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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 
quality survey respondents and data to our clients. At the same time, we are continuing to employ state-of-the-art panelist 
recruitment and management technology to fully engage and optimize our panels. 

Learn more about our latest innovations and what we’re doing to continue to evolve online survey solutions by visiting 
www.greenfield.com/rcwhitepapers.htm
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From The Editor

ou may notice Alert! Magazine looks a little different. Well, after four years we felt 
she needed a few Botox treatments and a little lift here and there. So here she is, 
with a few less wrinkles and a new attitude – just in time for summer!

 Along with the new Alert!, I would also like to 
introduce the new Alert! Editorial Advisory Board. These 
members of the profession will take part in the content 
development and overall improvement of Alert!.

 We will be adding a few new “advice” columns 
in which readers can write in and ask our experts. Be sure 
to check out Dr. Pete’s column and the BSW’s expert 
question. Member profiles and company profiles will help 
you get to know your colleagues.  This month be sure to 
read about Steve Lavine and his company of PRCs. Don’t 
forget to tear-out the August To-Do List and tack it on your 
bulletin board for better planning.

 With the addition of so many new features, the pages of Alert! are 
jammed-packed. Many of these articles have been placed on our Web site for you to 
check-out. 

“There’s nothing 
wrong with change, 

if it’s in the right 
direction.” 

-Winston Churchill

Connie Yan is the Publications Editor at MRA and the Editor in Chief of Alert! Magazine. She can be reached at 
connie.yan@mra-net.org. +

Y
Makeover!
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Hebrew belongs to the Afro-Asiatic language family. In addition to being
used for prayer and study by Jewish communities worldwide, it is spoken
by more than seven million people in Israel, where it is one of the two
official languages. (Arabic is the other.) Modern Hebrew is written from
right to left using the Hebrew alphabet.

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!
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CETRA
L a n g u a g e  S o l u t i o n s

Our word, your peace of mind.CCC
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[Editors Note: To view the figures discussed in this article, 
please visit www.mra-net.org/publications/brands.cfm]

 Do loyalty programs work? This question is as murky 
as, say, what is the meaning of life. Some 
work. Some don’t. Still, nearly 75% of 
shoppers in the U.S. now belong to at least 
one loyalty program. 
 Common knowledge in business 
circles state that loyalty programs are 
useful, sometimes very useful.
 A strong marketing program for 
business loyalty has three known goals:
1.) to acquire new customers;
2.) to keep existing customers; and 
3.) to grow these customers into larger and 
more lucrative customer categories.
 Loyalty programs are as broad as 
they are diverse. There are plastic cards, 
smart cards, thermal cards and magnetic strips. There are 
frequent-buyer programs, frequent-flier programs, frequent-

player cards and frequent-dining coupons. There are points-at-
the-pump schemes, turkey giveaways at Christmas (along with 
$100 copper roasters in which to cook them) and, as of March 
2008, Starbucks Corp. said it is rolling out a customer loyalty 
program that gives customers free coffee refills as well as free 
add-ons such as soy milk or flavored syrups.
  Sony BMG Music Entertainment and Starwood 

Hotels & Resorts Worldwide, Inc. 
announced that they are working 
together to develop a loyalty 
partnership that will build “unique 
guest experiences through an array 
of branded music and entertainment 
programming, special products and 
exclusive guest opportunities across 
the Starwood Hotel portfolio.” Buy 
your favorite novel on Amazon and 
you can get points to read that book 
as you fly across the country on 
American Airlines.
 As loyalty programs and 
their related tactics have matured, 

increased attention has been placed on maximizing the bang 
for the buck. Industry knowledge, guesswork or instinct are 

THE SOHO RESEARCH CENTRE

The SOHO Research Centre is  
Manhattan’s newest Focus Group 
Facility. Located in SOHO, one of New 
York City’s most stylish and vibrant 
neighborhoods, it is the only facility 
in SOHO to offer exclusive use of its 
loft-style facility to one client at a 
time, ensuring exceptional personal 
service for you and your clients.

Our professional staff is well-
equipped to handle any request 
including full-service recruiting in 
specialized markets.

www.sohoresearchcentre.com

 To request a bid or for more 
information, please contact:

Monika Bialokur 
Senior Associate 
mbialokur@sohoresearchcentre.com 
375 West Broadway Suite 502 
New York, NY 10012 
212-431-0462

no longer suitable substitutes for strategic risk analysis. Marketers 
today are under increasing pressure from their bosses to show a 
greater return on investment (ROI). When marketing managers are 
asked how they are optimizing their budgets, specific promotions are 
often questioned. What gets measured gets done, as the saying goes. 
Budgets are limited, so, how does the manager know he is doing his 
best?
 The answer is optimization. Simulating a loyalty promotion, 
restricting the budget and searching for the peak.
 This article is an abbreviated rundown of  how a segmentation/
ROI study functions. First, there is the market research/data mining 
component of segmentation, followed by uses of Monte Carlo 
forecasting and optimization of a company’s promotion.
 To do this we will use a fiction example – let’s call it Colossal 
Supermarkets and its flagship store, Food City – as an example of how 
to design a specific promotion and to maximize its return within the 
company’s promotional budget.

Food City’s Program
 The Colossal sales manager has a loyalty program that he 
wants to deploy for the U.S. holiday season. Food City is a regional 
chain, with stores concentrated in the Pacific Northwest. They want a 
bigger slice of the turkey and pie the locals rush to supermarkets to 
fill up on. So Colossal Supermarkets initiated a program in which all 

(Continued on page 12)

By Michael Lieberman, Multivariate Solutions

Earn Points 
Toward 

Your Next 
Purchase!
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President’s Perspective

 There are certain brand names that over time 
have been used so prolifically that they have lost their 
individuality and become generic words.  Aspirin and 
kerosene are two examples.  Xerox and Kleenex are 
two others that have fought long and hard to remain 
brands. I fear that for marketing research professionals, 
we may be approaching a similar fate for “data quality.”  
The term has become so debated and ubiquitous that it 
may be losing its meaning.  
 Back in the day, some of my business school 
friends used to joke about playing a game called 
Buzzword Bingo: Every time a professor used a term 
that had become so hackneyed as to lose its meaning, 
like “shareholder value” or “core competencies,” they 
marked a card until someone got “Bingo.”   Is the term 
“data quality” becoming just another blank on your 
“Buzzword Bingo” card?
 Look at the agenda of any recent MR 
conference, or the pages of our trade publications, and 
data quality is clearly getting a lot of attention and 
conversation.  Unfortunately, it seems there isn’t a lot 
of consensus on what data quality means or what it 
stands for. Some in our profession have questioned the 
magnitude of the issue.  Most, I would venture, have 
divergent opinions on its true definition.  Others debate 
which elements of the marketing research value chain 
(another buzzword) should harness the responsibility to 
maintain data quality.  
 Your association and allied organizations are all 
working both collectively and independently to frame 
the issue and to search for solutions.  It’s a necessary 
battle, and MRA will continue to take a lead role in 
waging it.  I can, however, wonder aloud, whether this 
battle is ultimately winnable.
 Like everyone, I have opinions, and fortunately 
I have a venue in which to express them publicly. I 
firmly believe  that data quality in marketing research 
has become a concern.  No, I don’t believe that the 
world is crashing down, nor would I maintain that the 
majority of research being performed has major data 
quality problems.  But I do see some serious scuffs in 
the armor.  
 At the risk of rehashing some of the most 
prevalent accusations of data quality breaches, my staff 
and I are constantly on the look-out for straight-lining 
in online surveys, satisficing, professional respondents, 
lack of survey validation, leading and poor survey 
design and poor sampling practices.  I recognize  that 
many less-than-qualified entrants have emerged on the 
landscape and that they’re  creating pseudo research 

that clients accept – often because it is cheap or because 
they don’t know better and/or because it conveniently 
creates that proverbial lamp post upon which a drunk 
can lean upon for support rather than illumination.
 To that end, I take serious issue with some 
of the newer attempts to measure advertising 
effectiveness.  These often begin by asking highly 
compensated online panelists to claim that they saw a 
specific ad in a specific issue of a magazine, and then 
suggest that these same respondents can rationally 
discern that the same single ad in a single issue of a 
magazine actually compelled them to take a specific 
action on a product.  Much as we wish they could, 
consumers simply can’t directly link behavior to stimuli 
in that way.  
 But let’s return to my earlier point that there 
is little consensus on what actually constitutes data 
quality. You might suggest that my biggest pet peeve, 
above, isn’t really a data quality issue, but rather an 
issue with overall project design or inappropriate 
use of research methodology.  And therein lies the 
real challenge with which we must be aware when 
addressing such a large and difficult to grasp issue as 
data quality.  
 It is absolutely incumbent on each of us – 
whether we are a data collection firm, full service 
researcher or End User – to maintain an ethical 
and sound methodological approach behind every 
component of the research and insight derivation 
process.  
 But at the end of the day what we really need 
to be mindful of is not the process as much as its 
outcomes.  To paraphrase an old favorite quote, the best 
marketing researchers understand that what matters 
most is taking the time to provide actionable insight 
and strategic direction framed by both the empirical 
and the intuitive and spending less time dwelling on the 
unachievable goal of creating a bullet proof process.  
 Obsess too much on the latter and we either 
lose the attention of those we need to guide, or worse, 
accomplish nothing.  At the risk of filling in a blank on 
your Buzzword Bingo sheet, what’s most important is 
that our work “adds value.” 

Got a comment on what you’ve read in this President’s 
Perspective? Add it to MRA President Jon Last’s 
blog, “Last… But Not Least” at www.mra-net.org/
lastbutnotleast.

Jon Last is the Vice President, Corporate Marketing & Research 
at the Golf Digest Publications.  He can be reached at jon.last@
golfdigest.com. +

“Aspirin,” “Kerosene,” “Data Quality”: Are These All Generics?



Chief Executive Column

 It is very ironic that this issue is addressing 
data quality: because of the symbolism of the month of 
August for most readers and because of the amount of 
activity I have to report on.
 In the Northern Hemisphere most of us think 
of August as a lazy lumbering time. In North America 
the work load often slows for family vacations. Even 
our governments shut down. In Europe you must 
work around the traditional summer leave. So during 
this slow lumbering period we publish an issue about 
a subject caused by a slow unresponsiveness of the 
profession. Data quality is not a new issue and much of 
what is coming to light could have been avoided by an 
industry that was more in tune with itself and its own 
short comings. We could have avoided much of the 
quality issues in on-line research by formally adopting 
the methodology early and by applying true metrics and 
performance measures. 
 But, let us not fool ourselves; there are as 
many issues of quality in other forms of research. We 
have ignored metrics and measures in many forms of 
research, with different companies calculating response 
rates and other key client data in various manners. As an 
association manager I will say that associations have to 
shoulder much of this blame. I have reviewed various 
codes and ISO standards and find them grossly wanting. 
All of them (including our own) to address true quality 
measures. 
 In any business segment there exist grey areas. 
Like most industries, these grey areas produce innovation 
and insight. But, they also produce poor performance. 
How do we allow the grey areas that produce innovation 
to continue and reduce the grey areas that allow for bad 
quality? 
 Three years ago, MRA took the first step to 
address this problem with the Professional Researcher 
Certification (PRC), which helps identify legitimate 
survey and opinion professionals, based upon experience, 
continuing education and ethics. On July 1st we launched 
Certification 2.0. This second generation of the program 
addresses the challenges and feedback we have received. 
The program is stronger and much easier for participants 
to navigate. To address the concerns of other associations 
and industry groups whose constituents were not given 
adequate opportunity to enroll, there is open enrollment 
through December 31st. 
 With less confusion and enhanced 
communications, more credible researchers, who wished 
to participate in the program will have an opportunity to 
join. After December 31st an exam will be required. 

 In collaboration with CMOR, we have launched 
the second step. Led by Patrick Glaser of CMOR, 
we are now performing internal reviews of research 
companies. Companies are granting access to their 
internal information and processes. All proprietary and 
trade secrets are secured by a confidentiality agreement, 
but the overall performance of the company is reviewed, 
evaluated and commented on. The key to credibility is 
transparency and this is gold standard in transparency. At 
this time the review process is limited to on-line research 
companies, to address the immediate industry concerns. 
All panel companies can apply for the review and the first 
two evaluations will be published shortly.
 These evaluations are incredibly thorough and 
each company is given a report on their performance and 
any recommendations for improvement. We will address 
other forms of research in the future.
 We are collaborating with other associations in 
this effort. Staff and volunteers from MRA and IMRO 
have been participating in ARF’s efforts since inception 
and we are excited about the goal of obtaining metrics. 
We believe that when ARF completes their process, the 
metrics they derive will be evaluated against the internal 
information we have collected from the aggregate of our 
internal reviews.
 We would not have been able to develop the 
review program without our IMRO leaders and CMOR’s 
strong desire to collaborate with associations. The 
CMOR Respondent Cooperation efforts for the past 
12 years are the basis of much of the work on quality 
being done today. I would like to thank Kathy Pilhuj and 
Patrick Glaser for their efforts on behalf of the industry. 
 MRA will be collaborating even closer with 
CMOR going forward due to their vital efforts. An 
example of such was the recent legislation passed in 
Louisiana. State elected officials were on their way 
to passing legislation to stop push polls (political 
telemarketing) and the language would have included 
legitimate research. Through the efforts of CMOR 
Government Affairs Volunteers, a key MRA member 
and LaToya Rembert-Lang (State Affairs Director for 
CMOR), the legislation was pulled and legislation that 
CMOR helped write was put forward to protect research 
in the State. The legislation still addresses the push polls, 
but protects legitimate research.
 Quality only matters if we are allowed to 
perform research! MRA is uniquely qualified and able to 
address both sides of this equation, so that our profession 
survives and evolves. No summer lull here!

No Summer Lull For The Marketing Research Profession

To respond to this article, e-mail Lawrence Brownell at
executivecolumn@mra-net.org.+
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August To-Do List...
Register For MRA’s Fall Conference & RIF 2008
November 3-5th
JW Marriott Las Vegas Resort & Spa, Summerlin 
Register Now! www.mra-net.org/conferences/FC_08/

Stop by the Great Lakes Chapter Conference – 25th 
Anniversary
When: September 11-12, 2008
Where: Detroit, Michigan

Register for the Web Seminar: Pharmaceutical Market 
Research from a Quantitative Perspective: Practicalities 
and Pitfalls
Presenter: Janna Walsh, Adelphi Research by Design
When: October 29, 2008
Register Now! www.mra-net.org 

Apply during PRC’s Open Enrollment! 
Visit www.mra-net.org/prc.

Rate the last company you worked with on EEP at 
http://www.mra-net.org/eep/login.cfm?type=login

List in the 2009 Blue Book at www.bluebook.org.



 www.mra-net.org                                                                                                                                                                                        MRA’s Alert! Magazine - 08/08   1312  MRA’s Alert! Magazine - 08/08                                                                                                                                                                                   www.mra-net.org

ONLINESAMPLE. ONLINEPANELS. ONLINERESEARCH.

Since 1995, researchers have called on Esearch.com for their online panel needs
Esearch.com, Inc. online fielding support for research www.esearch.com esearch@esearch.com 310.265.4608

ESEARCH.COM
esearch@esearch.com

Julie Cupman
B2B International
707 Westchester Ave.
White Plains, NY 10604

Angel Lynn DiGiacomo
Opinions Ltd.
152 Montgomery Mall
Philadelphia, PA 19454

Jennifer Anne Dinnen
MacKenzie Corporation
10 Mauchly
Irvine, CA 92618

Julie Glover
Access Communications, LLC
4803 Virginia Woods Dr.
McKinney, TX 75071

Matthew Harrison
B2B International
707 Westchester Ave.
White Plains, NY 10604

Damon Haynes
Active Group Ventures, Inc.
3725 Da Vinci Court
Suite 125
Norcross, GA 30092

David Horn
Horn Research Support
151 1st Ave.
Suite 279
New York, NY 10003

Molly K. Huie
Market Connections, Inc.
14555 Avion Pkwy.
Suite 125
Chantilly, VA  20151

Hisao Kimmura
NIKKEI America, Inc.
1325 Ave. of the Americas
Suite 2500
New York, NY 10019

Ashley Leonard
Salt Communications
16 W. Ontario St.
2nd Floor
Chicago, IL 60610

Linda Marshall
Gartner Inc.
524 Vanderbilt Dr.
Waunakee, WI 53597

Leigh-Ann P. Marx
Virginia Lottery
900 E. Main St.
Richmond, VA 23219

Megan McKay
S.M.I.-Alcott
350 S Northwest Hwy
Suite 304
Park Ridge, IL 60068

Don P. Miller
Accurate Research, Inc.
2214 Paddock Way
Suite 100
Grand Prarie, TX 75050

Samantha Muscia
S.M.I.-Alcott
350 S Northwest Hwy
Suite 304
Park Ridge, IL 60068

Misha Neverov
Amry Research
764 Creekside Dr.
Hummelstown, PA 17036

Bridgette Niezwaag
Food Perspectives
2880 Vicksburg Lane N.
Plymouth, MN 55447

Dawn Noseworthy
Gartner, Inc
4 Kent St.
Lawrence, MA 01843

Jill M. Olin
Fieldwork San Francisco
201 Third St.
Suite 1000
San Francisco, CA 94103

Karie Pappa
S.M.I.-Alcott
350 S Northwest Hwy.
Suite 304
Park Ridge, IL 60068

Niraj B. Patel
Focus Pointe Global
11 Weymouth St.
London, England
W1W 6DD

Barbara Peters
Leyhausen International Services 
GmbH
Friedirch-Ebert-Platz 5
Leverkusen, Germany
51373

Laura Pinsky
MIT Sloan School of 
Management
One Broadway
Cambridge, MA 02142

Karen Quesenberry
Market Connections, Inc.
14555 Avion Pkwy.
Suite 125
Chantilly, VA  20151

Jeffrey C. Rasmussen
IFAI
1259 Skywood Lane NE
Minneapolis, MN 55421

Paul D. Reay
Transcend Products LLC
2230 N University Pkwy.
Suite 11D
Provo, UT 84604

Will Reeb
465 NE 181st Ave.
#507
Portland, OR 97230

Susan Schneider
Gartner, Inc
13865 SW Crist Ct
Tigard, OR 97223

Joan Sharp
General Growth Properties
110 North Wacker
Chicago, IL 60606

Caroline A. Shenandoah
DCI Marketing
2727 West Good Hope Rd.
Milwaukee, WI 53209

Michael Sherman
Association Research, Inc.
15200 Shady Grove Rd.
Suite 306
Rockville, MD 20850

June Shimmura
Interface in Design
21221 S. Western Ave.
Suite 170
Torrence, CA 90501

Debbie Silverman
Maritz Research
7 Times Square
#1604
New York, NY 10036

Carolyn Sivik
Diversified Business 
Communications
121 Free St.
Portland, ME 04101

Matthew J. St. George
Duncan Enterprises
5673 E. Shields Ave.
Fresno, CA 93723

Nandita Stixrod
Gartner, Inc
6036 N Kirby Ave
Portland, OR 97217

Thomas Thompson
Datamatics Technologies, Inc
31572 Industrial Rd.
Suite 200
Livionia, MI 48150

Susana I. Torres
Worldwide Translation Center
7770 Regent Rd.
Suite. 113-105
San Diego, CA 92122

Raya Wasser
TopTrans Translation Services Ltd.
Illit Business Center
Suite # 4168
Modiin Illit, ISRAEL 71919

Katie M. Weber
Teall & Associates
2485 Vista Dr.
Upland, CA 91784

Elizabeth Welsh
Executive Communications, Inc.
10300 Linn Station Rd.
Louisville, KY 40223

June WestHolland
Kimberly-Clark Corporation
1400 Holcomb Bridge Rd.
Building 400/2
Roswell, GA 30076

Sarah Wholey
Market Connections, Inc.
14555 Avion Pkwy.
Suite 125
Chantilly, VA  20151

Kathryn L. Wilson
Wilson Research Strategies
1319 Classen Dr.
Oklahoma City, OK 73116

Erin Youngers
Schlesinger Associates, Inc.
5909 Peachtree Dunwoody Rd.
Suite 950
Atlanta, GA 30328

Welcome Aboard!

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

Food City preferred customers were enrolled in a new and 
enhanced loyalty program called Food City’s Holiday Gift 
Bag. In all, nearly a million Food City customers were 
enrolled. They received color-coded cards in the mail. Each 
color represented the amount of money spent on a monthly 
basis at Food City by each customer ‘unit’ (a unit can be an 
individual, couple, family, household, etc.).
 Food City’s Holiday Gift Bag actually operates on 
a per month baseline. Smaller spenders are invited to join 
Preferred Membership. Bigger spenders receive a Gold Gift 
Bag Card. There is Platinum card and then the highest, the 
Food City Mayor’s Club.
 Each tier is tied to a level of benefits. The higher 
the tier, the more extras Food City dishes out. To make 
the program more attractive, Colossal Supermarkets tied 
its benefits to other loyalty programs, such as card rental 
discounts, frequent flier points on partner airlines, or even 
discounts on menswear. Basically, the more you spend, the 
more you get ‘free.’

The Analysis
 There are two stages to the analysis. First, to 
determine the confines of customer segmentation. That is, 

where would be the best place to draw lines among the 
different colors of the Gift Bag cards in order to divide up 
return? These customer boundaries are commonly referred 
to as the ‘efficient frontier.’ This stage utilizes a mixture 
of cluster analysis (multivariate segmentation) and Monte 
Carlo simulation.
 Secondly, how much should each point be worth? 
Assuming each ‘point’ with the program had a cost (for 
example, if one point returned a 1% discount, the ‘cost’ of a 
point might be $.01). What we were assigned to do is to set 
the ‘optimal’ ratio of points to spending so that the return on 
each point would be maximized.

Segmentation
 Market segmentation is a behaviorally based, 
statistical approach to putting respondents into baskets. 
Each basket is mutually exclusive, and the final ‘basket’ is 
tied to the amount of money each unit spends each month 
at Food City. Food City has been asking customers to fill 
out a small, customer satisfaction card – demographics  and 
a short section regarding their food purchase behavior – 
which is then tied to their customer identification number. 

(Continued from page 7)

(Continued on page 14)

Brand Loyalty Programs
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It’s about time… 
Transcripts in 24/48 hours! 

 Quality transcription exclusively to the market 
research industry. 

 Proofreading department ensures accuracy and 
uniformity throughout your project. 

 Choose from four (4) specialty transcripts—to 
fit any project, and any budget.  

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

 
(770) 554-6775 or 888-MRT-SRVC  www.mrtservices.com 

This information provides valuable information about 
marketplace complexities facing Food City consumers.
 The final groups are formed combining the results 
of the cluster analysis, which is tied to spending amounts. 
These are shown in Figure 1 on MRA’s Web site (see page 
6 for URL).

The Monte Carlo Process
 Monte Carlo simulation is a method for iteractively 
evaluating a deterministic model using sets of statistical 
distributions as inputs. This method is often used when 
the model is complex or involves more than just a couple 
uncertain parameters. A simulation can typically involve 
more than 10,000 evaluations of the model.
 In a Monte Carlo simulation, a model in spreadsheet 
format is set up and the cells whose values come from 
the survey results, customer databases, financial reports, 
etc. are identified. A distribution of possible values using 
the appropriate means and errors is specified for each 
cell. In other words, the shape (referred to in statistics 
as a distribution) of spending per month for Food City 
customers could be different from, say, the number of trips 
to Food City a given customer makes per month. Monte 
Carlo allows for these different distributions.
 A series of trials is then generated, each one 
representing a possible outcome of the process. Instead of 
a simple spreadsheet that yields one answer, Monte Carlo 
allows the spreadsheet to run 10,000 times, each different 
parameter moving within its shape, yielding 10,000 
different outcomes. When these are shown in a cumulative 
chart, the chances of a given outcome can be determined. 
For example, what is the chance that Food City customers 
will spend more than $500 a month?

 In our case, parameters of spending and input are 
set up using their customer satisfaction survey and customer 
database. To determine the output of the optimization, these 
spreadsheets are run, say, 10,000 times. This is called the 
forecast.

Optimization
 The goal of any optimization is to make the input 
value (decision variables) that generate the output (forecast) 
as large – or as small – as possible. Figure 2 on MRA’s 
Web site (see page 6 for URL) summarizes the process.

Optimization has many applications, including:
utilization of employees for workforce planning;•	
configuration of machines for production scheduling;•	
location of facilities for distribution;•	
tolerances in manufacturing design;•	
management of portfolios; and•	
calculation of optimal price/promotional points.•	

 In our case, the Decision Variable is the value of 
the points that will be rewarded for each tier in the Food 
City program. The forecast will be the incremental increase 
in spending for each value of the points.

Food City’s Optimization
 Once all the variables are entered and the spreadsheet  
is complete, the final step is to let the optimization software 
run and run. It is common for the forecast (which runs, say, 
10,000 outputs), to run 10,000 times to find the optimal 
level.

Here are the constraints we built into the optimization 
process:

maximize ROI; •	
stay within the promotional budget; and •	
try to stimulate growth of all Food City •	
shoppers.

 Given the nature of customer behavior, it is 
natural to expect those customers in the Platinum or 
Mayor’s Club categories to have a higher increase in 
spending due to the promotion. That is all well and 
good. However, in the market reality, the percentage 
of Preferred Shoppers is far greater. Food City wants 
them to spend more as well. In addition, it is commonly 
understood that not everyone will redeem every point he 
receives. The ‘expected redemption’ is another variable 
built into the model.
 Once the optimization is run, there are two 
outputs that need to be analyzed. The first is called the 
spending ‘hurdle.’ That is, at what point do members 
move from one category to the next? These are not 
necessarily the same as the spending segments shown 
above, for the simple reason that spending is not static, 
but moves up and down depending on holidays, family 
and life events (e.g. birth of a child, moving, promotion 
at work).
 The second output we look at is the ‘value’ of 
each point when redeemed. Remember, the name of the 
game is return on investment: if Food City gives away 
too much, that return drops.
 After the optimization is complete, the top 
results are analyzed. A few scenarios are rerun to 
validate the results. A few things needed to be tweaked 
so that they made market sense. For example, if the 
optimization suggested that the spending hurdle was 
$563.35, it makes more sense to set it as $575. If the 
suggested point value was $0.0986, it makes more 
marketing sense to set it at 10¢. Each of these things is 
tested.
 Once we complete the analysis, we can make 
final decisions about where to set the spending hurdles 
and set the value of a point. Figure 3 on MRA’s Web

site (see page 6 for URL)  summarizes the findings of 
the Food City study.
 Our conclusions show that the most efficient 
segmentation of Food City customers occurs at the 
monthly spending ratings. That is, as monthly spending 
for each customer passes another hurdle, the customer’s 
behavior changes. 
 For example, if monthly spending of a given 
‘unit’ is $550, they are likely to be in the Platinum group 
(see Figure 1); perhaps a large family or a professional, 
two-income household. If unit spending is, say, $850 a 
month, they are likely in the Food City Mayor’s Club, 
where they are more likely to purchase premium items, 
have a professional mom, and perhaps send their kids to 
private school.
 Finally, the point value of $0.15 maximizes Food 
City’s return on investment, keeping in mind how much 
more each level 
of spending will 
increase with the 
awards and the 
incremental cost 
of giving away 
15¢ a point. 
 A 
good way to 
understand this 
figure is that 
if Food City made each point worth 10¢, customer 
spending would not rise as much. If they made each 
point worth 20¢, customer spending would rise, but the 
cost to the company would be greater. Food City makes 
the most money when they price each point at 15¢.

Conclusion
 As computing power increases and marketers 
become   more  savvy (e.g., Amazon knows your favorites), 
the optimization process becomes increasingly easier 
to facilitate a project like Food City’s. Experience has 
shown that implementing the new technique, and other 
risk analysis measures, can have a high learning curve, 
but ultimately yield effective, cost efficient results.
 The marriage of survey research, data mining 
techniques, the Monte Carlo method and optimization 
is increasingly reducing the risks of developing these 
promotional programs and improving return on 
investment for marketing managers.

(Continued from page 12)

Hold On To This Card For Next Time

Michael Lieberman is the Founder and President of Multivariate 
Solutions. He can be reached at michael@mvsolution.com.+

“Remember, the name 
of the game is return on 
investment: if Food City 

gives away too much, that 
return drops.”
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  • Unparalleled interactive exercises
  • Hands-on training
  • Activity based workshops: An MRA 
    Conference like you haven’t seen 
    before!
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An Interactive Focus 
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MRA’s 2008 Fall 
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An Interactive Focus On Tomorrow

Education Update

 MRA’s Fall Conference - November 3-5, 
2008 in Las Vegas - has been redesigned to integrate 
traditional lecture programs and panel discussions 
with new interactive workshops and round table 
discussions. That’s right, you’ll experience hands on, 
activity-based education sessions and sip cocktails 
with your favorite MRA friends. 
 The new workshops and round table 
discussions have been carefully designed to offer 
members an interactive immersion into the most 
important topics for today’s marketing researchers. 
You will walk away with valuable and actionable tips 
and techniques to apply back at the office.  Check out 
some of the content planned for this year’s event:

Processes, Trends and Techniques in 
Research
 This track provides practitioners and experts 
with a look into emerging methodologies, practices 
and procedures. The following is a sample of what 
attendees will learn:

How to design, implement and successfully •	
analyze multi-platform studies.
How the hottest technique being used today •	
is taking data from various sources and 
integrating it so researchers can identify trends 
and create actionable results.

Excellence in Research 
 This track is focused on best practices in the 
marketing research profession. The following is a 
sample of what attendees will learn:

How ethnicity usage can improve the data •	
collected, and how using key findings can 
assist in making more comprehensive and 
targeted decisions.
How facility owners, moderators and research •	
buyers can come together to help bridge the 
gap between expectations and delivery.

The Business of Research
 This track provides management-level 
attendees with tools to build their brands and to 
improve their day-to day operations. The following is 
a sample of what attendees will learn:

How to stand out in today’s competitive •	
market by diversifying your products and 
services, and obtaining the tools needed to best 
position your offerings in the marketplace.

Research Fundamentals
 This track provides the basic skill sets for 
practitioners in need of training or experts in need of 
a refresher course in certain areas of market research. 
The following is a sample of what attendees will learn:

The principles of conjoint analysis and new •	
methodological developments and how to 
identify situations in which conjoint analysis 
is an appropriate research tool.

 Also new 
this year, are three 
optional workshops 
that will be held prior 
to the official start 
of the conference 
(Monday, November 3 
from 9:00-10:45 a.m.). 
Attendees will be able to pre-register for sessions that 
will help them learn more about:

Simultaneous Translation1. 
Mobile Research2. 
Writing Effective Proposals3. 

 We can’t wait for you to experience everything 
the MRA Education Workgroup and Program 
Committee have planned. As always, there will be 
lots of networking opportunities too. Don’t delay in 
submitting your registration and making your hotel 
reservation. Doing so will ensure you get the early bird 
registration fee and MRA hotel rate. We will see you 
there!

By MRA’s Education Workgroup

Flight?             
Hotel?     
Registration?  
Absentee Ballot?   

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

Are You Ready For Fall Conference?
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MRA Takes On The Big Apple
Annual Conference June 4-6, 2008

“The MRA Conference/RIF establishes 
an environment of collegiality that 
engenders increased support and 
understanding of the ever-changing 
research industry in the 21st century.”

-Susan Saurage-Altenloh
Saurage-Research, Inc.

“The MRA Conference is so unique. 
No other conference is so enjoyable, 
with so many networking 
opportunities and such friendly 
attendees. It was a great 
experience, which I intend to repeat 
several times!”

“If you are a research professional and not 
involved with the MRA, you are missing out on 
wonderful educational and networking 
opportunities. The MRA is not afraid to tackle 
the tough topics we face every day, and the 
membership includes some of the nicest, high-
quality people you’ll ever meet.”

-Dan Womack
Aflac

“The networking opportunities were 
unique, creative and actually 
generated opportunities to meet and 
talk to potential clients.”
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Fax ALL nomination forms to Aisha Terry at 860-682-1010.
Deadline for submissions is 5:00 PM Friday, August 15th!

MRA Seeking Nominees For Awards!
These awards will be presented during the Fall Conference and Research 

Industry Forum, November 3-5, 2008 in Las Vegas, NV. Nominate your fellow 
members for their outstanding Volunteer efforts!

Recognize Volunteers who make a difference and energetically 
support MRA at the National level.

Celebrated 
Company Award

This award recognizes a company that has provided 
outstanding volunteer efforts and/or has shown 
outstanding support at the National level for 5 

years or more.

Considerations should be: 
Number of volunteers that the company has allowed 
to participate for conferences, educational events, 

Boards, Committees and Task Forces at the National 
level; the support of National Conferences through 
attendance; significant gratis efforts on behalf of 
MRA; magnitude of Volunteer time on behalf of 

MRA.

2007 Recipient: 
Schlesinger Associates, Inc.

To access the nomination form, use this link: 
www.mra-net.org/pdf/company_award.doc

Rising Star Award
This award recognizes individuals who have 

provided outstanding volunteer efforts at the National 
level for LESS than 5 years.

2007 Rising Star Recipient:
Steve Larson

To access the nomination form, use this link: 
www.mra-net.org/pdf/rising.doc

Shining Star Award
This award recognizes individuals who have 

provided outstanding volunteer efforts at the National 
level for MORE than 5 years.

2007 Shining Star Recipients:
Linda Brazel; Tammie Frost-Norton

To access the nomination form, use this link: 
www.mra-net.org/pdf/shining.doc

Impact Award
This award recognizes a Non-Industry professional who has had a positive or meaningful impact on MRA and/

or the opinion and marketing research profession.

To access the nomination form, use this link: www.mra-net.org/pdf/impact.doc

Featuring:
• Telephone Consent and Monitoring Privacy 
• Data Security and Security Breach 
• Education Privacy 
• Financial Privacy 
• Healthcare Privacy 
• General Privacy related issues 

Keep Your Business Secure!

Order Your CMOR Compliance Guide Today...

www.cmor.org

Shielding the Profession
CMOR

Phone: 860-657-1881

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

GROW THROUGH Blue Book
The number one resource to help you grow your business and

help you  stay ahead of the competition…

• Showcase all the facets of your business with a 

comprehensive listing.

• Customize your print and online listing to

attract new clients.

• position your business in front of the honomichl Top 50, 

end users, MRA members and many more.

• post your listings quicker and easier using ListQuick.

“Over 15% of our growth can be 
contributed to our advertising in the Blue 

Book. It links you to the clients you are 
trying to reach.  You’ll see your return in 

investment many times over.” 

Cherlyn Robinson
Client Services

CR Market Surveys, Inc



.Title: Random Sample: An Uncertain 
Suicide
Author: Andrew Greenwood
Publishing: BookSurge Publishing 
(February 19, 2007)
Pages: 384
Price: $17.99

. .Murdershady goings-on at a local medical clinic.
 Enlisting the talents and charm, respectively, of 
his best friend Chris and his girlfriend Toni, Rhett drills 
relentlessly deeper into the mysterious connections. 
As he drills deeper, his team of enthusiastic amateur 
investigators is increasingly imperiled by antagonists who 
poison, kill and incinerate anyone who stands in their way 
of getting what they want.
 Greenwood carefully shepherds the plot, injecting 
intriguing though stereotypical subplots of a grieving 
widow, a disgruntled former employee and an enthusiastic 
though doomed private investigator. At his best when he 
pegs the progress of Random Sample to the over-arching 
motives of money and revenge, Greenwood is at his worst 
when he tries to describe female motivation and behavior.
 As you might expect in a book written by a market 
researcher, Random Sample features pithy asides in which 
Rhett expounds on the value of market research: “… 
With nearly twenty years of market research, including 
conducting over a hundred focus groups, Rhett considered 
himself proficient at reading people. He could tell by their 
body language, by what they said and how they said it, 

which products and services they would or wouldn’t buy, 
and their reasons for their choices.”
 Rhett gets confused, however, when actual 
human behavior conflicts with the qualitative results he 
gets in his formal focus groups. From the epicenter of his 
confusion reverberates shockwaves which create sufficient 
momentum to propel Random Sample at an engaging pace. 
Despite a few superfluous plot diversions, Greenwood 
makes you want to cheer for Rhett as the plot rises to its 
inevitable crescendo.
 While you won’t confuse Greenwood with top-
tier murder-mystery novelists like Nelson DeMille, 
Erle Stanley Gardner or Rex Stout, he nevertheless has 
created in Random Sample: An Uncertain Suicide a cast 
of believable characters and a plot that will – should you 
run out of books by the aforementioned greats – keep you 
intrigued and involved.
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 Among writers, the saying goes that 
you write what you know. Andrew Greenwood 
knows market research, he knows military 
training, he knows Texas topography and he 
knows a thing or two about how to write an 
engaging murder mystery. You’ll find the sum of 
Greenwood’s knowledge in Random Sample: An 
Uncertain Suicide, the second of his “Random 
Sample” trilogy.
 The cast of characters from 
Greenwood’s first novel, Random Sample: The 
Improbable .38, returns in this entertaining 
though campy and somewhat formulaic mystery. 
Set in Houston and the nearby Hill Country, An 
Uncertain Suicide pits mild-mannered market 
researcher Rhett Sanders, his sidekick Defense 
Attorney Chris Beck, and the lovely Toni Darnell 
against misnamed doctors Robert and Alex 
Goodwell and Jake Taylor, a highly trained killer 
looking for that one “big score.”
 While the brutal murder of one of 
Houston’s most generous philanthropists makes 
front page news, a seemingly unrelated suicide 
is relegated to the back pages of The Houston 
Chronicle. Days later, Rhett Sanders, sole 
owner of AC Research, plays his usual game of 
seeing if any of the names match people in his 
company’s database. 
 He gets a hit from one of his focus 
groups, and, drawing on his years of market 
research experience, discerns a discrepancy in 
the man’s behavior. Even more confounding is 
the interaction between the man and another man 
from the focus group. As a market researcher, 
Rhett’s quest for clear answers is further 
confused by a hefty life insurance payment and 

Alert! Book Review
Market Research Is...

By Bruce Mendelsohn
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[Editors Note: To view the figures discussed in this article, please visit 
www.mra-net.org/publications/alertphonequality.cfm]
 For many research companies and their clients, the cost 
and time efficiencies presented by Web-based survey admin-
istration make online surveys the norm today.  However, there 
are still instances where a telephone-based survey is a must. 
The most prevalent of these is when a representative sample 
of the population is needed. Though the growing presence of 
cell phone-only households has threatened the ease with which 
phone survey results are mapped to the larger population,  rep-
resentation is still superior than that achieved with Web-only 
data collection. The 2007 Pew Internet & American Life Project 

found that although 
75% of all U.S. adults 
use the Internet, just 
37% of adults aged 
65 or older, 56% of 
non-Hispanic blacks, 
and 61% of house-
holds with income 
less than $30,000 do 
so  (www.pewinternet.
org/trends/User_
Demo_2.15.08.htm).
 We will present a 
step-by-step guide 

to ensuring your phone-based surveys provide robust, reliable 
data. We review seven steps from survey design to data review, 
providing specific guidance for each. Here, we will focus on 
computer-aided telephone interviewing (CATI), although many 
of the same principles would apply to administration using a 
paper-based instrument. 
 While we don’t go into detail on selecting a vendor 
for CATI fielding, it is a given that selecting a quality-minded 
vendor is a must. We recommend you make sure your fielding 
vendor has checks in place to oversee interview quality, such 
as a validation process where a minimum of 10% to 15% of 
respondents are called back to confirm actual participation, and 
10% to 15% of interviews are monitored.

1. Careful questionnaire design 
 Multiple “research on research” studies show that 
through its impact on data quality survey design can make or 

break a study. As noted by survey methodologist Maria Sanchez, 
“Questionnaire choices can help or hurt the quality of data col-
lected by interviewers…[and] inadequate questionnaire design 
will increase measurement error.” Poorly worded questions 
and questionnaires that place excessive cognitive burden on the 
respondent are unlikely to elicit the answers we’re looking for 
and may give us data we can’t trust. In addition to the basic rules 
of good questionnaire design, there are CATI-specific issues to 
consider. The list that can be viewed on MRA’s Web site is not 
intended to be exhaustive, but touches on some of the most com-
mon design issues.
 • Provide clear interviewer instructions (e.g., which 
items to read vs. not read) to ensure consistency across inter-
views.
 • Provide pronunciation guides for potentially unfamil-
iar terms.
 • Keep wording casual and non-threatening to increase 
respondent comfort.
 • Use a forced “yes/no” approach to multiple response 
questions so that the respondent doesn’t have to remember and 
process a long list of items.
 • When appropriate, put “none,” “never” or “does not 
apply” at the top of response lists, and allow the interviewer to 
skip reading the remaining responses if that answer is chosen.
 • With numerical items (e.g., questions asking about 
frequency or quantity), consider coding an open-ended response 
instead of reading the respondent a long list of options. 
 • For open-ended questions about topics like unaided 
product awareness, make sure code lists are exhaustive and 
include commonly used abbreviations and acronyms. This will 
eliminate the need for interviewer interpretation and judgment.
Please see the MRA Web site for more detail and specific ex-
amples of how to apply these suggestions.

2. Programming and testing
 With programming and testing CATI studies, the same 
basic tenets apply as with Web survey testing: the program 
should be checked for fidelity to the questionnaire instrument, 
and all logic instructions should be tested rigorously. You should 
also attempt to verify appropriate survey behavior when invalid 
responses are entered (e.g., entering a letter when a number is 
required). We additionally recommend conducting a mock inter-
view in which one researcher administers the survey (either over 
the phone or in-person) to another. Mock interviews can unearth 
unanticipated issues with question wording or question appropri-
ateness before the survey is sent to the field. 
 Using an uninvolved researcher as a respondent 

(Continued on page 28)

Steps to Maximize The Data 
Quality In Phone-Based Surveys7By Rachel Kuller, Zanthus
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Panel quality. It’s been e-Rewards’ #1 focus from the very 

beginning. Through our “by-invitation-only” recruitment, we 
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Start Today! 
www.mra-net.org/edevents/eod.cfm

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

Education On-Demand 
Education You Need 
When You Need It

Directing the Future of Research
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to detail to provide practical solutions to your 
business needs.   
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Fully integrated in-house online and telephone 
data collection departments.

Qualitative Research
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verbal protocols.  

Recruitment
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us a reputation in the marketing research 
community for successfully recruiting the most 
challenging segments.
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increases the chances that lingering issues will be discovered, 
since that individual will bring a fresh perspective. If the CATI 
programming is done in multiple languages, this is also a time to 
check that all translations were performed and entered correctly.
 We also recommend, if possible, examining a mock data 
set entered with the finalized program. At this point, logic 
instructions and data mapping can be verified through examina-
tion of the data set. This will prevent the possibility of having to 
discard otherwise valid data because variables were captured in-
correctly or respondents weren’t asked the appropriate questions.

3. Briefing
 Once the survey is finalized, programmed and ready to 
launch, it’s time to brief the interviewers. In cases where an out-
side agency is used for fielding, this may be a two-step process:
 • First, the researcher(s) should meet with the field super-
visor to review the questionnaire, highlighting critical areas and 
providing any needed instructions. Discuss the goal of 
open-ended questions and review where probing is desirable. Go 
over pronunciation guides and make sure interviewers understand 
product descriptions.
 • Second, the researcher(s) should listen in as the field 
supervisor briefs their interviewing team, providing additional 
color and direction as needed, and answering interviewer 
questions. 
 This is a good time to emphasize to the field supervisor 
and interviewers that their comments and feedback are greatly 
appreciated, both during the briefing itself and later, during 
fielding. Fielding multiple interviews with live respondents gives 
an interviewer unique perspective on how well a question is 
working.
 Although it is technically not necessary to discuss the 
study objectives when briefing, we recommend doing so. When 

interviewers grasp the purpose of the survey, they are more likely 
to provide important feedback and recognize when a respondent 
misunderstands a question. 

4. Live Monitoring
 Monitoring live interviewing serves two important 
functions. It gives the research firm a chance to identify places 
interviewers are introducing bias or misrepresenting a question, 
and to observe questions that may not work as expected. 
Additionally, it can provide confidence to the client and/or 
provide proof that a controversial question does or does not 
belong. We recommend that live monitoring occur at multiple 
points in the process. Interview quality can vary widely, so it’s 
advisable to monitor as many different interviews as possible. 
Each live monitoring session should be followed with a debrief 
with the field supervisor.

5. Getting input from the field
 The field supervisor and interview staff are an 
invaluable resource – use them! Keep your channels of 
communication open. Schedule an official meeting one to two 
days into fielding to get the field’s feedback on how the survey is 
going and where problems are arising. Let them know ahead of 
time about any particular areas of concern. This is a great way to 
make sure everything is fine-tuned for a consistent and smooth 
data collection process during fielding and, for tracking studies, 
across future waves. 
 Continue throughout the fielding period to stay in touch 
with e-mail and phone calls to make sure you find out about 
any issues with questionnaire design or sample disposition that 
emerge later in fielding.

6. Soft launch data review
 Ideally, fielding will be deployed in two stages, starting 

with a limited “soft launch.” The soft launch follows briefing, and 
includes data collected during the first few days of monitoring. 
Soft launch data evaluation provides a window into survey 
performance, interviewer performance, respondent quality and 
data collection mechanics. Be prepared to make survey changes 
and discard interview data from the soft launch as needed.
 The research team should assess survey completion 
times and evaluate responses to see if they fall within expected 
bounds. Now is the time to delete or rephrase questions that aren’t 
performing well or are driving the survey length past acceptable, 
budgeted parameters. 
 Examining dispositions and data frequencies by inter-
viewer can pinpoint interviewer-specific issues. For instance, if 
one interview is experiencing a large proportion of drop-offs or is 
getting more item non-response, that interviewer may need more 
training. Similarly, it can be useful to give targeted feedback if any 
interviewer’s data shows subpar open-ended response quality. 
 Reviewing verbatims is also a way to see if there are any 
responses missing from pre-coded lists, and to spot potential is-
sues with question comprehension or inadequate screening 
criteria.
 Checking soft launch data lets you weed out low-quality 
data and determine whether you need to increase the total sample 
size to ensure a minimum number of “good” completes. It also 
provides insight into whether the survey is too long or complex to 
hold respondent attention. Double-checking that all variables are 
recorded properly into the data file can save your data processing 

team substantial grief and effort at the back end, and should be a 
routine part of your soft launch. 

7. Final data file review
 Dispositions and quota fulfillment should be monitored 
daily throughout the survey to evaluate status and make sampling 
adjustments as needed. Once fielding is complete, the same best 
practices apply to data processing as would for any study. 
Fraudulent or inattentive respondents should be eliminated from 
the data set, and outliers should be trimmed in accordance with 
your company’s standard practices and client agreement. 
 Open ends need to be carefully coded, with researcher 
review of all code lists and at least a subset of coded responses. A 
post-mortem with the CATI fielding partner is also a good idea, 
so everyone benefits from learning what worked particularly well 
and what can be improved next time.

Conclusion
 Maintaining high data quality during CATI 
administration requires some time and thought, but is achievable 
with every study. By following the recommendations outlined 
above for the seven primary phases of the study, you can feel 
confident that your next CATI study will produce robust, reliable 
data.

(Continued from page 24)

Rachel Kuller is a Senior Research Consultant at Zanthus. She can be 
reached at rkuller@zanthus.com.+

Quality In Phone-Based Surveys
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 eorge Bernard Shaw famously declared that 
England and America were two countries divided 

by a common language. Oscar Wilde wrote in Canterville 
Ghost that the Brits “have really everything in common 
with America nowadays, except, of course, the language.” 
 Most of us are aware of some differences in 
spelling, vocabulary and idiomatic expressions when 
comparing British and American English. For example, 
it is common knowledge that the word color in America 
is colour in England, or that Americans like to socialize 
while the Brits socialise instead. But there are other 
differences between the two language variants. Take 

prepositions: American athletes play on a team while their 
British colleagues play in a team. Or how about words 
that mean different things in different places: reportedly, 
the opposite meanings of the verb to table created a 
misunderstanding at a meeting of the Allied forces during 
WWII, because in England to table an item on an agenda 
means to open it up for discussion, whereas in America, 
it means to remove it from discussion. Other differences 
include pronunciation, use of tenses, dates and times, 

Divided 
By A 
Common 
Language
By Jiri Stejskal, Ph.D., CETRA, Inc. 

Your Respondents May Loose 
Interest If They Don’t Understand

(Continued on page 44)

G
Globally Speaking

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



 www.mra-net.org                                                                                                                                                                                        MRA’s Alert! Magazine - 08/08   3332  MRA’s Alert! Magazine - 08/08                                                                                                                                                                                          www.mra-net.org

 “As you know they are the 
key to success. We have identified a 
three part process - based on some 
principles in Jim Collins’ book 
Good to Great. In order to be a great 
company you need to find something 
that you : are good at, are passionate 
about and make money at.
 To meet these goals we have 
the following strategy:

1. Teaching and training; We send 
people to external courses but we 
also find that internal ‘schools’ can 
be as, if not more, effective. This 
is where a member of staff teaches 
other staff. 

2. Make money: We try to be 
competitive with salary and hold 
reviews every six months. We also 
share job profitability figures with 
the wider team so people can see the 
targets they need to achieve to suc-
ceed. Right now there is a quarterly 
company wide bonus. I am working 
on a monthly department bonus.

3. Be passionate: this is a tough one. 
I try to encourage a relaxed but 
professional environment where 
there is some laughter- so people can 
show they enjoy what they are doing. 
We also try to celebrate success with 
a monthly Happy Wednesday where 

we celebrate birthdays and company 
anniversaries. We also sound a Gong 
when we make a sale and sound a 
whistle when a delivery is made. 

 This is an ongoing strategy. 
Sometimes we do better at one than 
others. But we have a plan.”

 “For our interviewing staff we make efforts to retain them, but we still have a very high turnover rate.  For this 
group of employees (those who have worked for us for at least six months) we offer:

•Free transit cards for public transportation (bus, train, etc)  
•Salary draws 
•In the past we’ve  offered yoga classes and other similar classes without much interest from 
employees 

•We also have a mentor program for new interviewers/recruiters where they are teamed with experienced staff 
•The mentors appreciate the recognition and the chance to share their knowledge 
 While we offer similar benefits for the office staff, we have extremely low turnover.”

 “I am very proud to say that among the 20 
employees we have only two who have been here a year. 
The others have been with Irwin anywhere from five to 20 
years. The first thing we do is teach them to be proud of 
themselves and let them know they are 
important to the company.   
 We feel we are family and keep up 
with the personal things such as birthdays. 
Each person is given a card, a small gift on 
their birthday and usually lunch. We have special occasion 
parties throughout the year but we also have little surprise 
luncheons frequently. We did a brown bag last week and 
fixed each lunch in a bag with a bow. The lunch was fried 
chicken, french fries and biscuits (real southern). I always 

make them a birthday cake. We do a few motivation deals 
where they have a chance to win tickets to the circus or 
some special event.  Easter we always have a brunch and 
everyone receives an Easter basket. 

 We have fun with our employees and 
show them our appreciation as often as we can 
but we also have our list of responsibilities, 
dress code etc. We will have a summer picnic 
for them and their families; the kids seem to en-

joy that.  We are very flexible and understand their needs 
and try to let them know how special they are.”

What do you do to reward and maintain your best employees?  
How do you keep your company’s door from be a revolving one?

Ask The Experts

Kathryn Blackburn
Irwin Research

Mark Rosenkranz
Pacific Market Research

Owen Jenkins, Kadence 
Business Research

To read more from the experts, please visit: 
www.mra-net.org/publications/alertexperts.cfm

By The Business Services Workgroup, Ed Sugar & Tammie Frost-Norton
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Dear Dr. Pete:

I don’t want to use online research because I’ve read lots of papers and articles talking about data quality – we 
never get this with telephone research.

Aidan G. Beller

Dr. Pete replies …

Dear Aidan,

I guess you’ve never worked in a telephone unit and seen how concerned they are about data quality. 

Not giving honest and thoughtful answers is what leads to poor quality data.  Let’s take a moment to think 
about motivations to cheat.  Who in the telephone unit has the motive, means and opportunity to cheat?  The 
interviewers, of course.  They know the quick way through a questionnaire, which quota cells are full, how 
to qualify for the survey, etc., and they are in charge of keying in the answers given.  That’s why the quality 
spotlight is pointed at the interviewer with random “listening in” call backs to respondents, etc.  The same is 
true of face-to-face interviewing.  Of course, this is all private data.  No fieldwork company is going to wash its 
dirty laundry in public when it finds the odd cheat amongst its interviewers.

Now let’s look at an online situation.  Who has the motive, means and opportunity to cheat?  Respondents, of 
course.  But in this scenario there is no way of doing the simple checks you use in telephone research.  Panel 
companies have to be more creative in the ways they catch people trying to “game the system.”

So why do they go out and tell the world what they are 
doing?  Simple really; by acknowledging the problem 
and providing a solution, the panel company has a unique 
selling proposition that they can use in their marketing.  
This is your good doctor with his cynic’s hat on, of course.  
Actually, panel companies all have a vested interest in the 
health of the overall market.  If no one had any faith in 
online research, then all panel companies would be out of 
business.

Last thought – if you have one cheat in your online survey, 
then you will have one bit of bad data; if you write a poor 
questionnaire, it will all be rubbish.

Dr. Pete

Dear Dr. Pete Respondent CooperationTo ask Dr. Pete a question, e-mail Pete Cape at 
pete_cape@surveysampling.com

Dr. Pete Cape is the Knowledge Director at Survey Sampling Interna-
tional. He can be reached at pete_cape@surveysampling.com.

To read more of Dr. Pete’s answers, be sure to check-out the 
August issue of MRA’s eNews.

  
 

 Over the past three years, no issue has more strongly 
captured and focused the attention of the research profession than 
‘data quality.’ Ironically, we still have yet to define what ‘data 
quality’ truly means.  
 At its heart, ‘data quality’ represents the idea that 
research results should be accurate and consistent if the same 
study is run two or more times –  the classic definition of sound 
research.  A concern over a lack of data quality doesn’t refer 
to a single issue or problem, but rather to research as a whole.  
It is critically important to view data quality, both problems 
and solutions, in the framework of our principal resource, 
respondents.

Respondent Origins 
 Data quality concerns have arisen because of how 
the research profession’s relationship with the respondent has 
changed over time. The issues below highlight the core areas of 
concern:

Respondent Cooperation-
 A lack of representation due to poor cooperation is a 
main contributor to the ‘data quality’ problem.  An increase in 
the number of surveys, lengthening of surveys, expectations of 
privacy, and other issues has hampered cooperation.  The CMOR 
Research Profession Image Study shows that the biggest reason 
for refusal to complete surveys is a lack of time and the greatest 
motivator to participate is a short survey.
 Problematically, too often the answer for improving 
respondent cooperation has been additional follow-up contacts 
and more aggressive recruitment procedures as opposed to 
changes to the research design or respondent experience.

Respondent Engagement-   
 A second area of concern in data quality is the 
performance of disengaged respondents.  Oftentimes, it can be 
seen that certain respondents will invest too little energy in the 
survey process, leading to straight-lining, satisficing, or other 
disingenuous behaviors.  
 Researchers can examine and check for these poor 
performing behaviors.  However, the root cause of this behavior 
is the design of the survey instrument.  Researchers should think 
of engagement and survey burden as ethical considerations- 
equally as important as the other fundamental survey design 
questions.

Professional & Fraudulent Respondents-
 Through the wide use of incentives, the research 

profession has created a great motivation for some respondents 
to participate in research.  This issue, which has both positive 
and negative implications, has largely been contained to panels 
of respondents who have established relationships with research 
organizations.
 Of course, a positive development has been that many 
people are now motivated and excited to give their opinion 
to researchers – feeling a great sense of worth in the process 
(as well as accomplishment).  On the negative side, some 
respondents participate 
under false pretenses.  
Others may simply 
participate too 
frequently.  
 The topic of 
fraudulent respondents 
(who illegitimately 
access surveys) has received enough recognition that a variety 
of new technologies help to validate respondents and overcome 
the problem.  However, the research profession is still working 
to understand the implications of whether frequent participation 
causes a conditioning effect, resulting in a bias on the part of the 
respondent.  

Respondent Coverage-
 Coverage is increasingly a problem in all forms of 
survey research.  New methods of communication have offered 
the U.S. population a greater opportunity to choose unique and 
customized ways of being contacted and contacting others.  This 
has complicated the landscape for researchers who can no longer 
depend on one cost effective solution for reaching their target 
population.

Conclusion
 Data quality problems are directly connected to the 
research profession’s relationship with the public.  At the same 
time, every solution that is proposed to deal with a symptom of 
data quality (i.e. fraudulent, disengaged respondents, refusers, 
etc.) will also have the potential to affect that relationship with 
the public.  Given this perspective, the need to think through the 
consequences of these solutions has never been clearer.

By Patrick Glaser, CMOR

Data Quality Seen Through 
Respondents 

Keep an eye out for information 
about a new MRA/CMOR/IMRO 
data quality solution!

Patrick Glaser is the Director of Respondent Cooperation, CMOR. He 
may be reached at pglaser@cmor.org.

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

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

+

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

+
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this probability information ensures that samples are as 
statistically representative as possible, across multiple 
socio-demographic population characteristics.  Ideally, after 

weighting, most characteristics should be 
comparable to those published and updated 
monthly by the U.S. Census Bureau.  This 
scientific approach is the same principle 
used in the highest quality random-digit 

dial (RDD) telephone surveys. 
 Volunteer Access Panels boast impressive numbers 
of members (in the millions!).  They are not derived 
from a definable population (loosely perhaps “people 
on the Internet”).  The volunteers are not selected using 
probability methods; their selection probabilities are simply 
unknowable and cannot be calculated.  These opt-in panel 
members, by definition, self-select to join.  We don’t 
really know who or what these volunteers represent nor 
how to project any data from them to a larger population 
– an assessment widely supported by professional survey 
researchers. 

The Great Opt-in Train Robbery
 The attractiveness of cheap access to large numbers 
of online volunteers appeals to many clients.  To illustrate:  
say you want to measure something in the U.S. population. 
You climb aboard a crowded cross-country passenger train 
somewhere in the country.  Now you go up and down the 
aisles flashing a sign asking who would like to join a survey 
panel.  Even though many passengers neither see you nor 
your sign, you succeed in getting some people to say yes.  
The more train cars you walk through, the more and more 
volunteers you get.  Not bad.  
 Now you go back to all these volunteers, get 
some demographic information and ask them your critical 
study questions.  You gather all the data, and while the 
train passes through a dark tunnel, you wait and adjust 
these respondents’ characteristics to look like, well, the 
population of the United States!  (Just ignore the possibility 
that some passengers may be tourists from other countries.)  
And the answers to those critical study questions are more 
than suspect, at least.  
 So is this really a research bargain or a proverbial 
train robbery?  Sadly, many who use these Volunteer 
Access Panels to make important decisions seem to relish 
the large number of respondents they have, and how well 
their weighted demographic data line up regardless of the 
sampling problems. 

Coverage and Quality Trump Quantity
 Statistics show that about 25% of U.S. households 
are now without Internet access either by choice or 
circumstance, and this hurdle will not dissipate: April 2008 

research-on-research, shown in the table below, confirms 
this. Some of the main reasons cited include cost, no 
service, no computer skills or just disinterest. 

Table 1

Source detail:
KnowledgePanel®, randomly selecting one person 
per household; data are weighted; confidence intervals 
computed using a confidence level of 95%.

Staying Ahead of the Curve
 For both online panels and telephone-based 
research, numerous challenges lie ahead in keeping ahead 
of the curve:

One is that some segments of the population – e.g., •	
young male adults and urbanites – are becoming 
harder to reach and less participatory in research.
Another challenge is the rapidly growing number •	
of U.S. households that are abandoning landline 
telephones for cell phone only service.  Because 
traditional landline telephones form the basis of 
a Random Digit Dial sampling frame, solutions 
must be considered that will capture more cell 
phone only households.  Wider and growing 
representation will keep us ahead of the curve for 
the best population coverage in survey research.

 Attention to these quality issues and being 
transparent about sample representation, will empower the 
marketers who use Access Panels with a clear view of the 
reliability they so rightly demand.

By Charles DiSogra, Knowledge Networks

Trains, 

Planes 

And Automobiles

Of Trains, Panel Quality, and Sample Coverage
 The claim of high-quality research is frequently cited, 
but upon closer examination, only sometimes earned.  This 
is particularly true for popular opt-in Internet-based Access 
Panels, which were recently cited in Business Week by Gary 
Langer, Director of Polling at ABC News, as simply “poll-
taking clubs.”  To corporate shareholders, marketers, and 
policy makers it is critical that data be accurate and that online 
recruitment methods be known for these Access Panels to be 
used properly and the results correctly interpreted.  After all, at 
the heart of online panel quality is the simple need for accuracy 
and reliability.  
 To accomplish this, the industry must have 
comprehensive transparency about the term “Access Panel.”  
There are, in fact, two classes of Access Panels:   

VAP: Volunteer Access Panel, in which any o 
respondent can join from any venue, and 
NVAP: Non-volunteer Access Panel, in which o 
potential panel members are chosen by the 
research company by a statistically valid 
sampling method and using a known published 
sampling frame for that recruitment to establish 
panel representativeness. 

 Using this distinction, our industry clients can 
understand the differences between the two in areas such as 
coverage bias, self-selection bias, and non-response bias.  These 
definitional differences affect how one would select the correct 
Access Panel ‘class’ to use to meet the need of the study being 
contemplated.  
 In simple terms we can ask if the recruitment method 
utilizes known sampling probabilities.  What does that mean?  
Basically, all U.S. households with landline telephones and 
the members of those households have a known calculated 
chance for being selected to join an online panel.  Knowing 

Charles DiSogra is the Chief Statician at Knowledge Networks. He 
can be reached at cdisogra@knowledgenetworks.com. +
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 Is your organization’s privacy policy 
conspicuously linked from the front page of your 
Web site? If not, you may be violating California 
law – even if you don’t reside in or technically 
do any business in California! Recently, privacy 
advocates publicly criticized Google for such a 
violation, before adding such links.
 The California Online Privacy Protection 
Act (OPPA) (Cal. Bus. & Prof. Code 22575-22579) 
requires conspicuous posting of a privacy policy, 
and compliance with that policy. It applies to any 
research company that “collects and maintains 
personally identifiable information from a 
consumer residing in California who uses or 
visits” online. This includes research entities based 
anywhere in the world, whether or not they are 
even aware that they are collecting such data from 
Californians. 

Five Privacy Policy Must-Haves
 California’s OPPA also has specific criteria 
expected from any privacy policy (including a 
research organizations’). The policy should include:
• A list of categories of personally identifiable 
information (PII) collected;
• A list of categories of third-parties with whom the 
organization may share such PII;
• A description of the process by which a respondent 
can review and request changes to PII;
• A description of the process by which the research 
organization notifies respondents of material 

changes to the operator’s privacy policy; and
• The effective date of the privacy policy.

Where You Must Post Your Privacy 
Policy
 In addition, under the law, research 
organizations must conspicuously post their privacy 
policies on their Web sites. What does that mean in 
practice? Either the privacy policy must appear on 
the homepage of the Web site or the first significant 
page after entering the Web site, or the privacy 
policy must be hyperlinked to the homepage by an 
icon or text link that contains the word “privacy,” 
and must be in a color different from the background 
of the homepage.

What Could Happen If You Don’t 
Comply 
 Research organizations failing to comply 
with the law or the provisions of their posted privacy 
policy terms are in violation if such noncompliance 
is either negligent and material or knowing and 
willful. Operators have thirty (30) days to post a 
privacy policy once notified of noncompliance. 
Ordinary citizens, as well as government agencies, 
can file suit to enforce the law and bring civil 
penalties.
 For more information on complying with 
the California Online Privacy Protection Act, 
researchers should consult the Online Research 
component of the CMOR Compliance Guide.

Legislative Watch

By Howard Fienberg, CMOR

No Matter Where You Are, You May Be 
Violating California Law RIGHT NOW

Howard Fienberg is the Director of Government Affairs at 
CMOR. He can be reached at hfienberg@cmor.org. +

“research organizations 
must conspicuously post 
their privacy policies on 

their Web sites.”

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

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

Disclaimer: The information provided in this message is for guidance 
and informational purposes only. It is not intended to be a substitute 
for legal advice. CMOR advises all parties to consult with private legal 
counsel regarding the interpretation and application of any laws to your 
business.
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Kantar Operations, the North American operations group for 
Kantar, is one of the world’s largest marketing research, insight and 
consultancy networks.
We are currently seeking PROJECT MANAGEMENT and DATA 
PROCESSING professionals at various levels of experience to 
join our team.  We have tremendous opportunities in domestic 
and international accounts, as well as management and non-
management positions.  Our project management teams have 
presence across North America including our headquarters office 
in Naperville, IL and our remote offices in Los Angeles, CA; 
Fairfield, CT; Chicago, IL; and Austin, TX.    
*******
The Project Manager (PM) is the single point of contact between 
Kantar Operations and stakeholder companies from pre-field 
to post-field across data collection methodologies.  The PM is 
responsible for the timely delivery of quality data gathered in the 
most cost effective manner.  PM’s are involved in consultation of 
study estimation, overall study design, sample sources, vendor 
selection, vendor management, briefing guides, study launch and 
ongoing management of the study.  The PM is responsible for 
ensuring that the project meets timing and budget expectations, 
which requires detailed problem analysis and a solution 
orientation.  The PM must proactively troubleshoot and propose 
effective solutions while maintaining strong relationships with the 
stakeholder teams across North America.
• Qualified candidates will have a Bachelor’s degree in marketing, 
business administration, project management or related field.  
Prior market research and/or project management experience 
strongly desired.  Demonstrated experience in relationship 
building, problem solving and a strong client orientation required.  
Must have strong analytical, organizational and communication 
skills with the ability to maintain good time management while 
prioritizing and delivering against multiple deadlines.  
*******
The Data Processing Specialist is responsible for taking 
a hands-on approach to consult in data table design with 
Client Service of stakeholder companies and other internal 
departments.  This position is held accountable for providing 
clean data ensuring integrity, developing strong relationships with 
internal departments, and adding value through project consultation 
by offering data solutions.    
•Qualified candidates will have a Bachelor’s degree in 
marketing, mathematics, technology or related field.  2+ years 
of prior market research experience strongly desired.   Computer 
skills in tabulation software (Quantum or SPSS preferred) and MS 
Office skills required.  Must show ability to pick up additional 
technologies with ease.  Requires strong communication skills to 
develop productive internal relationships, solid attention to detail, 
and the ability to multi-task when working towards deadlines.  

For more information, please visit our website at: www.
kantaroperations.com. Send resume and salary requirements to: 
usjobs@kantaroperations.com. 
Director - Research (Tourism) 
Oversees travel and tourism research, analysis and evaluation 

related to policies and marketing programs of California Travel 
and Tourism Commission (CTTC). Requires ninimum six years 
professional experience in research capacity. Education equivalent 
to Bachelor’s Degree or higher in marketing, recreation, tourism 
or related field a plus. Benefits, in addition to salary, are medical, 
dental, vision, disability, sick and vacation leave, and 401k 
plan. Send cover letter and resume by e-mail to Tracy Garrett, 
Director of Finance and HR, at marketingjobs@visitcalifornia.
com. No phone calls, please. CTTC is an equal opportunity 
employer. For full position description, go to http://www.
visitcalifornia.com/AM/Template.cfm?Section=Career_
Opportunities&Template=/TaggedPage/TaggedPageDisplay.
cfm&TPLID=6&ContentID=7644 

Exciting Market Research Opportunity... 
This position is responsible for working with the Consumer 
Products Group in conceptualizing, designing, and executing 
research with consumers. Provides research findings and works 
with marketing/sales management to facilitate development of 
effective marketing plans and product launches. Coordinates 
marketing research activities, utilizing both secondary industry 
data as well as customized primary research. Develops surveys 
and focus groups to analyze customer purchasing patterns, 
preferences, and organization’s image and marketing effectiveness. 
Analyzes competitor data and pricing to that of the organization. 
Supports research managers to define problems/ issues and designs 
research to address the problem. Education: B.S.in related field 
required. Masters preferred. Experience: 3+ years experience 
(preferably cpg) Computer Skills: Familiarity with statistical 
analysis techniques and tools. Special Skills: Strong project 
management skills. Ability to work cross functionally to design and 
execute marketing research with customers & consumers, internal 
consultant to clients on business issues. Strong ability to balance 
& prioritize multiple projects at one time. Ability to design & 
manage quantitative & qualitative studies; understand and process 
primary & secondary data; analyze verbal or statistical data to 
prepare reports, studies and recommendations. For a more detailed 
description, please visit www.tyson.com/careers 

Senior Analyst - Global Media & Communication 
InterMedia is a leading global research, evaluation and consulting 
firm specializing in the field of media and communications. Based 
in Washington, D.C. and the U.K., InterMedia staff and associates 
have decades of accumulated research and consulting experience 
and vast geographical expertise spanning 100 countries around 
the world. We have an exciting opportunity for a Senior Analyst 
to focus on issues in media attitudes and behavior in transitional 
and developing countries worldwide. This is a highly visible 
position working closely with key clients and responding to 
their requests, mining InterMedia’s rich survey data archive, and 
collaborating with InterMedia regional media research specialists. 
Key Requirements • Strong ability to analyze and synthesize 
quantitative and qualitative, as well as primary and secondary 

research data • Deep interest in and knowledge of media and 
communications (including, but not limited to, the rapid changes 
in global media industries, technology, audience attitudes and 
behavior, etc.) • Strong oral and written communication skills, 
including compelling presentations/briefings to clients • Ability 
to work with colleagues and clients of diverse professional and 
cultural backgrounds • Strong proficiency in Microsoft Office 
applications and SPSS (or other statistical analysis software) • 
Ability to work to multiple and tight deadlines • Knowledge of 
foreign languages a plus • A minimum of a Master’s Degree in 
communications, political or social science, international relations, 
or related degree, plus 5-10 years of professional experience • 
Professional experience in research, analysis and reporting with an 
emphasis on making meaning out of data and delivering actionable 
recommendations • Proven ability to work with large and complex 
data sets • Experience living, studying and/or working abroad a 
plus •Available to travel (up to 40-50%) •Security clearance highly 
desirable InterMedia offers an excellent compensation and benefits 
package, a casual and friendly work environment, and a convenient 
downtown location. We invite qualified candidates to email your 
cover letter and resume to sgma@intermedia.org or fax to 
866-500-4095. EOE/M/F/V/D  

Performance Consulting assists Operations in improving 
business performance by providing collaborative based services of 
infrastructure support, problem solving, customer experience data 
and training & development.
Role: 
The Customer Research Analyst reports to the Voice of the 
Customer (VOC) Manager and is responsible for executing against 
the Operations VOC strategy.  This includes identifying and 
understanding customer’s needs and key drivers of satisfaction and 
formulating actionable recommendations. 
This position will need to work across JPMC with other Lines of 
Business to leverage and share best practices for VOC and Market 
Research. 
Specific role/responsibilities/duties/tasks: 
1. Conduct qualitative and quantitative studies (research design, 
topic guide/questionnaire development, conducting focus groups/
one on one interviews/surveys and report writing) 
2. Perform statistical analyses of customer experience and 
operational data. 
3. Interpret findings and create compelling case for change 
4. Assist in design & development of market research/customer 
advocacy programs  
5. Present findings/conclusions to clients and conduct action 
planning sessions
Qualifications: 
*Market research experience (linking customer behavior to 
business results, qualitative/quantitative research methodologies, 
tools and analyses). 
* Knowledge of commercial banking/financial institutions. 
* Proficiency in MS Word, Excel, PowerPoint, and Access 
preferred. SPSS and Confirmit a plus 
* Ability to manage multiple projects simultaneously 
* Expert negotiation, influence, communication, presentation, and 
facilitation skills required. 

* Proven ability to work across all hierarchical and organizational 
lines. 
Minimum required education/Preferred education: 
* Education: College degree in Market Research preferred (or 
equivalent experience)
How to Apply: 
Go to http://careers.jpmorganchase.com, and under Experienced 
Opportunities, click Search & Apply for Jobs. Put the following 
requisition number into the keyword search box: 080020590.  
Click on the Go button,  then click on the appropriate link to view 
the description and apply online.  

 
Research Director 
InterMedia is a leading global research, evaluation and 
consulting organization specializing in the field of media and 
communications. Based in Washington, D.C. and the U.K., 
InterMedia staff and associates have decades of accumulated 
research and consulting experience and vast geographical 
expertise spanning 100 countries around the world. We have an 
exciting opportunity for a Research Director to provide leadership 
and direction for our international research activities, with an 
emphasis on quantitative research. Responsibilities: • Technical 
Leadership: Provide strong technical support and leadership 
in research methodology • Methodology: Ensure that the most 
appropriate research methodologies are applied to meet project/
client requirements. • Sampling: Design and analyze sampling 
plans for random probability surveys in developing countries/
emerging markets, liaising with local subcontractors as necessary 
• Quality Control: Ensure quality control procedures for all 
phases of the survey research process (sample design, project 
management, field oversight, data entry and integrity) • Analysis: 
Perform statistical consulting in many application areas, including 
sampling design, strategic decision analysis, and quality assurance 
• Training: Promote high standards of quantitative research and 
skill enhancement and innovation through training and mentoring, 
manuals and procedures • Client Liasing: Interact with key clients 
on methodological issues and make oral presentations relating to 
research/analysis •Business Development: Be involved actively in 
raising InterMedia’s research profile, contributing to proposals and 
developing an internal research agenda Qualifications: • Ph.D. in 
the social sciences or market research and a minimum of 10 years 
of relevant experience • Excellent knowledge and understanding 
of all stages of the quantitative survey research process, methods 
and data analysis, with an emphasis on thorough understanding of 
survey sampling techniques, relevant population data sources and 
data weighting calculations in developing countries. • Excellent 
knowledge and understanding of evaluation methods and practices 
• Professional experience commissioning and overseeing sample 
surveys and working with large volumes of complex data • 
Experience in the challenges of assuring high quality data in 
developing/emerging markets • Experience in proposal writing 
• Proven experience working with SPSS, and preferably Web-
based data submission and reporting applications. • Demonstrably 
high levels of organizational, teamwork, mentoring, project and 
time management skills • Ability to communicate clearly and 

Now Hiring!

(Continued on page 42)
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effectively in written and oral form in English • Ability to work 
with a diverse range of staff, clients and subcontractors • A passion 
for research and a commitment to delivering high-quality data 
and analysis to clients • A strong interest in international research, 
especially in the developing world • Proactive problem solver, 
strategic thinker, and leader • Ability to travel internationally, as 
required InterMedia offers an excellent compensation and benefits 
package, a casual and friendly work environment, and a convenient 
downtown location. We invite qualified candidates to email 
your cover letter and resume to rdhr@intermedia.org or fax to 
866-500-4095. EOE/M/F/V/D  

 
Field Services Coordinator, Chicago Metropolitan area 
A marketing research company specializing in custom 
qualitative marketing research in support of the pharmaceutical/
medical industry needs a Field Services Coordinator who will 
be responsible for executing and managing field activities for 
research projects awarded to the company, including scheduling, 
negotiating with outside suppliers, management of recruitment and 
client interface. The primary job responsibility is the successful 
execution of all project-related field activities. 
To apply please e-mail connie.yan@mra-net.org with the 
subject 801. 

Marketing Research Analyst 
Major Responsibilities Plan and perform/coordinate marketing 
research projects to support areas such as marketing strategy, 
academic product development, and student/client satisfaction. 
Conduct periodic interviews and focus groups. Manage 
marketing research vendors and maintain source list. Analyze 
data and prepare findings, conclusions, and recommendations 
for various constituents, including executives. Conduct ongoing 
secondary research. Perform ongoing competitive analysis. 
Develop and analyze marketing ROI data. Coordinate activities 
with marketing team members. Minimum Requirements: 
Bachelor’s degree, preferably in a related field. 7-10 years 
related professional experience. Courses or formal training in 
marketing research preferred. Attention to detail and strong 
analytical, quantitative, and organizational skills. Strong 
computer skills; statistical software familiarity a plus. Strong 
written and verbal communication skills. Ability to communicate 
technical information to non-technical audiences. Ability to 
work independently and as part of a team. Ability to maintain 
confidential informatio. To Apply: Submit resume and salary 
requirements to the HR Office, Walsh College, 3838 Livernois, 
Troy, MI 48007-7006 or email: hr@walshcollege.edu  

 
Exciting Career Opportunity 
Hillenbrand Incorporated/Batesville Casket Company is seeking 
top talent to join us in our growing Market Development Group 
located in Batesville, IN. Check us out and apply online at www.
batesvillecareers.com or email your resume and cover letter to 
todd.mayse@hillenbrand.com. 

Senior Researcher - Pharma/Biotech Retained Search Firm 
Description: The primary function of the Senior Researcher is to 
source pharmaceutical/biotechnology research & development 
talent for our internal recruiting staff. Responsibilities: In this 
role, you will be responsible for acquiring prospective candidate 
names and background information, verifying and documenting 
that information, as well as database maintenance and integrity. 
You will have a strong understanding of the candidate marketplace 
and will be extremely web-savvy with well honed Internet 
and phone research techniques. To find many of these people, 
one must have the ability to think outside of the box. This role 
will have a key strategic component to it in terms of providing 
guidance to the company regarding tools and techniques needed 
to optimize candidate identification, analyzing their value to 
our recruiting efforts, and making recommendations as to their 
return-on-investment. Functionally, you must be able to build 
and maintain our client and candidate databases by qualifying 
and extracting information from multiple data sources (corporate/
in house databases, web research, trade show lists, professional 
association lists, etc) in order to provide crisp candidate target lists 
for our highly focused recruitment efforts. Philadelphia Area - No 
Relocation Principals Only Application MUST include cover letter 
with salary requirements 
To apply please e-mail connie.yan@mra-net.org with the 
subject 802.
 

Project Director 
StrategyOne, a Daniel J. Edelman Company, is a corporate 
positioning, market research and strategic communications 
agency that seeks a Research Director in its Washington, DC 
office. This position reports to the StrategyOne Vice President. 
The ideal candidate for this position will have 4-7 years of direct 
Primary Research experience with aspects of the quantitative and 
qualitative research process, including original client contact and 
proposal writing; developing questionnaires and other research 
instruments; coordinating work with third-party data collection 
vendors and facilities; and designing, developing and presenting 
finished analytical reports. Strong data analysis, writing and 
communication skills are essential. Previous experience in any of 
communications, public opinion/marketing research, polling firm, 
public relations agency, advertising agency, or media is required. A 
successful candidate for this position will be highly motivated. She 
or he will be responsible for writing preliminary drafts of surveys 
and focus group guides, managing execution of focus group and 
survey-based projects, designing and analyzing crosstabs, charting 
quantitative data and working in collaboration with Edelman 
PR account teams as well as external clients. Candidates must 
be autonomous, highly organized, adept at managing multiple 
projects simultaneously and meeting project deadlines. She or he 
also must work well with a small, fast-paced team. The ability 
to synthesize information in a concise and effective manner is a 
must. Position offers excellent benefits/compensation, location and 
the opportunity to work with an exceptional staff and world-class 
clients. Visit www.strategyone.net for more information. To apply 
please visit www.edelman.com, under ‘Careers’, job #003872. 

Research Assistant
Established opinion research consulting company specializing 
in elections and public policy issues seeks full-time Research 
Assistant for Oakland, California office. 
Research Assistant will work with others and independently for 
election-oriented clients and public- and private-sector entities, on 
tasks including drafting questionnaires and focus group discussion 
guides, analyzing survey and focus group data and crafting strategic 
recommendations, and preparing written and graphic presentations 
of research findings. 
Strong qualitative and quantitative analysis and writing/verbal skills 
are prerequisites.  The environment is fast-paced and deadline-
oriented.  
This is an entry-level position, with opportunities for advancement 
and salary commensurate with skills/experience.  Send resume to: 
resume@fmma.com
Research Position
Fairbank, Maslin, Maullin & Associates
1999 Harrison Street, Suite 1290
Oakland, CA  94612

Market Research Analyst - Supplier Side
Great opportunity for an experienced Market Research Analyst 
to work with a well established and highly regarded business-to-
business market research firm located in Chantilly, VA. Under the 
supervision of a Sr. Manager, you will review project requirements, 
develop proposals, design surveys, program online or telephone 
surveys, manage data collection, analyze data results, answer client 
questions, write topline and final reports, create presentations, 
and write conclusions and recommendations based on research 
findings. Read more about this opportunity and how to apply at: 
www.marketconnectionsinc.com. No phone calls please.

Senior Field Manager 
The Senior Field Manager is responsible for the overall manage-
ment of a wide variety of qual and quant field studies using differ-
ent data collection methodologies, with input from the Director of 
Field Operations when necessary. 5 years general business experi-
ence with proven skills in terms of multi-tasking and attention to 
detail a must. Knowledge of market research field coordination or 
vendor management a plus. Reports to Director, Field Operations. 
Principal Contacts: Director, Field Operations Field Staff Project 
Staff Outside Vendors Clients Key Responsibilities: v Prepar-
ing bids and compiling bid information, including: · RFP review 
· obtaining specs from project staff · contacting minimum of two 
vendors for cost comparison v Researching product/therapeutic 
area (if necessary) v Researching sampling options v Coordinat-
ing pre-test interviews when necessary, including: · Reserving 
facilities · Scheduling of pretest with IT, Finance, and research 
staff · Scheduling of catering services (if needed) · Overseeing 
recruitment of physicians for pretest interviews v Reviews screener 
survey instrument and consults with supervisor and PD as needed; 
conducts ongoing analysis of screening criteria for incidence 
problems. v Conducts briefings with vendors with PD and/or 
supervisor participation v Overall project management, includ-
ing: · Receiving/reviewing daily updates from facilities · Noting/
reporting any scheduling/incidence issues · Providing feedback to 
project staff Education / Other Requirements: Bachelor’s degree 
preferred. Experience with Microsoft Word and Excel. Ability to 
handle multiple projects simultaneously. Excellent interpersonal 
and organizational skills. Interested candidates should send resume 
and salary requirements to: susan.tsebro@adelphigroup.com, by 
fax: 215-489-9255; or by mail: Adelphi Research by Design, Attn: 
Human Resources, 2005 S. Easton Road, Suite 300, Doylestown, 
PA 18901. 

(Continued from page 41)
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punctuation and numerous other grammatical and lexical 
dissimilitudes.

Beyond UK and US
 Microsoft Word 2003 spellchecker lets you 
choose from no less than 18 varieties of English, listing 
the following countries: Australia, Belize, Canada, 
the Caribbean, Hong Kong, India, Indonesia, Ireland, 
Jamaica, Malaysia, New Zealand, the Philippines, 
Singapore, South Africa, Trinidad and Tobago, the United 
Kingdom, the United States and Zimbabwe. As a matter 
of fact, English is spoken in the following 54 sovereign 
states and territories: Antigua and Barbuda, Australia, 
Barbados, Belize, Botswana, Cameroon, Canada, 
Dominica, Fiji, Ghana, Grenada, Guyana, India, Ireland, 
Jamaica, Kenya, Kiribati, Lesotho, Liberia, Madagascar, 
Malawi, Malta, the Marshall Islands, Mauritius, 
Micronesia, Namibia, Nauru, New Zealand, Nigeria, 
Pakistan, Palau, Papua New Guinea, the Philippines, 
Rwanda, Saint Kitts and Nevis, Saint Lucia, Saint Vincent 
and the Grenadines, Seychelles, Sierra Leone, Singapore, 
the Solomon Islands, South Africa, Sudan, Swaziland, 
the Bahamas, Gambia, Trinidad and Tobago, Uganda, the 
United Kingdom, the United States, Vanuatu, Zambia and 
Zimbabwe. In addition, English is the dominant language 
in 25 non-sovereign entities (such as Hong Kong). The 
accompanying map shows where English is the dominant 
language.

 
 
 

       

 In some of the countries listed, English does 
not have “official” status. It comes as a surprise to most 
people that among the countries lacking an official 
language are Australia, the United Kingdom, and – how 
about that – the United States. On the other hand, in 
some countries where English is the official language (or 
one of multiple official languages), the number of native 
speakers is quite low relative to the country’s population. 
India, for example, with a population of 1.1 billion, has 
fewer than 200,000 native speakers of English. According 
to the Constitution of India, Hindi is the official language 
and English the ‘subsidiary official language;’ however, 
English is mandated for the authoritative texts of all 
federal laws and Supreme Court decisions, and (along 
with Hindi) is one of the two languages of the Indian 
Parliament.
 Today, approximately 375 million people around 
the world speak English as their first language, which 
makes it the third largest language by number of native 
speakers, following Mandarin Chinese and Spanish. 
English and Spanish come close in terms of the number 
of native speakers; consider the fact that about one eighth 
of the population of the United States are native Spanish 
speakers. Of course, when we combine native speakers of 
English with those who speak it as their second language, 
English is considered the number one language spoken 
worldwide, even though in this case Chinese comes 
quite close, too. The trick is to determine what the actual 
number is of people who speak English as their second 
language, because of different levels of mastery of the 
language. Will two semesters of studying English make 
you an English speaker? Four? Or do you have to use the 
language on a daily basis to be considered? There are no 
clear guidelines. 

Localization Issues
 English is a “pluricentric” language, which 
means that there is no central language authority like 
France’s Académie française, and therefore no variety is 
considered the “standard.” In theory there is a concept 
of “International English,” but in practice the English 
language in each country has its own peculiarities and 
“International English” is not being used, simply because 
most people don’t even know it exists, and also because 
there is currently no consensus as to exactly what it 
means. 
 To keep track of multiple English versions, it is 
advisable to use ISO country codes in the file name, for 
example: “surveyname_ENG_GBR.doc” where “ENG” 

(Continued from page 30)

(Continued on page 46)

Do You Speak This Type Of English?
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Solid Foundation
Exceptional Reputation

3932-A JFK Parkway
Fort Collins, Colorado 80525
3932-A JFK Parkway
Fort Collins, Colorado 80525

Call or visit us today!
866.96.MYPBR (toll free)

www.pbresearch.com

Actively supporting...

MRA          AMA         CASRO

mvlgroup

PhoneBase Research, Inc.,  a division of

mvlmvlmvmvllgroupgroup

Timeliness       Accuracy      Proven Results-- Bilingual (Spanish) Interviewing

Telephone and Online Services

Unsurpassed Quality

Fast Turnaround

Competitive Pricing

Predictive Dialing

We specialize in conducting high quality primary research using the telephone and 
Internet.  With the power of the ACS Query and CfMC platforms, we’ve successfully 
gained insight into virtually every industry.  Our experience dates back to 1994, 
affording our clients the information and feedback they demand.

identifies the language (English) and “GBR” identifies the 
country (United Kingdom). Software localizers typically 
use two-letter codes (for example, “en_gb”). Both 3-letter 
and 2-letter code lists are defined in ISO 639 and ISO 
3166 respectively. The 2-letter country codes are also used 
on the Web (for example, www.deutschland-tourismus.de 
is a German site). 

          Even though people 
in England, Canada, India or 
Australia will have no difficulties 
understanding American English, it 
is an established practice to provide 
localized versions when conducting 
marketing research in different 
English-speaking countries. 
Localization (or “localisation” 
as the Brits would have it) goes 
beyond replacing “color” with 
“colour.” Consider the screener 
part of a survey. Currencies need 
to be localized, and sometimes the 
income breaks as well – respondents 
in India will have very different 

incomes than those in Singapore. The same applies to 
educational levels – not every country uses the same 
educational system. 
 While the cost of localization for multiple 
English-speaking countries is significantly lower than the 
cost of preparing a survey for countries where languages 
other than English are spoken, it is a cost nonetheless and 
needs to be budgeted for marketing research projects. 
Do-it-yourself solutions might work if you have a branch 
in the target country or if your client has a presence in the 
target country and can take on the localization. 
 Running a U.S. survey through a U.K. (or Indian, 
or Australian, etc.) spellchecker in MS Word will not do 
the trick and if you do not have in-country resources, you 
would be well advised to use a professional language 
service. A language service provider will be able to advise 
on various language issues (for example, do you need 
to localize a U.S. survey for Canada?) and will help you 
navigate the intricacies of localization. 

(Continued from page 44)

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

What Did You Say?
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1.)  How long have you worked in the MR profession?
I have been in the marketing research profession for over 30 years, 
beginning in the advertising agency business as an account 
executive and later account planner. 

2.)  What positions/titles have you held?  
I started my career at the top, as president of Adscape, a student 
run advertising agency, then came down to earth as an Account 
Executive and later Account Planner at several Dallas area Adver-
tising Agencies.  I became President and Partner at Dillard-Lavine 
Advertising and Marketing in 1982 and Founder and President 
of Common Knowledge Research Services in 1988. My present 
position is CEO of Common Knowledge, a member of the Toluna 
Group.

3.)  What does the PRC certification mean to you?
It means that I am a recognized professional, who can be 
depended upon by my clients for understanding their needs and 
expert advice when called for.  It means our clients can view me as 
someone who has made the effort to keep my research knowledge 
and skills sharp and can guide them through the latest and 
greatest our industry has to offer.

4.)  What interested you in the PRC program?
I wanted our clients and prospects to know that we take 
knowledge and understanding of their business seriously.  It is also 
a great way for me, as a manager, to know that my staff is getting 
an opportunity and encouragement to stay current with industry 
trends.

5.)  How have you encouraged your employees to gain 
certification?
Common Knowledge requires PRC certification for all eligible 
employees and is proud of the continued effort we are making to 
maintain our certifications through continuing education.

6.)  In your opinion, should market research 
professionals earn the PRC designation? Why?
As in any industry, there are those who take orders and those that 
can provide a valuable contribution or consultative sale.  This 
designation helps identify those who can help make a strong 
contribution to the research process, wherever in that process they 
may be.  The value in requiring continued education means that 
we each have an opportunity to keep informed and up to date on 
the problems facing our industry as well as the latest solutions and 
techniques used to solve those problems.

7.)  In your opinion, what are the three most valuable things 
your PRC designation provides you, professionally and 
personally?
•       The PRC designation encourages me to keep current in our  
industry.
•       It provides a clear communication that I am 
someone who can contribute to helping others with their 
research needs.
•       Through the certification of my staff, it helps me to know 
they will also be staying up to date and knowledgeable regarding 
the needs of our industry.

Meet Steve Lavine, PRC
Name: Steve Lavine
Certification:  Provider-Primary-Related Services-Quantitative 
PRC Level: Expert
Company: Common Knowledge Research Services
Location: Dallas TX
Job Title: President
Web site: www.commonknowledge.com 

For more information, please visit: www.mra-net.org/prc.
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Profession News/Announcements
EMI Surveys hired Tony 
Brown as a Sales Executive.

Cashman + Katz Integrated 
Communications of 
Glastonbury, has hired Joni 
Krasusky as Director of its 
research facility, Connecticut 
InFocus.

Itracks formed a partnership 
with GroupNet.

G&S Research hired Jorge 
Rodriguez as Director of 
Client Services; Alicia 
Moody as Graphics and 
Reporting Specialist; and 
Stacia Murphy as a new 
Data Specialist.

Survey Sampling 
International raised $40,000 
for Asia as a part of their In 
Our Thoughts Campaign.

CETRA, Inc. has added Sign 
Language Interpretation to its 
translation services.

The Praxi Group hired 
Roxanne Salen as Project 
Coordinator.

Proudfoot Consulting named 
John Manrodt and John 
Klustner as Senior Vice 
Presidents.

Kadence has expanded to 
China with the opening of a 
Hong Kong office.

Are you making the most 
of your MRA membership?  
MRA’s valued affinity 
programs save you time and 
money on the products and 
services you need.  Take 
advantage of all your exclusive 
membership benefits today, 
visit www.mra-net.org for more 
information.  

Are you rated?  EEP allows 
users to rate their experiences 
with a business partner and 
view ratings on a potential one.  
Expand your business now at 
www.mra-net.org. 
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Contact Jennifer Cattel, Certi� cation Manager, MRA, at 860-682-1000 or jennifer.cattel@mra-net.org 
for more information.

New PRC 2.0 
Web Site 

www.mra-net.org/prc
PRC’s gain more � exibility with education requirements 

Increased recognition for PRC’s 

A simpli� ed classi� cation structure to easily determine your research category and level of expertise

PRC Upgrades to 2.0...

Apply between July 1st & December 31st with no required exam 

Open Enrollment...  
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“Our clients and customers understand that because we’re PRC, we’re highly 
competent and we’ll complete their product according to the highest 
professional standards. As a result, our company has gained the trust of 
these repeat customers.

 I believe at least one client has chosen us over another company that didn’t have PRCs because 
of the commitment PRC indicates. Personally, if I have two preferred vendors, I choose the one 
with PRCs on sta� . “
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What kind of fish swim in your river?

other “rivers”

For more information:
call 800.409.6262
email info@dms-research.com

Freshness. What does exclusive access to millions of 

internet users with reach across 92% of the internet's 

total traffic mean for your surveys? It means Opinion 

Place engages more casual survey takers for the broadest 

respondent base, without dipping into the same pool like 

many other psuedo-rivers do to get their numbers. At 

DMS, our combination of fresh respondents and a 

sophisticated series of security "nets" ensures that repeat 

respondents never taint your online sample. Our river 

guarantees freshness for your survey.

Discover the                       Source for Online Sample!

Treasuring fresh
respondents
since 1995!

Full Page Ad  ·  7.25” x 10”
with bleed 8.625”x 11.125” 



YOUR GLOBAL RESEARCH PARTNER, ANYWHERE, ANYTIME.

WE DEFINE QUALITY WE DEFINE QUALITY 
It could be a place or simply a moment in time.
It’s finding something special at no extra cost.
You can feel it and sense it.
And you’ll know it when you see it.
Our facilities have it.

It could be a place or simply a moment in time.
It’s finding something special at no extra cost.
You can feel it and sense it.
And you’ll know it when you see it.
Our facilities have it.

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

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

US: ATLANTA  •  BOSTON  •  CHICAGO •  CHICAGO O’HARE  •  DALLAS  •  HOUSTON  •  LOS ANGELES 

NEW JERSEY  •  NEW YORK  •  ORLANDO  •  PHILADELPHIA  •  PHILADELPHIA BALA CYNWYD  

PHOENIX  •  SAN FRANCISCO   UK:  CENTRAL LONDON  •  WIMBLEDON 

TOLL FREE: (USA) 866-549-3500  •  (UK) +44 (0) 207 935 4979  •  www.SchlesingerAssociates.com
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110 National Drive, 2nd Floor
Glastonbury, CT 06033

www.mra-net.org      (860) 682-1000

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

   June 3-5, 2009: MRA Annual Conference and RIF
                    Marriott Chicago Downtown

Upcoming Conferences


