in New York,
June 4-6, features a special international track
permitting attendees to increase their perspective
of the marketing research world. Also, attendees

(Continued on page 36)
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Ana Lucia Mendes

Ana Lucia Mendes first leamed
of MRA six years ago through Bette Anne
Champion, GfK Strategic Marketing. At MRA’s
2004 Fall Conference in San Diego, Ms.
Mendes participated on a panel discussion
addressing intemational market research.
From that event, she was hooked. She joined
MRA because of the “great opportunities
| believed membership would bring me. |
could not have been more correct in my
expectations of MRA membership. Not only for
education presented through the courses and
seminars, which are by themselves completely
worth the price of membership, but also for the
great networking opportunities.”

Ms. Mendes started her business,
Albar Pesquisa de Mercado, in 2004. Itis a
small company with 10 full-time staff (six are
fluent in English). Most of Albar Pesquisa de
Mercado’s business is in healthcare; their main
clients are intemational agencies involved in
global work. Albar Pesquisa de Mercado also
conducts marketing research throughout Brazil
and in Argentina and Mexico.

Albar Pesquisa de Mercado has
worked with companies in the U.S., Canada,
Mexico, U.K., France, Spain and Germany, on
several types of research including qualitative
(focus groups, IDIs, tele-depth, etc.) and
quantitative (CATI, intemet, and F2F). Ms.
Mendes says, “We try to work very close to our
clients and to explain cultural differences and
fo adapt the research to Brazil.”

Ms. Mendes’goal as the Board's
intemational representative is to increase
awareness of MRA among intemational
market researchers who are not yet involved
in MRA and to increase awareness of MRA's
outreach efforts among U.S. members. 34
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Alert!

Networking Internationally

(Continued from page 35)

will build international connections
through the Speed Networking session on
Wednesday, June 4 and at “international
networking” tables during lunch on
Thursday, June 5.

e MRA s developing an international Web
landing page on its Web site that highlights
the products and services avilable to
persons outside the U.S. It will also highlight
other efforts to build international support
and allow visitors to sign up to receive
information as we continue to develop the
international section.

e Through Alert! MRA will strive to bring
advice from international members and from
U.S. based members who have experience
with multi-country work.

As one of the main individuals responsible for
expanding MRA's international outreach efforts,
| invite you to participate in these promising

initiatives. This is your chance to bring your

own experience to our growing international
membership, to exchange ideas and raise
awareness of needs and expectations... and to
develop invaluable business contacts throughout
the world.

I’'m Brazilian, and we Brazilians are known for
our socializing prowess. I've had the great fortune
to join and benefit personally and professionally
from my MRA membership. | hope that you’ll share
with me — with us — your ideas for expanding
our international network so that we can truly
address the international business needs of the
membership.

So we open this space for you to use. We
welcome your contributions and look forward to
your help in broadening our international MRA
family!

Ana Lucia Mendes is the President of Albar Pesquisa de Mercado.
She can be reached at analucia@albarnet.com.br. EI

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
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Alert!

Huntley Retires From MR After 40 Years
(Continued from page 7)

worked with Susan Taylor from 1988 through her
retirement.)

| also watched many of MRA's past presidents — |
looked up to them and learned from them, including
Mimi Nichols and Adrienne Goldbaum (Past President
of Southern CA Chapter). These influential leaders
showed me that you can have fun and work hard at the
same time.

Alert!: What will you do next?

HH: I’'m going to enjoy time with my mother while

she’s still young (she’s 85 and healthy) and my family
— including my seven grandchildren. My partner Tom
and | are going to see parts of the U.S. that | haven’t
seen in my career. In my spare time | hope to do a little
gardening.

Alert!: As your last word, what advice do you have for
younger market research professionals?

HH: You need to be easy to talk to. You need to be

a good listener. You need to engage the people with
whom you speak. You need to follow through on your
promises. You need to understand how to prioritize
your tasks. You'll benefit by listening well and observing
even better.

On the practical side, my career really took off
when | decided to “Eat the Frog”: That is, take Brian
Tracy’s advice in his book (Eat That Frog! 21 Great
Ways to Stop Procrastinating and Get More Done in
Less Time) and first do things you don’t want to do and
then move on to other things.

It's vital to attend as many conferences as you
can. Volunteer as much as you can — you’ll meet new
people and learn new things. Accept that it’s ok to fail,
as long as you move on to the next challenge. 24
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Friedman's bilingual staff
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914 698 9591
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MEET YOUR NEW
NAVIGATOURS.

If your
destfination
is a venue in
which to con-
duct successful
focus groups on
consumer products,
advertising and con-
cept testing — meet
your new navigators.
Decision Drivers can
take you there — with no
detours and a smooth ride.

With Decisions Drivers at
the wheel, all your market
research needs, including
facility services, field manage-
ment, screener creation and
moderation are road mapped
and ready to roll.

As an owner-operated facility, we

are personally driven to providing
each and every client with an
exceptional journey.

When you need market research
to help drive your product or
service, let Decision Drivers

navigate your way.
NAVIGATORS:

We'll drive you to success!

: DECISION
Siver @IVERS

www.decisiondrivers.com

Phone: (201) 391 0073
221 West Grand Ave
Montvale, NJ 07645
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Alert!

Are You in Compliance?

By Howard Fienberg, Director of Government Affairs, CMOR

Alert!

New FCC Ruling on Autodialer Calls to Cell Phones:

CMOR recommends that the only certain
method to ensure compliance with this federal law,
in the absence of express prior consent, is to
manually dial cell phone numbers (where a human

LEGISLATIVE WATCH

On January 4, the Federal
Communications Commission (FCC) issued a
new “declaratory ruling” on the Telephone
Consumer Protection Act (TCPA). As it applies to
the research profession, the TCPA is the federal
law that prevents us from using an automatic
telephone dialing system to call a cell phone,
any emergency line, or more than two lines of
the same business at the same time, without
“prior express consent.”

The new ruling clarifies that debt
collector calls to debtors using an autodialer or
prerecorded or artificial voice message are
assumed to have prior express consent. While
this clarification should prompt a sigh of relief to
that industry, survey and opinion research
professionals should take this moment to
remember the various restrictions for research
calls.

Autodialers & Cell Phones Don’t Mix

Autodialers, including predictive dialers,
may not be used to contact numbers assigned to
cell phones without prior express consent. This
rule applies to all uses of autodialers, including
survey and opinion research calls and applies to
intra-state, interstate calls and international calls.
Accidental calls are not exempt.

The TCPA regulations state that, “(a) No
person or entity may: (1) Initiate any telephone
call (other than a call made for emergency
purposes or made with the prior express consent
of the called party) using an automatic telephone
dialing system or an artificial or prerecorded
voice ... (iii) To any telephone number assigned
to ... cellular telephone service.”

Such restrictions pose a growing
problem for the research profession because of
the increasing number of American households
that have abandoned their landlines. The latest
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Shielding the Profession

data from the National Center for Health
Statistics™ indicate that at least 13.6% of
American homes are cell phone only.
Furthermore, since 2003, the public has been
able to port or take their landline number with
them when they change carriers — including
changing to a wireless carrier — meaning that a
landline number one day can be a respondent’s
cell number the next.

Identifying Cell Numbers

Although sampling companies can
remove cell phone prefixes from samples, and
NeuStar has a useful service for recognizing
wireless numbers that have been “ported” from
landlines, their methods may not be a perfect
solution to the problem. CMOR suggests that
researchers keep in mind these identified
limitations whenever using autodialers.

For further information about the issue of
identifying cell numbers see www.cmor.org.

Consent

How do you acquire consent? In its 1992
Report, the FCC acknowledged that express
prior consent would be in evidence if the person
provided their cell phone number as a number
where they wanted to be reached. “However, if a
caller’s number is ‘captured’ by a Caller ID or an
automated number identification device without
notice to the residential telephone subscriber,
the caller cannot be considered to have given an
invitation or permission to receive autodialer or
prerecorded voice message calls.”

www.mra-net.org

being physically touches the buttons on the phone
to dial the number).

Autodialers & Emergency Lines are Bad

News

The TCPA also prohibits autodialer calls
without express prior consent to “any emergency
telephone line, including any 911 line and any
emergency line of a hospital, medical physician or
service office, health care facility, poison control
center, or fire protection or law enforcement
agency ... [or] To the telephone line of any guest
room or patient room of a hospital, health care
facility, elderly home, or similar establishment.”

While it can be difficult to scrub completely
calling lists of cell phone numbers, avoiding these
kind of emergency and hospital lines can be more
taxing. Although prefixes used by cell phone
providers are publicly known, and the NeuStar

service can provide researchers with most landline

numbers that have been “ported” to cell phone
lines, no such databases exist for emergency and
hospital lines.

According to Linda Piekarski, Vice
President for Vice President Database and
Research at Survey Sampling International (and
a member of CMOR’s Telephone Subcommittee),
main lines belonging to medical facilities are
usually found in yellow page directories or on
business lists and can be suppressed as non-
residential numbers. Associated unlisted numbers,
like those in hospital rooms are usually assigned

within the same prefix or 1000-block as the primary

number.

Most such institutional numbers would not
be on a list-assisted frame since all the numbers
would be unlisted and determined to be in non-
working 100-blocks. Unfortunately, says Piekarski,
“to the extent that FEMA, medical and/or burglar
alarm emergency numbers have been assigned in
100-blocks with directory-listed residential
numbers, they can appear in RDD samples.”

www.mra-net.org

Researchers must be mindful of all these
limitations and ask careful questions about their
samples they develop, or those with which they are
provided.

For more information on autodialers, cell
phones, and other laws and best practices impact-
ing telephone research at the state and federal
level, consider purchasing the CMOR Compliance
Guide’s Telephone Component.

* “Wireless Substitution: Early Release of Esti-
mates From the National Health Interview Survey,
January — June 2007” by Stephen J. Blumberg and
Julian V. Luke: www.cdc.gov/nchs/data/nhis/ear-
lyrelease/wireless200712.pdf

Howard Fienberg is the Director of Government Affairs. He may
be reached at hfienberg@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.

For more information, please write to information@cmor.org. E

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 application of any laws to your business.

MRA’s Alert! Magazine - 05/08 39

HOLVM AAILVISIDH'I



#l Seize Your Chance To Join A Workgroup!

By Amy Shields, PRC, Nichols Research, Inc.

HEADLIN

Alert!

In case you didn’t know, there’s a wonderful
group of volunteers known as the Membership
and Chapter Workgroup (MCG), which | proudly
chair. The primary focus of our efforts is on
membership and chapter relations (hence the
name of the workgroup) and all that these things
consist of, including: Awards & Recognition, The
Buddy Program, Leadership Training (in-person
and via ongoing conference calls), New Member
Reception, Membership Recruiting & Retention,
etc. Additionally, it is particularly important for us to
provide conflict resolution and to act as a resource
for all members and Chapter leaders.

We have been collecting feedback from
Chapters regarding areas in which they have had
success in the past year or two, so we can report

MRA National has three
Workgroups. Membership
and Chapter, Education

or facilitator manages the discussion. This has
been quite successful. It has an educational
element, but is primarily great fun and provides a
discussion focus for a group and many laughs. We
held this again in February (following the Super
Bowl by a few weeks) in Rhode Island, and on

the same evening in Portland, Maine. The Maine
event had a different leader, of course. We drew
members from two geographic areas: Southern
Mass., Rhode Island, Northern Connecticut to the
Rhode Island gathering; Southern Maine and New
Hampshire, and Northern Mass. to the Portland,
Maine event. Another point: they were both held
held at a Ri~Ra Irish Pub, providing a similar
image for both programs.”

From Adam Berman, President of the
Northwest (formerly Northern California/
Pacific Northwest) Chapter: “We’ve gone to
a yearly sponsorship structure so we can better
plan our programs and marketing efforts for the
year. In return, sponsors become more visible to
our membership throughout the year instead of
just at a single event. We also have special event

Alert!

matter experts) to design educational content

for Webinars and the “On Demand” educational
modules. The National liaison ensures current links
to applicable content are always available on the
Education Central page.

The Business Services Workgroup, Chaired
by the Ed Sugar of On-Line Communications, Inc.,
provides, advertises and promotes products and
services to members (individual and business)
that enhance the value of their membership. This
includes many affinity programs, business resources
and forums for exchange of business strategies and
opportunities.

In upcoming issues of Alert!, we will contribute

articles which communicate in more detail some of
the initiatives that each group is working on for the
association and our members.

Overall, our Workgroups play a strategic role
in MRA:

e Set Workgroup tasks based on the National
Board’s strategic plan.

e Determine how our goals will be
accomplished (process).

e Plan collaboratively with Board and Staff to
achieve desired outcomes and activities to
accomplish them (used to develop the annual
Business Plan).

o Establish necessary Committees and Task
Forces to accomplish activities.

o Monitor progress towards established
outcomes.

¢ Recommend policies and position statements
for the Association.

Workgroups include:
e AChair
e AVice Chair
e A Staff Liaison

e Volunteers who sit on Committees and Task
Forces.

We look forward to the opportunity to serve
you, the MRA members, and to communicate some
of the exciting things we are working on. (Please
feel free to contact any of the Chairs with questions,
concerns, suggestions, or if you’d like to volunteer for

a Workgroup): www.mra-net.org/about/board.cfm. 24

Amy Shields is the Vice President of Operations at Nichols Research,
Inc. She is PRC Certified — Expert Level and the MCG Chair. Amy can
be reached at ashields@nicholsresearch.com. | =']
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and Business Services
are great ways to get
involved.

sponsors which will ultimately give our members

more value for the events they attend while also

giving special recognition to specific sponsors.”
From Dusten Lorenz, President of the

it in Alert! to share with all Chapters/members.
We hope to cover some areas that are a struggle
for certain geographic issues, thereby offering
applicable solutions via this article. The following
ideas/success stories were submitted in the past
two months:

From Joan Burns, President of the New
England Chapter: “Another way to accomplish
this “leveraging” an event to provide opportunity
for members to participate over a wider geographic
area] is to create an event that can be duplicated
in more than one area. We did this in February.
For the past few years, we have held an event in
Rhode Island discussing and evaluating Super
Bowl ads. We have the ads on disc, and a leader
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Philadelphia Chapter: “Increased membership of
over 200 in 2008; an average of 15 additional new
members this year! That’'s almost a10% increase.
The Membership Chair makes monthly calls and
sends out personal handwritten notes to all new
members. We've also added more networking
with ‘Meet and Greets’ [Thirsty Thursdays]; free to
all members and non-members which encourages
locals in marketing research to get together in a
casual setting.”

The MCG is not, however, the only MRA
National Workgroup! There are also 2 others:

The Education Workgroup (EWG), chaired
by Marisa Pope of Jackson Associates, provides
MRA members with the most thought provoking
and productive education that can be found in
our profession using the most flexible methods
available. They coordinate all the speakers for
MRA conferences, as well as assign SMEs (subject

Wwww.mra-net.org

ASKI

International Market'Research GmbH

Premierguality fieldwor ks
competitively priced, outstanding
Client Service

www.ASKIUS.com

Global Market
Research Services

www.mra-net.org

Contact the offiee
nearest you....

Germany
o Steffen Pohl
e SP@ASKi.de

UK
o . Wendy Baker
o WB@ASKI.de

USA
e Kirsten Dietrich
o KD@ASKi.de

France

e Habib Nafoussi
¢ HN@ASKi.de
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GLOBALLY SPEAKING

Alert!

So, You Speak Spanish? Which One?

(Continued from page 15)

save costs, started producing Spanish movies that
worked across political and geographical borders.
However, there is much controversy around this
concept. While some linguists see it simply as the
lowest common denominator for all the dialects,
others view it as a correct educated standard for
the Spanish language, and there are also those
who claim that there is no such thing.

From the translation standpoint, it is
possible to use “standard” or “neutral” Spanish.
While there is no good workaround for the different
uses of Spanish pronouns “vosotros/ustedes” or
“tu/vos” (you just have to pick one, depending
on whether the majority of your target audience
is in Spain or not), it is always possible to use

not necessary to use multiple versions within the
Americas, unless your client specifically requests it
or unless you have a really good reason (such as
conducting a linguistic survey).

On the other hand, if your panel is
concentrated in a particular area, it is advisable
to localize your survey for the specific audience.
This could mean using Cuban dialect for a panel
in Miami or Mexican dialect for a panel in Los
Angeles. When working with a language services
provider to localize your survey or other marketing
research materials, make sure these questions are
answered at the outset of the project. A professional
provider will offer you advice regarding what dialect
is the most appropriate for the given panel and will
select the right team of translators and editors for
your project. &4

generic terminology and to avoid using colloquial
phrases and idioms specific to certain countries.

In particular, it is important to consider terminology
and phrases that may be offensive in certain
countries. For example, in some Spanish-speaking
countries,words like tortilla and papaya are slang
expressions for male and female unmentionables.

Best Practices

If your target audience covers Europe,
United States and Latin America, you should
definitely use two different versions of your
survey: one for Spain and one for the rest. It is

Jiri Stejskal, Ph.D. is the President and CEO of CETRA, Inc. He
can be reached at jiri@cetra.com.

e Quality transcription exclusively to the market
research industry.

uniformity throughout your project.

o« Choose from our specialty transcripts—to fit
any project, and any budget.

e All current file formats including: WAV, MP3, CD,

e Proofreading department ensures accuracy and

It's about time...
transcripts in 24-48" hours!

( NS .
mrt |Serv1c:es

DVD, audio, video, streaming media and FTP upload

(770) 554-6775 or 888-MRT-SRVC

www.mrtservices.com

* (with notice/when available)
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Alert!

New Advancements in CATI Systems

(Continued from page 25)

company Web site.

After reviewing the basic feature list of the
potential packages and their independent reviews, the
next step is to speak with the companies themselves
to assure that the features listed actually meet the
call center’s tech. spec. All these companies have
sales representatives eager to hand out as much
information as is desired. Their willingness and
responsiveness to servicing requests for information
is also usually a good first indicator of the type of
ongoing support this company will provide, so don’t
be shy about stretching a sales representative’s
service to the limit. Submitting the tech. spec. in
writing to each company is an excellent way to get
full, documented responses.

The key at this point is to narrow the list of
potential applications down to two or three. The
full review process inside the buyer’s organization will
require another significant investment of labor from
all the company stakeholders. It is in everyone’s best
interest for the person in contact with the software
providers to do as much initial pre-screening as
possible to narrow the list to a few highly relevant
options. This by definition means the person
contacting and discussing potential software needs to
have a fairly comprehensive knowledge of the tech.
spec., CATI software in general and the company’s
business needs. It should be a fairly senior person.

Once this senior person has narrowed the list
to two or three options, it is time to have the software
provider visit the buyer’s offices and run a realtime
demo with all stakeholders present. This is a critical
step. Running the demo in office with all stakeholders
present in realtime:

e Tests the financial resources and commitment
of the software provider to winning and
supporting your account:

e Provides an opportunity for all the buyer’s
internal stakeholders to see the product
in action and raise any objections before
it is acquired. This is important, because
disgruntled key stakeholders can sabotage
the adoption process through resistance even
after the group has agreed to acquire and
install a new platform;

¢ Demonstrates how the software performs in
the hands of experts. If it has any flaws or
limitations when the software company staff
runs it, they will certainly come out when the
buyer runs it;.

www.mra-net.org

e Tests the software with buyer-specific
projects. Usually, the software company will
agree to program one or more actual buyer
studies to use in the demonstration to display
fully software capabilities. Be sure to give
them one of your most difficult projects to
work with:

e Allows stakeholders to think about how
they would physically use it every day in
their current work processes, rather than
thinking about how the features solve existing
problems.

Once a selection has been made from the
platforms on the short list, it is normal for a software
supplier to provide a buyer a free trial period.
Often they will also provide the programming they
completed for the demonstration for free. This is an
excellent way for the buyer to begin to transition one
of their most difficult projects from the old system.
The programming has been completed by experts
and thoroughly tested by them before launch, so
the learning curve for the buyer’s programmers
before launch on this particular project is significantly
lessened. Programmers can instead focus on other
aspects of the transition.

During that same trial period it is important
to program and transition as many different types of
projects as possible to test fully software features and
on-call support and educate all buyer stakeholders
on the nuances of the new platform. This requires a
commitment of time and leadership within the buyer’s
company which should not be underestimated.
Appropriate commitments of labor and management
attention should be planned in advance for this critical
stage.

Assuming all goes well, the intense scrutiny of
the trial period effort will have gained the cooperation
of all internal stakeholders, proved the software
will meet the needs of the tech spec., trained
everyone involved sufficiently to begin using the new
application fluently and successfully transitioned key
projects to the new platform. It can be a long and
painful process, but the end result can be well worth
the effort.

(Endnotes)

1 For a good discussion of how technology accelerates
business performance, see Jim Collins, Good To Great. New
York: HarperCollins Publishers, Inc, 2001.

Karl Feld is the Research Manager of D3 systems. He can be reached at
karl.feld@d3systems.com. [ =]
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RESPONDENT COOPERATION

Researchers Gather In Las Vegas For RC Workshop

By Patrick Glaser, Director of Respondent Cooperation, CMOR

Many of the biggest names in research gathered in Las Vegas this March to attend and present
at the 7" annual CMOR Respondent Cooperation Workshop. The event boasted around 100 research
stakeholders and was geared toward a small, expert-level group of practitioners.

2008 Workshop Features

The CMOR Respondent Cooperation
Workshop is unique among conferences in that it
focuses on practical solutions for organizations.
Different topics that affect respondent cooperation are
identified and given priority each year.

This year, central issues included conducting
research in multiple languages and across multiple
cultures, the pros and cons of doing mixed modes (and
mixed samples), and new and future technologies in
research.

Attendees engaged in conversations led by
prominent opinion research leaders including:

= Don Dillman, Ph.D. (Professor, Washington

State University) led a special 90-minute

session focusing on multiple modes of data

collection. Dr. Dillman illustrated problems and
solutions in moving from one mode of data
collection to another. Particular emphasis was
placed on the way language and symbolism is
received through different mediums.

= David Haynes (Chairman & CEQO, Western
Wats and Opinion Outpost) reviewed business
and research considerations behind off-shoring
data collection. Numerous considerations were
reviewed, including technological, infrastructure
and cultural issues. Haynes evaluated the
business tradeoffs as well as issues that relate
to research methods and validity.

= Donna Neal (Director of Special Projects,
Market and Business Insights, Miller Brewing
Company) guided attendees through an
interactive discussion on how to communicate
effectively with End Users of research. The
session included a brainstorming activity in
which groups of attendees developed and
then presented their own solutions to other
participants. Neal’s segment highlighted
complexities in the often overlooked but critical
process of communication between research
users and providers.

44 MRA’s Alert! Magazine - 05/08

CMOR

Shielding the Profession

Year after year, workshop attendees note that
the conference is unique in that the interactive format
encourages discussion between presenters and
attendees. The result is that attendees discuss and
debate the merits of various techniques and operations
and, moreover, learn critical information about the
latest trends and practices within the research
profession. In fact, a special feature of the workshop
is its brainstorming sessions — formatted to encourage
interaction and discussion among attendees.

Keeping with the overall spirit of the event,
the workshop closes with a four-hour call center
management summit — a vibrant discussion driven
by attendees to ensure that they are keeping in line
with best practices in managing their telephone data
collection operations. Participants in this regular
session consider it so essential to their organization
that they now meet regularly throughout the year via
a conference call (hosted by CMOR’s Respondent
Cooperation initiative).

2009 Workshop: Next Spring!

Programming has begun for the next
workshop, planned for Spring 2009. We hope you'll
join us. Additional information will be posted on the
CMOR Web site (www.cmor.org) — be sure to check for
updates! 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 a
pplication of any laws to your business.

www.mra-net.org

MEXICO CITY

Preppy guy in all the countries of Latin America.
Man of level A, educated in foreign land, dresses
in brand name clothing, with conservative ideas
and high level lifestyle, good taste, consumes

art and culture.

EVEN THOUGH THE IDEA IS THE SAME, EACH CODE IS DIFFERENT.
BECAUSE IN RESEARCH NO ONE KNOWS THE LATIN AMERICAN MIND BETTER THAN US.

THINK LATINAMERICA. THINK KITELAB.

Miami 305.265.1138
galvarez@kite-lab.com
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THE BUZZ

Alert!

Profession News/Announcements

As a call center manager or
operator, you know that training
and retaining highly motivated and
trained interviewers is the key to
better data quality and lowering
costs. Your solution is here: CMOR
and MRA developed the
profession’s first and only Inter-
viewer/ Supervisor Training Mod-
ules. Visit www.cmor.org and
order yours today!

Get the qualitative data you need to
choose your next business partner
with confidence! MRA’s Exchange
Evaluation Program (EEP) allows
companies and organizations to
post ratings on any business entity
they have conducted business with
and view ratings on any potential
partner.

For every verified EEP rating you
submit between now and June 3,
2008, you’ll automatically receive
one entry in a contest for a FREE
registration to MRA's Fall Confer-
ence in Las Vegas (November 3 —
5, 2008). That’s a $900 value, just
for five minutes of your time!

Join MRA'’s Growing Social
Network! Connect with
MRA — and Your Peers —
24-7-365 Via MRA's New
Sites on MySpace,

LinkedIn and Facebook.
Visit www.mra-net.org for
more details.

EMI Surveys has
promoted both Aaron
Walton and Jason Scott
to Vice Presidents of Client
Services.

CETRA, Inc. has welcomed
Barbara Egger Maldonado
who joined the team as a
project manager.

De la Riva and Pearson
has created Kitelab, a
regional company
specializing in the Latin
American consumer.

Quick Test/Heakin has
promoted Iris Blaine to
Director, 3Q Research
Solutions.

Directions Research,
Inc. has promoted Dianna
Carthew to project
manager, Julie Haydu to
research analyst and Joe
Buchanan to senior
research manager

MediMedia has recently
appointed Camm Epstein
as Vice President, Market
Research.

Proudfoot Consulting has
recently promoted
Channing Rollo to Head
of Business Identification
for North America. She will
continue to serve as the
Head of Marketing for
North America.

ne Association
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June 4-6th, 2008 ~ New York, New York
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onference

and Research Industry Forum

Register Today: www.mra-net.org

2008 Annual Conference Program

Wednesday, June 4

IRRel0NeR R N[eTe]al Speed Networking (Organized by ASDE Survey Sampler, Inc.)

4:00 - 5:00 p.m.
5:00 - 6:00 p.m.

6:00 - 9:00 p.m.

Thursday, June 5
7:00 - 8:00 a.m.
8:30 — 9:00 a.m.
9:00 - 10:00 a.m.

10:00 -

12:30 - 1:45 p.m.
2:00-3:15 p.m.

3:45 - 5:00 p.m.

6:00 - 10:00 p.m.

11:00 a.m.
11:00-12:15 p.m.

12:30 - 3:45 p.m. Are You Prepared for the Future of Market Research? - Michael Mermelstein,PRC VP of Business Develop-

ment, MKTG, Inc.; Mary Ann Packo, CEO, Millward Brown North America; Doug Usher, PhD, Senior VP,
Widmeyer Research & Polling

12:30 - 3:45 p.m. Finances & QuickBooks User Session (Pre-Registration Required) - Craig Vanokur, CPA, Partner, Adelman,
Katz & Mond LLP; Kim Larson, PRC, President, Information Alliance; Tasha Jackson, CFO, MRA

21st Century Tools for 21st Century Trends - Robin Albing, President, Albing International Marketing
Privacy in the Real World - LaToya Lang, State Legislative Director, CMOR
Keynote: Quality - What's Love Got To Do With It? - Robin Pearl, VP Market Research Worldwide, The Estee Lauder Companies
New Member/First Time Attendee Reception
End User Reception

President’s Reception (Sponsored by e-Rewards Market Research); Featuring enterfainment by Jay and the Americans
(Sponsored by Advanced Focus)

Breakfast
General Membership Meeting
General Session: Market Research & the Presidential Election: Lessons from 2008 - Kathleen Frankovic, PRC, Director of Surveys,

RIF Activity (Exhibit Hall)

International Offshore Telephone Data Collection: The Good, the Bad and the Ugly - Joe Rafael, PRC, Chairman, Opin-
ion Access; Jim Weber, SVP Operations and IT, Opinion Research Corp.; Larry Schneider, SVP of Opera-

tions, GfK NA; Lance Hoffman, VP Business Development, Opinion Access
Quantitative American Idol: The Anatomy of an Opinion Research & Public Relations Media Explosion - Julie
Litzenberger, VP of Public Relations, Sage Communications; Melissa Marcello, President, Pursuant Research
Quallitative Project Looking Glass: Re-discovering the 55-plus Generation - Laurie Aulenbach, PRC, Director of
Research, Leap Research

End User The Value Proposition for Preferred Provider Partnerships in Qualitative Research (End User Only) - Mark
Wolf, PRC, Director of Market Research, The Guardian Life Insurance Company; Andrea Schrager, PRC,
President/CEO, Meadowlands Consumer Center

What's the “Catch”: Does Sample Sourcing Matter? - Melanie Courtright, PRC, VP DMS Research
Technology and Research: Will the “Old” Analog TV Spectrum Change the Way Future Research is
Conducted? - Joseph Bates, Director of Research, eBrain Market Research & Panel; Ellen Konar, Head, C-
Labs at Google; Sean Wargo, President/Principal Consultant, The Market Sage; and Peter Mackey, VP of
Research and Business Development, Invoke Solutions

Networking Lunch (Sponsored by Western Wats)

International Ethnography: Myths and Realities From Around the World - Siamack Salari, Everydaylives International Ltd.

Quantitative Marketing Research On A Shoestring Budget - Meghan Langlais, Brand Insight Manager, Au Bon Pain

Qualitative Stand on Your Head & Open the Door: A Modern Guide to Exploratory Research - Liz Torlée, Managing
Partner, TerraNova Market Strategies Inc.

End User Roundtable Discussions (End Users Only)

Online/IMRO Panel Discussion: Online Community Culture - As It Relates to Market Research - Misia Tramp, Founding
Partner & Joint Managing Director, Intfrepid Consultants; Michael Westcott, President, The Concentric
Group; Ali Moiz, COO, Peanut Labs; Moderator: Larry Fisher, Assistant Professor of IMC, Roosevelt University

Business Strategies | CEO/Owner Session (Invitation Only)

International Market Research in Europe: A Journey Through Differences - Fernand Wiesenfeld, Managing Partner, EFG/
MV2 Group

Qualitative Experiential Research - A Catalyst for Powerful Brand Insights — Dan Prince, PRC, President, Catalyst Health-
care Research; Mike O’Neil, VP of Strategic Initiatives, HealthSpring

Where 2 Next: Using Visual Stimuli to Help Cruisers Choose Among Alternative Designations for Future

Trips = James C. Fink, Ph.D., President, Infinia Analytics; Heidi Rodgers, General Manager, Strategy, Sterling

Group; Kara Wallace, Manager, Marketing Research, Royal Caribbean Cruises

End User Roundtable Discussions (End Users Only)

Brent Snider,

Online/IMRO
Business Strategies

Quantitative

Online/IMRO Mindreading & Measuring Emotion in Quali-Quant Research: It is NOT Smoke and Mirrors! -
Client Director, BrainJuicer

Business Strategies | CE wner Session (Invitation Only)

Chapter Event a the Green (Hosted by the Greater New York Chapter)

Friday, June 6

7:00 - 8:00 a.m.
9:00 - 10:00 a.m.
10:00 - 11:00 a.m.

Breakfast

General Session: Marketing, Marketing Research - Neil Marcus, Director, Market Research, Metropolitan Life Insurance Group
RIF Activity (Exhibit Hall)

11:00-12:15 p.m. QMg alelilelgle] Going Mobile in Europe & Asia: What Lessons Can We Learn? - Rob Favini, EVP Client Services, Research

12:30 - 1:45 p.m.
2:00 - 4:00 p.m.

Results

Quantitative Results From a Pilot Test of “Cell Phone Only” Telephone Survey Respondents: How are They Different From
“Landline” Respondents and What Does It Take To Reach Them? - Jeanne C. Wintz, Ph.D., EVP, Gilmore
Research Group; Katrina Wynkoop Simmons, Ph.D., BRFSS Coordinator, Center for Health Statistics, Wash-

ington State Department of Health
Qualitative Focus Group Fatigue: How Researchers & End Users are Recreating Qualitative Research for the 21st
Century - Pam Loeb, Principal, Edge Research; Andy Hessabi, Senior Manager of Market Insights, Network
Solutions
Hiring The Right Person for the Job - Karen Morgan, President, Morgan Search

Online/IMRO Using Ethnography Research Methods to llluminate Online Communities - Lisa Galarneau, Ph.D., Research [
Director, Intrepid Consultants

Building & Maintaining a Marketing Research Sales Force - Tim Sauer, President/CEQO, Delve; Chris DeAn-
gelis, VP Sales, Survey Sampling International; Thomas Mularz, Sr. VP, Synovate; Moderator: Paul Kirch, VP
Business Development, Common Knowledge

Awards Luncheon ..i'f"

Business Strategies

General Session: Anatomy of a Research Project - A Working Laboratory - Ed Sugar, VP, On-line Communications; Jon Last, VP
Corporate Marketing & Research, The Golf Digest Companies

The Statue of Liberty and Ellis Island: The Statue of Liberty welcomes visitors from near and far to New York As a ge;{ure of frighdst
France, the statue stands as one of America’s most famous landmarks. Take the Circle Line ferry tour that posses,by the Statue
cwcumnowgo’res Manhattan Islond) or hop a regulor ferry across New York Horbor fo leerTy Islond WoIK rn5|de,fhe statueand

orld landmark.
eck out ABC
picture with the

naked cowboy Times Square prom|ses to keep you enterfcuned

Coney Island: Take a short frip fo Brooklyn to visit famous Coney:-lsland. Stroll along the boordwolk or sit on Th
refreshing Aﬂonnc Ocean breeze If you like adventure, visit one of the omusemenT parksy W|Th more fhcm 35

is a great laid back alternative to the city.

United Nations Headquarters: Head over to Turtle Bay on the east side of Midtown Manhattan to eme i
tour for a brief overview of the UN organization and structure. Visit the areas where council meetin
operations are planned and see the famous general assembly hall. The UN compoundss also famg@ s,'for
outdoor sculptures. The UN Headquarters is the perfect place to complement.the international perspechve you
Annual Conference.

Rockefeller Center: The 22 acre block of buildings is home to the iconic skating rink, Radio Cify MuUsic Hall, NBC Studios dnd'?m’uch'more
Although you will not see the Christmas free or skaters, try to catch a glipse of the Today Show being filmed. Be sure fo moke a mgn o g
say hello to your fellow MRAers. ;

Grand Central Station: If you're weren't lucky enough fo arrive in the Big Apple through'Grand Central Station, e sure to visit fhis'
landmark. Shopping, dining, tfransportation and history are all under one roof. Gatherup a few of your MRA colleogues ond arra
a group four.

. for

Ground Zero: Pay fribute at this site of unparallelled heroism. See the site and visitthe new Ground Zero Museum Workshop W '.imoges

and remnants from the site.

Broadway: What good [ siﬂing all alone in your room at the Iv\orrioﬁ when you.can give your regards o Broodwoy’c‘ Squ é in a show

pa—

O| 000 | O~ ow.l;oo N| —

than nine languages for international visitors. Last year more than 5.2 million visitors came to the Met! Please ke i

are closed on Mondays, so plan your visit accordingly. &



>> Featured Education Session

What is your session about?

It is about what public opinion research has taught us
thus far in the 2008 election. Has the process raised
questions about the value of public opinion polls? [I'll
include examples from both national polls and exit polls
and much more.

What will attendees take away from this session?
Attendees will be able to understand the role of polling
in this election campaign, see where the election may
be headed and learn the difficulties of measuring public
opinion under pressure.

When can we hear your presentation?
| will be presenting on Thursday, June 5th at 9:00 a.m.

Market Research & the Presidential Election:
Lessons from 2008
Presenter: Kathleen Frankovic, Director of Surveys,

CBS News Election & Survey Unit
Hear Kathleen and many more leading market

research professionals!

Build Your Business Today:
Get Rated with MRA’s EEP

Visit www.mra-net.org to get started

Exchange Evaluation Program

Sumbit Your Rating Now for Your Chance to Win a FREE MRA Conference:

For every verified EEP rating you submit between now and June 3, 2008,
you’ll automatically receive one entry in a contest for a FREE registration to
MRA’s Fall Conference in Las Vegas (November 3 — 5, 2008). That's a $900
value, just for five minutes of your time! The more companies you rate, the
more chances you have to win!

(Note: You cannot rate your own company... but you can ask someone who’s
hired you to rate you!)

;}(————————————

TRANSLATION GZAR

TRANSLATION OF ONLINE SURVEYS

translation@sampleczar.com
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Schlesinger Associates

&
The Research House

Marketing Research Association

110 National Drive, 2nd Floor
Glastonbury, CT 06033
www.mra-net.org  (860) 682-1000

Upcoming Conferences

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

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

E PARTNERSHIP

: v __ Coming together is a beginning;
)/ keeping together is progress;

)
¥

. working together is success:
=Henry Ford

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 e BOSTON e CHICAGO e CHICAGO O'HARE e DALLAS e HOUSTON e LOS ANGELES
NEW JERSEY ¢ NEW YORK ¢ ORLANDO e PHILADELPHIA ¢ PHILADELPHIA BALA CYNWYD
PHOENIX e SAN FRANCISCO UK: CENTRAL LONDON e WIMBLEDON

TOLL FREE: (USA) 866-549-3500 « (UK) +44 (0) 207 935 4979 » www.SchlesingerAssociates.com

PRSRT STD
U.S. POSTAGE
PAID
HARTFORD, CT
PERMIT #1754




