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PRESIDENT"S

Finding myself in the final part of my tenure as
President is quite daunting. There is so much
we have accomplished this year and so much
we still want to do before June. Thanks to a
wonderful Board and great volunteers, we have
managed to make our educational and
networking events more professional in terms
of venues and speakers. A special thanks to
Liz Bloom of Schlesinger Associates and
Meg Ryan of Marketing Systems Group and
their committee for doing such a spectacular
job in these two areas.

We were thrilled to have HBO speak at our February 15th event
and hope that subsequent speakers will be able to give you, our
members, more information about the industry and also help
you get qualifying credits towards PRC. In view of the fact that
our attendance is always increasing, we have managed to locate
several spaces that can accommodate larger groups as well as
provide the audio/visual support we need.

SCHOLARSHIP NEWS
We were very pleased to see our Scholarship winner, Miriam
Shaffren, at our event at the Union Square Ballroom. It is
always warming to see our ‘family’ grow. We are going to offer
the same Scholarship to Baruch College again this year and then
explore approaching other schools. We will also be embarking
on participating in a campus club at Baruch. We need volunteers
to meet with interested students to promote the opportunities
they will have in joining our industry. Baruch has been kind
enough to offer a stipend for refreshments to make

our joint experience a more hospitable

one. Please contact Jacki Spear at
Jjspear @ harrisinteractive.com

or Brendan Sammon at
Brendans @whoisq.com

if you are interested in

becoming part of

Rhoda Brooks
IPC, President
2005-2006 Chapter President
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MESSAGE

It is truly a rewarding experience to welcome
newcomers into the industry and who
knows...you might gain a competent new
employee for your company as well!

MRA WILL BE 50!

On another happy note, the national organi-
zation of the MRA will be celebrating its
50th anniversary in 2007. Each chapter has
been approached to share some of its history.
If you are in possession of any interesting
photos or memorabilia from your chapter that
you think might be of historical interest in this
celebration, please contact me. Amusing or entertaining items
will, of course, be accepted as well. All materials will be
returned to you after the event in San Francisco in June 2007.

YOUR PARTICIPATION IS NEEDED...

In the next few months we will be approaching you to
participate in the members’ needs and programming needs
assessment survey as well as to vote on our revised by—laws.
We hope you will all participate in these two important aspects
of our chapter. We need your input to make our services better
for you. Outside of volunteering, these are the most important
ways in which your feedback will enhance our chapter’s
progress and improvement.

END-OF-YEAR EVENT
Our end-of-year event on June 6th, at which time we will install
the new Board members, will be held at the Union Square
Ballroom (which received many plaudits at our last event
there). Voting ballots will be mailed to you
in April so be certain to vote once you
receive your ballot. The results
will be announced at our

chapter even

we all know
so keenly, your
opinion counts! I

our Scholarship look f J
Committee  or New York, NY 00k forwar to
between 15th and 16th Streets - seeing you
Campus ~ Club Entrance to left of 27 Union Square West. j 6th
initiative. Handicapped entrance is 27 Union Square West une o6th.

(elevator)
(212) 645-1802
6 p.m. -9 p.m.
Cocktails and Buffet



EDITOR’S
NOTE

Welcome to a very “late”
issue of the newsletter. It
seems that time has escaped
me these last few months; I
am personally blaming it on
the cold weather.

Woodrow Wilson once said,
“The ear of the leader must
ring with the voices of the
people.” Our organization
has many leaders and those
leaders only have power due
to the voices of the people.
We elect these leaders and our input should not end with their
election. I invite everyone to seek out the MRA Board members
and let them know what you think about our meetings, our
newsletter, our speakers, etc. It is your input that is essential to
ensure that you are getting everything you want and need out of
this Greater New York Chapter.

Nicole T_ Cicogna,
Vice President of Sales,
FGI Research

In this issue we announce the candidates up for election to the
Board. The nominating committee has done an excellent job
of selecting these new MRA leaders. Please join me in
congratulating all the nominees.

As always, I look forward to seeing everyone at our next event.
Nicole L. Cicogna

Editor

FGI Research

(203) 845-8275

ncicogna@fgiresearch.com

Research Software

Nonstop Support

San Francisco
915 Broadway Joyce Rachealson Denver
Suife 609 VP, Director of
Product Sales Afianfa
New York
New York 10010 joycer@cfmec.com New York
1 212-777-5120

www.cfmc.com f212-777-5217 London

Tlolidey Rl

We would like to thank the following
companies for generously donating
$100 or gifts for the holiday raffle —
a real favorite!:

A&G Research, Inc.
Carbonview Research
C & C Market Research, Inc.
Crimmins & Forman Market Research, Inc.
Data Development Worldwide
Eastern Research Services, Inc.
FocusVision Worldwide, Inc.
Friedman Marketing
Gazelle Global Research Services, LLC
Greenfield Online, Inc.
Interviewing Service of America NY (ISA)
International Point of Contact (IPC)
Ipsos Shifrin
Issues & Answers Network, Inc.
Long Island Groups in Focus
Marketing, Inc.
Newman-Stein, Inc.
New York Focus
Opinion Access Corporation
Performance Plus/Boston Field & Focus
Q Research Solutions, Inc.
RTi-DFD
Schlesinger Associates, Inc.
SPSS
Survey Sampling International
Taurus Marketing Research Field & Focus, Inc.
The Research Firm, Inc.
The Wats Room, Inc.
TMR, Inc.
Weinman Schnee, Inc.

GIFTS:

Computers for Marketing Corp: Hand held TV

Ebony Market Research: Gift Basket
Golf Digest: Golf Goodies

Greater New York MRA: Conference Registration

FRIEDMAN

MARKETING SERVICES

¢Hola,
y su opinion es ¢

Friedman’s bilingual staff
are experts in

Spanish Language
interviewing

914 698 9591
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JOINT
CHAPTER
CONFERENCE

The Greater NY/Philly Joint Chapter
Conference is right around the corner,
and we are all very excited at the line-
up this year, which proves to be the
best ever! We are back, once again, at
the beautiful Park Hyatt at the
Bellevue to hear speakers from around the country share their
research experiences with us. Ranging from Presidents and CEO’s
of full service and data collection market research companies, to
end-user client consultants for such household names as Snapple
and Crayola, these challenging and informative presentation
sessions are sure to keep you at the forefront of the current research
environment. Want more? How about a panel of field directors at
your disposal? You got it! Come listen as we get deep inside the
minds of some of the industries most well known field directors
from small companies to Honomichl 50 organizations and find out
what they really want and need. All this, and almost every session
is PRC certified, so you can be sure to add as much as 6+ contact
hours toward your certification.

Lance Hoffan
Vice President of Sales
Opinion Access Corp

But just because you are going to be challenged while learning
useful information does not mean we can’t have fun, right?
I certainly hope not. The conference always offers fantastic
networking opportunities, with our Thursday night cocktail party
hosted by e-Rewards, you can be sure that the fun will be flowing
(along with plenty of food and drinks)! So save the dates. April 6th
and 7th will prove to surely be the best Joint Chapter Conference
the MRA has ever seen.

For more information, please contact Lance Hoffman at
Ihoffman @opinionaccess.com, or Dusten Lorenz at
dlorenz@biovid.com. We look forward to seeing you all there.

m %h Greater New York Chapter

THANK YOU TO OUR SPONSORS
2006

Innovative Concepts
Issues and Answers
LanguageWorks, Inc.
Harris Interactive Service Bureau
O Research
Schlesinger Associates
SPSS
Survey Sampling International
Think Virtual Fieldwork
Marketing Systems Group
CfMC Research Software
Focus Vision
Greenfield Online
Interviewing Service of America
FGI Research

BOARD

The Nominating Committee is pleased to announce
the selection of candidates for the upcoming
election of the 2006-2007 Board of Directors of the
Greater New York Chapter of the MRA.

PRESIDENT ELECT (running unopposed)
Scott Sycoff, Innovative Concepts

TREASURER (continuing for 2nd year)
Denise D’Andrea, CIMC

SECRETARY (continuing for 2nd year)
Janet Baldi, RTi-DFD

DIRECTOR-AT-LARGE (continuing for 2nd year)
Lizabeth Bloom, Schlesinger Associates

DIRECTOR-AT-LARGE (continuing for 2nd year)
Meg Ryan, Marketing Systems Group

There are two positions available for
DIRECTOR-AT-LARGE.
The following members have been nominated:

DIRECTOR-AT-LARGE (2 year. Term)
Nicole Cicogna, FGI Research

Hilary Fischer, Ziment

Jon Last, Golf Digest

Dina Paglia, Interviewing Service of America

Ballots will be sent out in April, and the election
stays open until May 22, 2005. Ballots received after
that date will be disqualified.

Installation of officers will take place at our end of
year meeting on June 6th at the Union Square
Ballroom. See the first page of this newsletter

for details.

Many thanks to this year’s Nominating Committee
for their work in putting together the slate for this
year’s elections:

Ruthann Chesnoff, Taurus Market Research

Joan Maimone, Ipsos Shifrin

Paul Posluszny, Marketing Systems Group

Jacki Spear (Chair), Harris Interactive Service Bureau
Mary Wang, SPSS

Kim White, Eastern Research



TECHNOLOGY TODAY

SMOOGLE THAT

Google

We all know about the various drives that can store and feed back
data on our computers, C, A, E, etc.; but, did you know there will
likely be a new “G” drive on your computer in the very near
future? What’s a “G” drive you ask? Well, surprise, surprise, it is
the Google online hard drive and it will presumably provide you
with an infinite amount of storage space for your data while
acting kind of like a virtual home computer. With this “infinite”
storage capacity, Google can house all of your user files
including e-mails, pictures, bookmarks, web history, etc., and
make it accessible to you from anywhere on any device on
any platform.

That almost bears repeating, but you get the gist. It is pretty
overwhelming. Of course, the first question that comes to mind
is, how will Google protect your files from nosy neighbors? Well,
apparently Google has figured that one out too. Along with
“GDrive” comes something called “Lighthouse,” ostensibly an
innovative way to protect your data from unwelcome visitors.
But apparently no one outside of Google is yet clear on exactly
what Lighthouse is or how it works - it’s still a secret and so,
supposedly, is GDrive.

Google the mysterious is not talking about any of this openly yet,
(they rarely talk about anything openly), but at Google’s annual
analyst conference on March 2nd, Eric Schmidt (Google CEO)
reportedly confirmed the existence of GDrive and a few other
Google initiatives. A presentation outlining the plan was
accidentally posted on Google’s web site and immediately pulled
off, but not before some quick moving bloggers got hold of it.

Squirm if you must, but how could you not be awed by the
concept, the implications of which could turn your PC into an
antique, change the way we access information, the way we
communicate and the way we conduct business both privately
and from a corporate perspective. It is mind googling to even
think about it.

Google bashers are bound to go
after this one, but all bashing aside,
this company is not living in the
present, it is living in the future and
as far as they are concerned, there
are no limits to what they can achieve.

Gabe Oshen,
VP Account Services, ISA
New York

We might all have reservations about security and privacy, but
let’s face it, there isn’t any real privacy on the World Wide Web
and security is only as good as the hacker that can penetrate it.
Those are the realities and we should come to accept them. There
are steps we can all take to surf the web in relative stealth — you
can even Smoogle your Google (a way to access Google’s search
engines without identifying yourself — go to smoogle.com). But
at the end of the day it is about easy access to information,
mobility and communications. The best we can hope for is a
company with some integrity that really means it when they say
they will protect our privacy.

I like Google. And strangely enough, I trust Google. I like their
philosophy and I admire their innovative approach to technology.
I’d really like some of their stock too! But I have to wonder just
how ready the world really is for a company like this. The
possibilities seem endless and the power that goes along with
their achievements can be unsettling. But then again, not any
more unsettling than say, Exxon Mobile or AT&T or Yahoo or
Microsoft or any other big company, tech or otherwise. Big
corporations are about power and control, Google is no
exception. But Google has always stated its goals clearly and up
front. It has even written them into their bylaws: “To manage the
world’s information” and “to do no evil.” Let’s hope they mean
it. In Google’s case, that’s not just a statement of ethics, its
good business.

Professional Field Service
Medical Studies

Nina Sanders
NY:(718) 281-2424
FLA: (954) 565-1885

New York Ft. Lauderdale

NEW YORK
Telephone / Internet / In Person
Data Collection & Data Processing
Contacl:

Gabe Oshen
212 473 0718 / isany@earthlink.net




One Source For All Your N
Services include: Focus Groups, Dyads, IDI's,
FQGH—SFO[‘WH/’d Phone Interviews, Product Placements, National
Field Coordination, Ethnos and In Office

TRANSCRIPTION: Full Staff, Quick Turn Around
WAV File, Mini, Standard and Video

www.focusfwd.com

Use Our Proprietary Panel For Your Survey Needs

FQGUSFO[W&fd nl’ne Services include: Fieldwork, Sample Only,

Best of Breed Programming and Hosting

www.focusfwdonline.com

Our bilingual staff addresses the Hispanic market
E:w f . by offering all Focus Forward and Focus Forward
Ofl/l/ar 57[/}7() Online's services in language.
www . fflatino.com

PHILADELPHIA 610.279.8900 NEW YORK 212.706.1615 MEXICO CITY 646.201.9393

THE GREATER NY MRA CHAPTER DIRECTORY
is a valuable tool enabling members to tap into the wealth of knowledge and experience of
fellow members. With over 450 members, our chapter is the largest in the MRA.
Your ad will receive maximum exposure for a small investment.
And you will be helping to support your chapter too!

AD RATES & FAX BACK ORDER FORM 2006/2007

Advertising Rates - Black & White: Rates apply only to camera-ready copy.
Typesetting mechanicals or artwork, etc. will be charged at cost. Book trims to 57 x 8”.
Please reserve space by circling the appropriate size choice above.

MAKE CHECKS PAYABLE TO: Greater New York Chapter MRA
FAX BACK TO: David Horn, Fax: 212-343-1270
Or
MAIL TO: David Horn Hall & Partners, 72 Spring Street New York, NY 10012

Name:

Title:

Company:

Address:

City: State: Zip:

Phone:

Signature:

Date:
For further information please contact David Horn at 212-925-7844 ?

*Business Cards: Send card only, art work not necessary.
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SOFTWARE

CfMC Research Software is the home of nonstop support. It’s
part of our culture. Founded in San Francisco in 1967, CfMC
also has offices in London, New York, Atlanta, and Denver. The
CfMC Service Bureau is also available to assist in fielding
web-based studies and preparing tabulations.

Firms using both Survent (for CATI/CAPI) and webSurvent
(for web surveys) not only have the most flexible and robust
data collection tools on the market, they realize new levels of
efficiency because CfMC research software uses the same base
language and programming commands.

Survent — Designed specifically for CATI including quota
control, telephonic number management, interviewer
monitoring and sophisticated supervision/management reports.
Survent leases include one Mentor license enabling users to
display and share real time project reports with their internal
and external clients. Survent is available in both networked
and stand-alone versions.

WebSurvent —We challenge you to bring us a web survey
that cannot be administered through webSurvent. With
webSurvent, you can apply established research industry
techniques to your web surveys like rotating (including rotates
within rotates), sophisticated skips, etc. Presenting the survey
online is also fully customizable so you can present
sophisticated visual cues or simply build your brand while
collecting data.

And CfMC makes multi-modal surveys a cinch as webSurvent
“speaks” the same language as Survent. With contextual
changes in the questionnaire script, you can convert a CATI
survey to a Web survey in minutes.

Mentor — A flexible and sophisticated tabulation system
designed for survey research. Mentor will provide you
industry standard statistics and cross tabulation utilities and is
fully integrated into webSurvent and Survent. Charts and data
may even be produced for real time display on internal or
external websites.

Nonstop Support is included with CfMC software leases.
Our demos: http://demo.cfmc.com

Our company: www.cfmc.com

Your solution: sales@cfmc.com

o
4
INNOVATIVE
CONCEPTS

Since 1983, Innovative Concepts has provided superior data
collection for market research firms across America. We have
built our reputation on a unique ability to deliver accurate,
timely data, in a cost-efficient manner, whether your study calls
for telephone surveys, focus groups or Internet surveys.

Many of the country’s leading market research firms rely upon
Innovative Concepts as an expert in data collection. Our
state-of-the-art facility in Long Island, New York offers the
leading edge of data collection services and technology. From
our professionally staffed 75-station call center with fiber optic
lines, to our fully modern focus group facility with all available
amenities (#1 rated in Impulse), to our highly secure web server
and advanced custom software for Internet surveys, we are
thoroughly equipped to meet your every data collection need.

Our focus is on delivering actionable data you can trust, with the
level of personal attention you deserve. Before every study, no
matter how small or large, a principal of the company will work
with you to understand your goals, and to determine the
best way to get the results you need, on time and within
your budget.

WE PROVIDE:

Thorough, accurate testing and refining of your
questionnaires

Detailed daily status reports

Immediate notification of any anomalies or problems
On time completion of all studies

Data delivered in your preferred format

Innovative Concepts understands your need to control research
costs without sacrificing the quality of your data. From start to
finish, we will work with you and present a full range of options
to ensure that the data collection solution we provide for you
delivers the high value and top quality results you demand.

For bids or more information please contact Scott Sycoff at
516-479-2200 ext. 1002 or scottsycoff@ic-mr.com or visit our
website at www.ic-mr.com.



LanguageWorks

LanguageWorks . . so

9001:2000 certified foreign language translation agency that offers
services in over 80 languages. Since our founding in 1993,
we have been servicing businesses across the globe with certified
translation, cultural adaptation, in-culture copywriting, back trans-
lation, typesetting/layout, cultural consulting, voice-over/narration,
web/software localization, brand name/campaign analysis, image
searches/replacements, assessing the “translate-ability” of English
content, identifying cultural issues, and review of proofs.

The structure of LanguageWorks is unique in the translation indus-
try in that we are organized in teams according to industry verticals,
reflecting our view that focusing our operations on the needs of
each of the specialized industries we serve will lead to the best
overall service delivery. LanguageWorks’ industry-specific knowl-
edge enables us to effectively service clients in the following major

SURVEY
SAMPLING
INTERNATIONAL

SSI - your trusted partner in sampling.
FOCUS.

Since 1977, SSI's focus has remained constant: superior sampling.
By solely focusing on the sampling component of the research
process, SSI embraces — and never competes with — those in the
research community.

SSI provides the most comprehensive Internet and telephone
sampling solutions in 30 countries. SSI’s proprietary Internet
panels offer access to over 9 million household members.

SERVICE.
As an SSI sample user, you can rely on our consultation and
sampling expertise. Our account teams provide honest price quotes
and realistic sampling suggestions as a means of truly partnering with
researchers. When SSI forms a partnership with you on a project, we
stand shoulder-to-shoulder with you every step of the way.

Clients who use SSI's Internet panels say they appreciate the ability
to remain in control while SSI assures their projects are completed on
time, as designed, and in line with their cost estimates. Researchers
say working with SSI helps them meet their clients’ research objec-
tives while improving their own margins.

industry verticals: Marketing Research and Consulting,
Medical/Pharmaceutical and Healthcare, Financial Services, Legal
Services, Advertising and Public Relations, Consumer Goods,
Information Technology and E-commerce.

An experienced Team Leader, who directs a team of between three
to five Account Managers who are specialized in their particular
field, oversees each major industry vertical. Not only are our
Account Managers specialists in their vertical, but they are also
required to be fluent in at least two languages. As a result, our
clients have the benefit of working with

individuals who are both familiar

with their industry, culturally

sensitive and have extensive

project management experi-

ence. Together with our

team of over 3,800 lin-

guists, the LanguageWorks

team is able to offer the

highest quality foreign lan-

guage solutions to our clients.

TRUST.
SSI offers the most trusted sampling solutions in the industry because
sampling is our only focus — and has been for nearly 30 years. As a
result, SSI's retention rate for its top clients has been at 100% for the
past two years. SSI partners with over 1,500 research agencies world-
wide including 43 of the top 50 U.S. research firms.

SSIis an active member in a number of industry associations includ-
ing AAPOR, AMA, ARF, ASA, CASRO, CMOR, ESOMAR, MRA,
and MRIA. As the acknowledged sampling expert, presentations are
regularly delivered at many professional events including AAPOR,
ASA, CASRO, ESOMAR, IIR, and MRA.

Online or telephone, business or consumer, SSI is the most reliable
resource for your sampling needs the world over.

Phone: 1.203.255.4200
E-mail: info@surveysampling.com
Web: surveysampling.com



HBO COMESTO MRA

The MRA February event was
held at the Union Square
Ballroom. We were fortunate,
once again, to escape the cold
and snow that clobbered New
York three days earlier. It was a
fabulous reprieve from the
winter blues. The Ballroom
looked beautiful and enchanting,
filled with candles. The evening started with delicious Artisan
Cheese and Crudités followed by Caesar salad, delicious pastas,

Elise Dunn, BRS Group & Todd
Biederman, Advanced Focus
(Did | mention that they’re
getting married?)

Lizabeth Bloom : e

Vice President i b
Schlesinger Associates New York “Qur Ral anna Fekety, Reseaih, »
Janet Baldi, RTi-DFD, Meg Ryan, Marketing System:
Group, Liz Bloom, Schiesinger Associates, Inc.

Paul Posluszny,
Marketing'Systems Group and
g Mike Lefkowitz,
4 Universal Survey Center

grilled vegetables and herbed focaccia breads.

Our HBO guest speakers arrived with bracelets and chocolates
for everyone — we knew this was going to be a special evening.
Kathy Carroll and Lori Jacobs, both Vice Presidents from HBO,
Audience Research Department, shared with us how the people
at HBO use research.

Please join us for our end-of-year event on June 6th, at the

Union Square Ballroom.

Ms. Carroll is in charge of all the primary research for HBO’s
Original Programming, including Our Series, Original Movies,
Documentaries, Sports and Family Programming. Ms. Jacobs is
responsible for all quantitative research and analysis, primarily
working with Nielsen ratings. Everyone found the presentation
informative and fascinating. The speakers concluded the
evening with clips from upcoming programs. We had an
exclusive peek at upcoming Sopranos — hmmm, if you missed it
we’re not telling.

b

President;IPC..,

Rhoda Brooks, MRA

welcomes members

Nicole Cicogna, FGI Research and Alan Lambert,
Marketing Systems Group (aka Clark Kent and Lois Lane)

Kara Ledger and Elyse
Gammer, MRA National
and Howard Gershowitz,
MKTG, Inc

Danielle Anthony, Data Development
and Jason Miller, Performance Plus
are in the Holiday spirit.

Vaijayanthi T.
Anandan?illai
5252 Tobin Street Apt 418
Halifax, Nova Scotia B3H 4K2
(anada

(902) 405-5635

vaijayanthi @ yahoo.com

Marc Beebe
IEEE

445 Hoes Lane
Pixcatawaz, Ngj 08854

(732) 465-5891
marc.beebe @ ieee.org

Heather Bosley
Transperfect
Translations

3 Park Avenue 39th FI
New York, NY 10016

§12I2 689-5555

bosley @ transperfect.com

Maria Bruno
Certified Marketing
Research Services

T Hudson Street
Kinderhook, NY 12106
(518) 758-6403 x 232
mariab75 @ hotmail.com

Federico Caceres

1001 Baltimore Pike suite 208
Springfield, PA 19064

astern Research Services
§6I0)_ 543-0575
ederico.caceres @
easternresearch.com

WELCOME NEW MEMBERS

Peter Caven

Peter Caven &
Associates

120 Adelaide Street Suite 2500
Toronto, Ontario MSH IT
(anada

(416) 960-0028
peter.caven @ pc-es.com

Ada T. Chu

i to i research

1675 Broadwar

New York, NY 10019
(212) 468-3716

ada.chu @itoiresearch.com

1essica Cilla

5 New Hampshire Street Apt 20
Long Beach, NY 11561

(516) 208-6526

Jesscilla@ hotmail.com

Ronald Davis

The Wats Room, Inc.
18 Railroad Avenue

Rochelle Park, NJ 07662
(201) 845-3100
rdavis @ twri.com

Fabian Echelgara£
Market Analysis Brasil
R. Felix Kleis, 23

Florianéi)olis, SC 88035330 Brazil
551156449888

fabian @ marketanalysis.com.br

Robert G. Ehlers
Stamford Marketing
Field Research, Inc.
110 Lenox Avenue

Stamford, CT 06906

(203) 323-1997
rgesmfr @ aol.com

Brian Epstein

MDLinx, Inc.

1232 22nd Street, NW Suite 200
Washington, DC 20037

(202) 793-2288
brian @ mdlinx.com

Mary Ellen Fasano
Premier Call Services
I N. 3rd Street #318
Philadelghia, PA 19106

(215) 627-4541
mefasano @ premiercalls.com

Nancy Flora

Exhibit Surveys, Inc.
T Hendrickson Ave.

Red Bank, N%] 07101

(732) 952-0000

nancy @ exhibitsurveys.com

Felix Garbuz

Q Research
Solutions, Inc.
Renaissance Corporate Ctr.
3548 Route 9 South, 2nd Fl.
0ld Bridge, N] 08857
5732)95 -0000

elixg @ whoisg.com

Erika Goodman
34 Plaza Street Apt. 1101
Brooklyn, NY 11238
(7I8g 89-4580

1iki29 @ aol.com

Patrick J. Gorman
Quester .

1025 Ashworth Road Suite 504
West Des Moines, IA 50265
(515) 225-2500
patrick.gorman @
questerresearch.com

Susan C. Griffin

GMI (Global Market Insite, Inc.)
210 W 101 Street, #9F

New York, NY 10025

(212) 600-4488

sgriffin @ gmi-mr.com

Nader Kobeissi
ToLuna PLC

204, rue de Crimee

Paris, France 75019
00-33-155264367
nader.kobeissi @ toluna.com

Sinead Moffatt

Think Virtual Fieldwork
50 Washin%ton Street Tth Fl
Norwalk, CT 06854

(203) 354-4544 x 193

sinead @ thinkvitualfieldwork.com

%\oseph C. Paradise
vaya, Inc.

10 Carlisle Rd
Branchburg, N; 08876
(908) 953-7874
Jcparadise @ avaya.com

Harry Pearce
Advanstar
Communications, Inc.
One Park Avenue

New York, NY 11201

§12I2) 951-6670

pearce @ advanstar.com

Greg Reid
Cornerstone Research
& Marketing, Inc.

84 Sweeney Street

North Tonawanda, NY 14120
(716) 743-1988

gried @ entercom.com

Cris Sand

Market Analysis Brasil
R. Felix Kleis, 23

Floriandpolis, SC 88035330

Brazil
554832345853
aris @ marketanalysis.com.br

Nadya Serrano
Meadowlands
Consumer Center, Inc.
100 Plaza Drive

Secaucus, NJ 07094

(201) 865-4900

info @ meadowcc.com

Lisette Sheehan
Exhibit Surveys, Inc.
T Hendrickson Ave.

Red Bank, N 07701

(132) 7413170

lisette @ exhibitsurveys.com

The Greater New York Chapter of the MRA would like to welcome the new members listed below
who have joined since our last newsletter. We look forward to seeing you at chapter events!

Adam J. Simons

i to i research

1675 Broadwar

New York, NY 10019

(212) 468-3391
adam.simons @ itoiresearch.com

IEeffrey Stanley
xhibit Surveys, Inc.
T Hendrickson Ave.

(132) 7413170
Jeffs @ exhibitsurveys.com

Kelly Thompson
Meadowlands

Consumer Center, Inc.

100 Plaza Drive
Secaucus, N| 07094
(201) 865-4900

Scott Toro

Research Now
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Consumer Incentives — What
price do we need to pay?

The concept of respondent incentives for qualitative research is
a simple one that we all know too well; we need to offer
respondents incentives to ensure that they are in their seats when
the discussion begins. There are always two ways to interpret
this statement.

1) From a client’s perspective - it is about
how much it will cost them to speak with
their target.

2) From a recruiter’s perspective - it is either a
hook or an obstacle.

As a hook: “We would like to invite you to a focus group
regarding LCD TVs. The discussion will last approximately 2
hours, and as a thank you for your time and opinions, you will
receive $200. Can we count on you to be there?”

Or as an obstacle: “Come join us, we think you will find the
discussion very interesting. It will last only 2 hours and we will
offer you $50 as a thank you for participating.”

Well, if you were having a busy day at the office, trying to catch
up with work and had to leave by 4:45 PM to be at the focus
group on time, which offer would make sure you left work
on time?

These issues arise again and again. At what point...

...are we being responsible to our clients and bidding
incentives practically and realistically?

...do we need a higher incentive so recruiting can move
more quickly and easily?

...is a high incentive a generous thank you rather
than a bribe?

The issue is not only about the incentive, it is about the recruiter.
A good recruiter will ensure the respondent is excited about
sharing his or her opinions before hanging up the phone during
screening. We need to make sure that the respondent is
genuinely interested in the topic at hand and looking forward to
joining us on the specified date and time. It is the recruiter’s

HOT TOPICS

responsibility to locate honest ' ™
and articulate users of our iy
client’s product or service who “ y
can express themselves easily in r

a moderated group discussion.
Offering a man who just pur- -
chased a new TV an incentive of Debrah Galimidi

$500 to head to midtown for a EVF,Advanced Focus
few hours after work is an easy

guarantee that he will show, but will that guarantee that he will
be interested in being there? Will he be an avid contributor to the
discussion? Will he help our clients gain valuable insights about
their target consumer? Or, is he just there for the cash?

In most cases, a high incentive is justified as a necessary means
to entice our more elite consumers or professionals to join a
group discussion for a few hours. It is equally justified for the
working person who will need to leave work for a few hours in
the middle of his or her day to attend a focus group. Higher
incentives also usually go to our in-home participants who agree
to allow 2-3 complete strangers into their home, often with a
video camera, to delicately pry into their personal lives and
habits (for market research purposes only, of course).

However, while higher incentives often are necessary for certain
types of recruits; as an industry, we need to be collectively
responsible about what is offered, when, and to whom. By
offering a higher incentive, what we are doing is raising our own
standard for what consumers will expect from us in terms of
monetary reimbursements in the future.

The opposite is true as well; lower incentives are often necessary
as a way to keep costs within budget and expectations realistic.
But, while it is easy to convince beer drinkers to agree to come
and talk about beer for a few hours for the price of a night on the
town, add just a little more to the offer, and we convince them
not just to agree to attend, but to actually show.

-
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