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The 2015 AMA Gold Top 50 RepoRT

For this report, we analyzed revenue 
inputs from 192 U.S.-based, for-profit 
research businesses: the Top 50 research 
companies by revenue, along with 
142 full-service research firms that 
are members of CASRO, the national 
association of research organizations. 
The Top 50 companies were asked to 
submit 2014 U.S. and non-U.S. research 
revenues, as well as the comparable 
data for 2013, in order to determine 
the annual rate of revenue growth or 
decline. If a firm made an acquisition or 
divestiture during 2014, then adjustments 
were made to ensure an apples-to-apples 
comparison.

Total U.S. research revenue in 2014 for 
these 192 companies was $10,632.7 million, 
 up 3.2% from 2013. After adjustment for 
inflation, based on the Consumer Price 
Index (CPI) of 1.6%, the “real growth” 
rate for 2014 was 1.6%. Meanwhile, in 
2013, the growth rate reported in the 
Top 50 Report was 3.6%, or 2.1% “real 
growth” (CPI of 1.5%).  

The Top 50 companies account for 
$9,895.6 million in U.S. research revenue, 
which represents 93% of the total U.S. 
revenues for all 192 companies combined. 
The remaining 142 companies contribute 
just $737.1 million to the total—clear 
evidence of the Top 50 firms’ influence 
and reach in the U.S. marketplace.

From their business conducted outside 
of the United States, the Top 50 companies 
brought in a total of $11,962.5 million in 
2014, or 54.7% of their worldwide revenue 
total of $21,858.1 million.

The breakout year is yet to come for 
the U.S. research industry, but this is 
neither atypical, nor unexpected. The U.S. 
research industry historically has lagged 
behind other industries in recovering 
from an economic downturn, and the 
research industry’s pace of recovery 
following the so-called Great Recession 
is no different. At the outset of this 
worldwide economic upheaval, the U.S. 
research industry in 2007 increased its 

    an opening note  

 As we publish this year’s 
top 50 Report, we want to 
acknowledge the legacies of 
both Jack Honomichl and 
Laurence n. gold. For more 
than 40 years, Jack and 
Larry dedicated themselves 
to the marketing research 
industry, serving both as 
professional researchers 

and as observers and reporters on the industry. We honor Jack 
for creating, and Larry for sustaining, these marketing research 
industry landmarks: the aMa gold top 50 Report and the aMa 
gold global top 25 Report.  

CaSRo is proud to have honored Jack Honomichl with a 
lifetime achievement award in 2011 at our annual conference 
in palm Beach, Fla. now, with the unexpected passing of Larry 
gold in March, we mourn, yet again, the loss of a respected and 
innovative market researcher, and a friend to the aMa, to CaSRo, 
and to so many research industry professionals in the U.S. and 
globally. We extend our condolences to Larry’s wife, Susan, and to 
his family and friends. 

With this report, we endeavor to honor Jack and Larry by 
continuing their work at the highest possible quality, and finding 
innovative ways to carry it forward.

2014 in Detail
This iteration of the AMA Gold Top 50 Report marks the 42nd-annual analysis 
of U.S.-based market research industry trends, a “research on research” effort 
intended to provide marketers and market researchers with a sense of the health 
of the U.S.-based research industry, and how it factors into—and is influenced 
by—the broader U.S. marketplace.

With economists heralding 2014 as a breakout year in terms of recovery from 
the recession, the U.S. market research industry was more restrained. The 2014 
data are quite similar to 2013, with the growth rate in 2014 just slightly lower. 
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the yearly growth of the estimated value of all of the country’s goods produced 
and services provided. As reported in previous Top 50 reports, the U.S. research 
industry’s annual growth rate historically has tracked ahead of the GDP, except 
during the recession of 2009. For the last three years, however, the U.S. research 
industry has not kept up with the GDP. Although there has been a slight 
improvement each year, it’s too soon to tell if the research industry will move 
ahead of the GDP once again.

Revenue incReases anD DecReases
The Top 50 Report in 2014 includes 15 companies with double-digit increases in 
revenue; 16 companies with single-digit increases that exceed inflation; and 19 
companies whose revenues were flat (did not exceed the rate of inflation) or decreased. 

Of the “double-digit increase” companies, there were four companies that 
experienced remarkable revenue increases in 2014. Public Opinion Strategies 
(Alexandria, Va.) tops the list with a 115% increase in revenue, with half of its 
revenue attributable to political polling for more than 75 congressional and 

annual revenue by 6.0%. Using the CPI to 
adjust for inflation, the “real growth” in 
2007 was 3.2%. Above is a chart of the  
Top 50 Reports from 2006 through 2014, 
showing the initial decline in growth, then 
the ups and downs in annual growth rates 
in succeeding years.

It can be argued that the U.S. research 
industry’s overall decline during the 
Great Recession is not as severe as for 
other industries, but this argument may 
be immaterial to those companies that 
provide research for industries and sectors 
hardest hit by an economic downturn.

We also can look to the U.S. Gross 
Domestic Product (GDP) as another 
benchmark. The annual U.S. GDP shows 

Revenue  gRowth 
U.S. research industry’s annual revenue growth rate, from 2006 to 2014
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senatorial candidates during the 2014 election year. Three other companies 
achieved more than 40% revenue increases in 2014: LRA Worldwide (Horsham, 
Penn.), whose core business is in the hospitality industry, recorded a 62% revenue 
increase; Hanover Research (Arlington, Va.), with a focus on education and 
healthcare, had a 50% revenue increase; and Rentrak (Portland, Ore.), with its 
movies, TV, home entertainment and box office measurement services, increased 
its revenue by 46%.

The chart on the facing page compares U.S. revenue increases and decreases 
for the Top 50 companies in 2014 and 2013.

notewoRthy changes in the top 50 Rankings 
There are quite a few changes in the composition of this year’s Top 50 list, many of 
which are worth noting. 

Nielsen continues its dominance, and its 
M&A activity, too. In 2014, Nielsen acquired 
both Harris Interactive and Affinova (Nos. 
17 and 32, respectively, on the 2014 Top 50 
list). Standing head and shoulders above the 
crowd, Nielsen accounts for one-third of the 
total U.S. 2014 revenues and one-fourth of 
the total non-U.S. research revenues of the 
192 companies in this Top 50 Report.

 While there is only modest reshuffling 
in the top quarter of the list, several 
companies throughout the Top 50 
rankings moved up three or more 
positions. Rentrak, which launched a 
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The top 10 companies—Nielsen, 
Kantar, IMS Health, Ipsos, IRI, 
Westat, GfK, comScore,  
The NPD Group and J.D. 
Power—together represent 
$7,895.6 million, or almost 
75%, of the total U.S. revenue of 
$10,632.7 million garnered by 
the 192 companies in this year’s 
Top 50 Report. 

development and strategy, customer loyalty measurement and improvement, 
and assessing and measuring shopping behavior, moved to No. 33 from No. 36.

Phoenix Marketing International, which provides syndicated, modeling 
and custom research to measure advertising and brands, product innovation, 
and customer experience, moved to No. 34 from No. 38. MarketCast, which 
focuses exclusively on global media and entertainment to support program 

total audience measurement service 
and a box office measurement service, 
and acquired the U.S. TV measurement 
service from Kantar Media, moved to 
No. 19 from No. 25. Perception Research 
Services, which specializes in consumer 
research to understand shopping 
behavior and, then, to assist their clients 
in enhancing their packaging and 
displays systems, moved to No. 26  
from No. 29. 

Service Management Group, a 
company that specializes in customer 
experience management, employee 
engagement, brand research, and 
social monitoring and publishing, 
moved to No. 27 from No. 33. YouGov, 
which provides insights for brands, 
institutions, investors and media 
through custom, syndicated and 
omnibus research products, moved to 
No. 28 from No. 35.

MarketVision, whose 2014 highlights 
include an enhanced MROC platform 
and interface for mobile access, as well 
as an expanded healthcare practice, 
moved to No. 31 from No. 37. Radius 
Global, which specializes in brand 

YeAr # coS. AvG. rAte  
of chAnGe

totAl revenue 
(In MIllIonS)

# coS. AvG. rAte  
of chAnGe

totAl revenue 
(In MIllIonS)

# coS. AvG. rAte  
of chAnGe

  totAl revenue 
(In MIllIonS)

2014 15 31% $739.6 16 4.9% $2,929.2 19 -4.9% $6,226.6

2013 17 18% $1,224.2 15 5.5% $5,478.6 18 -4.1% $2,852.8

double-dIGIt  
revenue IncreASeS

 SInGle-dIGIt IncreASeS thAt  
exceed InflAtIon rAte

flAt revenue (IncReaSe DoeS not exceeD 
InFlatIon Rate) And revenue decreASeS

bRacketing  the  list 
average growth rates of highest-performing companies vs. companies whose growth rates did not exceed inflation
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continueD 
consoliDation  
of poweR
The top 10 companies—Nielsen, Kantar, 
IMS Health, Ipsos, IRI, Westat, GfK, 
comScore, The NPD Group and J.D. Power—
together represent $7,895.6 million, or almost 
75%, of the total U.S. revenue of $10,632.7 
million garnered by the 192 companies in 
this year’s Top 50 Report. 

The top 10 companies also dominate 
non-U.S. research revenues, bringing in 
$11,109.6 million, or 92% of the total 
$12,124.1 million garnered overseas by all 
192 companies in the Top 50 Report.

The key research services that comprise 
the major sources of revenue for the top 
10 companies also are reflected in the 
companies that moved up in the Top 50 
rankings in 2014. The dominant focus is the 
effective measurement of the experiences 
and insights of customers and audiences in 
these major industries and sectors: packaged 
and durable goods; healthcare; media and 
advertising; and government and public 
policy, including political polling. Increasingly, 
these measurement processes utilize online 
platforms (including market research online 
communities), and social media research.

looking aheaD
Not addressed in this first Top 50 Report 
conducted by CASRO in partnership with 
AMA is the largest elephant in the room: 
how best to assess and measure the changing 
research business and its expanding 
portfolio of services. How do we accurately 
count (and only once—no double counting!) 
the large and diverse group of research 
industry services essential to the conduct of 
our current research practices and, thinking 
ahead, helping to define our future business 
with new technologies or techniques? 

In the same vein, how do we account 
for the new market sectors in information 
management and analytics and business 

development and distribution through campaign analytics and franchise and 
content strategy, moved to No. 35 from No. 39.

KS&R, which in 2014 expanded its social media analysis and insights 
platform to support and enhance its client services, moved to No. 41 from No. 
44. And Bellomy Research, which specializes in retail and category leadership/
shopper insights, incorporating online portals and dashboards and social 
media research into its portfolio, moved to No. 43 from No. 47.

Back on the Top 50 List this year are Public Opinion Strategies, mentioned 
earlier, at No. 32, and LRA Worldwide, at No. 38, which specializes in customer 
experience measurement predominantly in the hospitality and travel and 
tourism sectors.

Newcomers to the Top 50 in 2014 include AlphaImpactRx (No. 22), a new 
company established by combining AlphaDetail and ImpactRx, which formerly 
were part of Symphony Health Solutions; Hanover Research (No. 36); Reckner 
(No. 39); and Fors Marsh Group (No. 50). 

Companies that were on the Top 50 list in 2014 but did not respond to 
invitations by deadline, or declined to participate this year, include Market 
Force Information, The Pert Group, Symphony Health Solutions, and 
MetrixLab USA, which merged with MacroMill.

The dominant focus is the 
effective measurement of the 
experiences and insights of 
customers and audiences in 
these major industries and 
sectors: packaged and durable 
goods; healthcare; media and 
advertising; and government 
and public policy, including 
political polling.
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intelligence that some research businesses have already incorporated into their 
services? If not welcomed into the “new research business” tent, will these new market 
sectors become research industry competitors? 

Finally, how do we expand this assessment to the global research community? 
Certainly, we will collaborate with our national and international association colleagues, 
in particular, the other national research business associations in the Global Research 
Business Network (GRBN), in an effort to address those questions. 

I have also spoken with many of the Top 50 companies, as well as with other CASRO 
members, about the need to discuss these issues, make decisions, and develop a strategy 
and plan of action. Like CASRO, the AMA is keen to move forward, but both the AMA 
and CASRO want to address these issues with the involvement and cooperation of 
research businesses, professionals, associations and other stakeholders—and to make 
the process enjoyable, to boot.

On behalf of CASRO, the AMA and myself, I want to thank Michael Brereton for 
his tremendous support, guidance and hard work in developing and putting together 
the 2015 AMA Gold Top 50 Report. Michael’s role was to develop the Top 50 chart and 
bring together the company profiles. My role was to invite and communicate with all 
of the contenders for the Top 50 list, and to write the article and prepare the charts. We 
built off of the work that Larry Gold started earlier this year, and we plan to continue 
building in the years ahead. m

about the authoRs
dIAne bowerS  is president of caSRo, the trade association of  
market, social and opinion research organizations that represents  
and advocates for the U.S. research industry nationally and globally. 
Bowers currently is on the board of directors of the Roper center for 
Public opinion Research at the University of connecticut; a past 
president of the Market Research council and the Research Industry 
coalition; and a long-time member of aaPoR, the aMa and eSoMaR.  

She is a founder and caSRo leader of the americas Research Industry alliance and the  
Global Research Business network, which represents 38 national research associations  
around the world.

mIchAel brereton  currently is a board member of caSRo and an 
adjunct professor at Michigan State University’s eli Broad Graduate 
School of Management. In 2014, Brereton retired from the role of 
president and ceo of Maritz Research, a position that he served in 
since 2003. Brereton’s industry leadership roles have included caSRo 
board chair, founding chair for the caSRo Institute for Research 
Quality, advisory board chair for Michigan State University’s master 

of science in marketing research program, and advisory board member for Southern Illinois 
University’s master of marketing research program. 

MethoDoloGy
invitations to marketing 
research firms with estimated 
annual revenue of more than 
$15 million are sent in January 
of each year requesting revenue 
information for the prior 
calendar year and for the year 
preceding that in order to assess 
the growth rate. other company 
data also are requested, 
including a description of 
the company’s management, 
services, specializations, etc. 
top 50 rankings are based on 
U.S. revenue. the rate of growth 
from year to year has been 
adjusted to account for revenue 
gains or losses from acquisitions 
or divestitures. Verification of 
revenue is required of each 
private firm for ranking by a 
third party, generally its outside 
accounting firm. For more 
information, please contact 
Diane Bowers at CaSRo:  
1-631-928-6954.
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top 50 u.s. Market Research organizations 2013 Research 
Revenue

U.S. Rank

2014  2013
Organization U.S. 

Headquarters Website

U.S. 
Research 
Revenue  

(in Millions)

U.S. Research 
Revenue Percent 

Change From 
Previous Year

Research 
Revenue 

Earned Outside 
U.S. (in Millions)

Total Research 
Revenue Earned 

Worldwide 
 (in Millions)

Percent of 
Total Research 

Revenue Earned 
Outside U.S.

U.S. 
Full-Time 

Employees

U.S.
Market

Non-U.S.
Market

Worldwide
Market

1 1 Nielsen Holdings N.V. New York Nielsen.com $3,415.0 -3.2%* $2,873.0 $6,288.0 45.7% 10,290 $3,194.3 $2,850.4 $6,044.7

Harris Interactive (2014 
acquisition)** $86.1 $53.6 $139.7

Affinova (2014 acquisition)** $34.8 $10.6 $45.4

2 2 Kantar*** New York Kantar.com $964.0 1.2% $2,821.0 $3,785.0 74.5% 4,000 $952.6 $2,411.1 $3,363.7

3 3 IMS Health Inc.*** Danbury, Conn. IMSHealth.com $962.0 2.9% $1,638.0 $2,600.0 63.0% 3,100 $935.0 $1,609.0 $2,544.0

4 4 Ipsos S.A. New York Ipsos-NA.com $550.0 -3.6%* $1,669.0 $2,219.0 75.2% 1,937 $574.1 $1,700.1 $2,274.2

5 6 IRI Chicago IRIWorldwide.com $533.0 5.8% $421.0 $954.0 44.1% 1,313 $504.0 $341.4 $845.4

6 5 Westat Inc. Rockville, Md. Westat.com $501.3 -11.1% $16.1 $517.4 3.1% 2,011 $563.7 $18.8 $582.5

7 7 GfK USA New York GfK.com $350.0 4.6% $1,405.9 $1,755.9 80.1% 1,029 $334.5 $1,651.0 $1,985.5

8 8 comScore Inc. Reston, Va. comScore.com $228.9 18.8%* $96.3 $325.2 29.6% 822 $202.7 $84.2 $286.9

9 9 The NPD Group Inc. Port Washington, N.Y. NPD.com $215.0 9.3%* $77.1 $292.1 26.4% 920 $202.3 $85.4 $287.7

10 11 J.D. Power and 
Associates*** Westlake Village, Calif. JDPower.com $176.4 2.0% $92.2 $268.6 34.3% 502 $172.9 $85.4 $258.3

11 12 ICF International Inc. Fairfax, Va. ICFI.com $153.3 -10.9% $59.9 $213.2 28.1% 875 $172.0 $53.3 $225.3

12 14 Maritz Research  
(now MaritzCX) Fenton, Mo. MaritzCX.com $127.5 -7.1%* $46.5 $174.0 26.7% 449 $138.9 $38.7 $177.6

13 13 Abt SRBI Inc. New York AbtSRBI.com $127.2 -18.3% $11.9 $139.1 8.6% 208 $155.7 $17.1 $172.8

14 15 dunnhumbyUSA Cincinnati dunnhumby.com $126.6 4.2% $354.8 $481.4 73.7% 252 $121.5 $340.5 $462.0

15 16 Decision Resources Group Burlington, Mass. DecisionResourcesGroup.com $117.2 8.5% $45.8 $163.0 28.1% 500 $108.0 $42.2 $150.2

16 18 ORC International Princeton, N.J. ORCInternational.com $83.8 2.2% $42.3 $126.1 33.5% 312 $82.0 $41.0 $123.0

17 19 National Research Corp. Lincoln, Neb. NationalResearch.com $79.9 9.2% $7.2 $87.1 8.3% 349 $73.2 $6.8 $80.0

18 20 Lieberman Research 
Worldwide Los Angeles LRWOnline.com $77.7 14.3% $35.8 $113.5 31.5% 436 $68.0 $32.3 $100.3

19 25 Rentrak Corp. Portland, Ore. Rentrak.com $74.7 46.3%* $17.4 $92.1 18.9% 425 $50.1 $15.7 $65.8

20 21 Market Strategies 
International Livonia, Mich. MarketStrategies.com $68.8 0.0%* $1.2 $70.0 1.7% 265 $66.3 $0.3 $66.6

21 22 Communispace Corp.*** Boston Communispace.com $63.5 1.0% $16.5 $80.0 20.6% 343 $62.9 $14.3 $77.2

22 - AlphaImpactRx Horsham, Pa. AlphaImpactRX.com $62.0 2.8% $0.0 $62.0 0.0% 165 $60.3 $0.0 $60.3

23 24 Vision Critical 
Communications Inc. New York VisionCritical.com $55.6 8.0% $39.1 $94.7 41.3% 81 $51.5 $39.6 $91.1

24 23 Burke Inc. Cincinnati Burke.com $54.5 0.2% $6.0 $60.5 9.9% 219 $54.4 $7.1 $61.5

25 26 Morpace Inc. Farmington Hills, Mich. Morpace.com $49.3 5.8% $8.8 $58.1 15.1% 194 $46.6 $6.6 $53.2
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    * Percent change calculation reflects adjustment of previously reported 2013 U.S. research revenue due to acquisition/divestiture activity or other business change during 2014.
  ** These firms were included as separate companies in the 2014 AMA Gold Top 50 Report but were acquired by Nielsen during 2014.
*** Some or all figures are not made available by this company and instead are based upon estimations by the report’s authors.

U.S. Rank

2014  2013
Organization U.S. 

Headquarters Website

U.S. 
Research 
Revenue 

 (in Millions)

U.S. Research 
Revenue Percent 

Change From 
Previous Year

Research 
Revenue 

Earned Outside 
U.S. (in Millions)

Total Research 
Revenue Earned 

Worldwide  
(in Millions)

Percent of 
Total Research 

Revenue Earned 
Outside U.S.

U.S. 
Full-Time 

Employees

U.S.
Market

Non-U.S.
Market

Worldwide
Market

26 29 Perception Research 
Services Teaneck, N.J. PRSResearch.com $44.9 22.0% $20.3 $65.2 31.1% 145 $36.8 $19.0 $55.8

27 33 Service Management 
Group Inc. Kansas City, Mo. SMG.com $41.0 25.0% $4.4 $45.4 9.7% 241 $32.8 $3.8 $36.6

28 35 YouGov Palo Alto, Calif. YouGov.com $39.3 26.4% $72.7 $112.0 64.9% 135 $31.1 $69.6 $100.7

29 30 SSRS Media, Pa. SSRS.com $38.0 3.5% $0.5 $38.5 1.3% 175 $36.7 $0.8 $37.5

30 28 Directions Research Inc. Cincinnati DirectionsResearch.com $36.1 -4.5% $0.0 $36.1 0.0% 127 $37.8 $0.0 $37.8

31 37 MarketVision Cincinnati MV-Research.com $33.4 11.0% $0.0 $33.4 0.0% 130 $30.1 $0.0 $30.1

32 - Public Opinion Strategies Alexandria, Va. POS.org $32.0 114.8% $0.5 $32.5 1.5% 36 $14.9 $0.2 $15.1

33 36 Radius Global Market 
Research New York Radius-Global.com $31.2 3.0% $0.9 $32.1 2.8% 102 $30.3 $1.2 $31.5

34 38 Phoenix Marketing 
International Rhinebeck, N.Y. PhoenixMI.com $30.4 1.7% $4.6 $35.0 13.1% 105 $29.9 $4.5 $34.4

35 39 MarketCast Los Angeles MCast.com $30.1 12.3% $10.9 $41.0 26.6% 70 $26.8 $8.0 $34.8

36 - Hanover Research Arlington, Va. HanoverResearch.com $29.6 49.5% $1.4 $31.0 4.5% 291 $19.8 $1.0 $20.8

37 33 Informa Research  
Services Inc. Calabasas, Calif. InformaRS.com $26.6 -18.9% $0.0 $26.6 0.0% 167 $32.8 $0.0 $32.8

38 - LRA Worldwide Horsham, Pa. LRAWorldwide.com $25.2 61.5% $7.3 $32.5 22.5% 210 $15.6 $7.3 $22.9

39 - Reckner Chalfont, Pa. Reckner.com $24.4 -5.8% $2.4 $26.8 9.0% 73 $25.9 $2.3 $28.2

40 41 RDA Group Inc. Bloomfield Hills, Mich. RDAGroup.com $23.8 14.4% $0.0 $23.8 0.0% 143 $20.8 $0.0 $20.8

41 44 KS&R Inc. Syracuse, N.Y. KSRinc.com $22.1 11.6% $2.8 $24.9 11.2% 168 $19.8 $2.6 $22.4

42 40 NAXION Philadelphia NaxionThinking.com $21.4 -9.7% $0.0 $21.4 0.0% 70 $23.7 $0.0 $23.7

43 47 Bellomy Research Inc. Winston-Salem, N.C. BellomyResearch.com $20.5 13.9% $0.0 $20.5 0.0% 120 $18.0 $0.0 $18.0

44 42 Market Probe Inc. Milwaukee MarketProbe.com $20.2 -1.5% $24.8 $45.0 55.1% 75 $20.5 $24.2 $44.7

45 43 Gongos Inc. Auburn Hills, Mich. Gongos.com $20.0 -0.5% $3.8 $23.8 16.0% 128 $20.1 $2.5 $22.6

46 45 The Link Group Atlanta TLG.com $19.9 1.5% $2.4 $22.3 10.8% 53 $19.6 $3.7 $23.3

47 49 Kelton Culver City, Calif. KeltonGlobal.com $19.0 4.4%* $0.0 $19.0 0.0% 56 $17.2 $2.7 $19.9

48 50 Chadwick Martin  
Bailey Inc. Boston CMBInfo.com $16.5 -1.2% $0.0 $16.5 0.0% 63 $16.7 $0.0 $16.7

49 48 RTi Research Norwalk, Conn. RTiResearch.com $16.4 -5.2% $0.0 $16.4 0.0% 50 $17.3 $0.0 $17.3

50 - Fors Marsh Group Arlington, Va. ForsMarshGroup.com $16.4 25.2% $0.0 $16.4 0.0% 65 $13.1 $0.0 $13.1

T50 Total $9,895.6 3.6% $11,962.5 $21,858.1 54.7% 33,995 $9,555.6 $11,645.7 $21,201.3

All Other CASRO Companies (142 other CASRO members not included in the Top 50) $737.1 -1.8% $161.6 $898.7 18.0% 3,225 $750.6 $164.4 $915.0

Industry Total $10,632.7 3.2% $12,124.1 $22,756.8 53.3% 37, 220 $10,306.2 $11,810.1 $22,116.3
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1|  nielsen holdings n.v.
Nielsen.com

u.S. heAdquArterS new York

2014 u.S. revenue $3,415.0 mIllIon

chAnGe from 2013 -3.2%* 

non-u.S. revenue $2,873.0 mIllIon

from outSIde u.S 45.7%

u.S. emPloYeeS 10,290    

Dwight M. barns 
ceo  
b.S., mIAmI unIverSItY

nielsen Holdings n.v. was founded in 1923 
by arthur c. nielsen sr., who invented an 
approach to measuring competitive sales 
results that made the concept of “market 
share” a practical management tool. For 
more than 90 years, the company has 
advanced the practice of market research 
and media audience measurement to 
provide clients a better understanding of 
their consumers. The company, incorpo-
rated in the netherlands, was purchased in 
2006 by a consortium of private equity 
firms. in January 2011, nielsen consummated 
an initial public offering of common stock, 
and its shares now are traded on the new 
York stock exchange.

 nielsen is a leading global performance 
management company that provides a 
comprehensive understanding of what 
consumers watch and what they buy, and 
how those choices intersect. nielsen 
delivers critical media and marketing 
information, analytics, and manufacturer 
and retailer expertise, and its information, 
insights and solutions help clients maintain 
and strengthen their market positions and 
identify opportunities for profitable growth. 

 nielsen aligns its business into two 
reporting segments: Buy (consumer 
purchasing measurement and analytics), 
and Watch (media audience measurement 
and analytics). The Buy and Watch 
segments are built on an extensive 
foundation of proprietary data assets 
designed to yield insights for the firm’s 
clients to successfully measure, analyze 
and grow their businesses, and manage 
their performance. The information from 
the Buy and Watch segments, when 
brought together, can deliver insights into 

the effectiveness of branding, advertising 
and consumer choice by linking media 
consumption trends with consumer 
purchasing data to better understand 
behavior and better manage supply and 
demand, as well as media spend and 
supply chain issues.

 The Buy segment provides retail 
transactional measurement data, consumer 
behavior information and analytics primarily 
to businesses in the consumer packaged 
goods industry. nielsen’s extensive database 
of retail and consumer information, 
combined with advanced analytical capabili-
ties, helps generate strategic insights that 
influence clients’ key business decisions. 
nielsen tracks billions of sales transactions 
per month in retail outlets globally, and the 
data is used to measure sales and market 
share. nielsen Buy services also enable 
clients to better manage their brands, 
uncover new sources of demand, manage 
their supply chain issues, launch and grow 
new services, analyze their sales, improve 
their marketing mix and establish more 
effective consumer relationships. The Buy 
segment represented approximately 56% of 
consolidated revenues in 2014.

 The Watch segment provides viewership 
and listening data and analytics primarily to 
the media and advertising industries across 
the television, radio, online and mobile 
viewing and listening platforms. The Watch 
data is used by media clients to understand 
their audiences, establish the value of their 
advertising inventory and maximize the 
value of their content, and by advertising 
clients to plan and optimize their spending. 
as a result of the acquisition of arbitron inc. 
in 2013, nielsen can now measure eight 
hours per day per person of dynamic media 
consumption, and includes streaming audio, 
out-of-home measurements for television 
consumption and deeper measurement of 
multicultural audiences in the u.s. The 
Watch segment represented approximately 
44% of consolidated revenue in 2014.

in February 2014, nielsen completed the 
acquisition of Harris interactive inc. in June 
2014, the company completed the sale of 
Harris interactive european operations to 
iTWP acquisitions ltd., the parent company 
of Toluna. in october 2014, nielsen 
completed the acquisition of affinova.

* Percent change calculation reflects 
adjustment of previously reported 2013 U.S. 
research revenue due to acquisition/
divestiture activity or other business 
change during 2014.

2 |   kantar* 
Kantar.com

u.S. heAdquArterS new York

2014 u.S. revenue $964.0 mIllIon*

chAnGe from 2013 +1.2%

non-u.S. revenue $2,821.0 mIllIon

from outSIde u.S. 74.5%

u.S. emPloYeeS 4,000

eric salama 
chAIrmAn And ceo  
m.Sc., bIrkbeck colleGe, london

Kantar was founded in 1993 and is the data 
investment management division of WPP 
plc, a london-based public company.

 Kantar’s businesses span research and 
consultancy disciplines, offering business 
insights at each point of the consumer life 
cycle. The group comprises 12 research busi-
ness units: Kantar Media, Millward Brown, 
Kantar Japan, added value, Kantar retail, 
iMrB international, Kantar Health, The 
Futures co., Kantar Worldpanel, Tns (Tns/
research international in selected markets), 
lightspeed research and Benenson 
strategy Group. 

 Kantar’s worldwide services include the 
following in the united states:
• added value (added-value.com) focuses 

on brand development and marketing 
insight through its “brand connections” 
methodology, providing services in the 
areas of brand marketing, consumer 
insight, innovation and communications. its 
services include cultural trend analysis; 
portfolio strategy; market segmentation; 
mindset mapping and brand portfolio 
management for identifying market oppor-
tunities; brand positioning; ethnography 
and ideation; copy testing; semiotic audits; 
and touch-point evaluation. 

• kantar health (KantarHealth.com) 
specializes in healthcare primary research 
and consulting. The group has seven prac-
tice areas: marketing insights; strategic 
planning; risk management, safety and 
surveillance; stakeholder effectiveness 
and brand marketing; health economics 
and patient outcomes; pricing and 
reimbursement; and forecasting and 
epidemiology. Kantar Health maintains 
panels of healthcare professionals and 
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patients in the u.s. and europe who 
participate in internet research. 

• kantar media (KantarMedia.com) offers a 
range of media insights and audience 
measurement services. it serves global 
advertisers, agencies and media 
companies by providing media and 
consumer research capabilities through 
its traditional, social and digital media 
monitoring offerings.

• kantar retail (Kantarretail.com) is 
focused on digitally delivered intelligence 
on retailers, and extending shopper 
insights and consulting capabilities. 
specialist areas include retailer insights 
and trends, organization development 
and virtual shopping insights. These areas 
are supported by products and services 
including Kantar retail iq, shopcom, 
shopperGenetics and shopperscape, 
Kantar retail Powerranking and richmix. 

• kantar worldpanel (KantarWorldpanel.
com) is a global provider of consumer 
panels that offer continuous measure-
ment and analysis of consumer purchas-
ing and usage behavior. The firm collects 
and analyzes data from samples of 
consumers using technology matched to 
the sophistication of local markets, 
including bar code and Pos scanners, 
internet, sMs text messaging and diary.

• lightspeed research (lightspeedresearch.
com) provides market research services 
by building and maintaining online and 
mobile panels and associated services, 
including survey design consultation, 
sample management, programming, 
hosting and data collection. They range 
from proprietary online access panels to 
specialty panels, custom panels and 
mobile surveys. lightspeed also provides 
custom panel services to address specific 
client needs.

• millward Brown (MillwardBrown.com) 
provides a full range of qualitative, 
quantitative and consulting services 
focusing on brands, marketing communi-
cations, media and marketing effective-
ness. it works across a wide range of 
industries and categories, operating in 
areas such as brand strategy and 
experience; creative development and 
campaign evaluation; consumer needs 
and values; media planning and strategy; 
roi, forecasting and investment 
management; brand valuation and 
analytics; and demand and activation.

• tns (TnsGlobal.com) is a provider of 
both custom market research services 
and qualitative research services 
providing marketing knowledge and 

insights into consumers and markets. it 
has experience in most major sectors, 
particularly automotive, consumer, 
finance, technology, political and social. 
The firm’s practice areas are: stakeholder 
management, brand and communications, 
product development and innovation, 
retail and shopper, qualitative, and digital.

• the Futures co. (TheFuturescompany.
com) monitors what influences consumer 
values and attitudes to identify current and 
future trends, and offers trends and futures 
consulting and future-facing qualitative 
and quantitative research. its work covers 
the categories of brand, category, 
company, consumer and macro futures.

• Benenson strategy group (BsGco.com) is 
a strategic research and consulting group 
helping leaders in politics, business and 
public affairs connect with their target 
audiences. it offers issue advocacy, 
political and corporate strategies to win 
elections, launch new products, reposition 
brands and overcome public affairs crises. 
it develops questionnaires and uses a 
variety of means to collect data, then 
conducts in-depth analysis to develop 
strategies based on the attitudes and 
beliefs that voters and consumers bring 
to their decision making.

* Some or all figures are not made available 
by this company. Instead, they are 
estimated by the report’s authors.

3 |  iMs health inc.*
IMSHealth.com

u.S. heAdquArterS dAnburY, conn.

2014 u.S. revenue $962.0 mIllIon 

chAnGe from 2013 +2.9%

non-u.S. revenue $1,638.0 mIllIon

from outSIde u.S. 63.0%

u.S. emPloYeeS 3,100

ari bousbib  
chAIrmAn And ceo  
mbA, columbIA unIverSItY

iMs Health inc. is a leading global informa-
tion and technology services company 

providing clients in the healthcare industry 
with comprehensive solutions to measure 
and improve their performance. end-to-end 
proprietary applications and configurable 
solutions connect complex healthcare data 
through the company’s iMs one cloud-
based master data management platform, 
providing comprehensive insights into 
diseases, treatments, costs and outcomes. 
The company’s 15,000 employees around 
the world blend global consistency and 
local market knowledge across 100 
countries to help clients run their operations 
more efficiently. customers include 
pharmaceutical, consumer health and 
medical device manufacturers and 
distributors, providers, payers, government 
agencies, policymakers, researchers and the 
financial community.

 operating in more than 100 countries, the 
company has built a comprehensive 
collection of healthcare information, which 
includes more than 500 million anonymous, 
longitudinal patient records. Based on this 
data, iMs Health delivers information and 
insights on approximately 90% of the 
world’s pharmaceuticals, as measured by 
sales revenue. Proprietary healthcare data 
management and projection methodologies 
enable the company to extrapolate more 
precise insights from large-scale databases 
to provide greater granularity and segmen-
tation for clients. 

 in april 2015, the company completed its 
acquisition of cegedim’s crM and strategic 
data businesses. The combination provides 
new tools to address growing demand for 
end-to-end crM, multichannel marketing 
and master data management solutions. it 
also establishes a robust healthcare 
reference database with insights on more 
than 14 million healthcare professionals, and 
solidifies iMs Health as the partner of choice 
for real-World evidence (rWe) solutions, 
helping the company connect solutions 
across information, technology and services 
to drive healthcare performance. 

 Principal offerings include:
• national information offerings include 

services in more than 70 countries that 
provide consistent country-level 
performance metrics related to sales of 
pharmaceutical products, prescribing 
trends, medical treatment and promo-
tional activity across multiple channels 
including retail, hospital and mail order.

• sub-national information offerings include 
services in more than 60 countries that 
provide a consistent measurement of 
sales or prescribing activity at the 
regional, zip code and individual 
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prescriber level (depending on the 
regulations in each country).

• workflow analytics, including a broad  
set of strategic, analytic and support 
services, help the commercial  
operations of life sciences companies 
successfully transform their commercial 
models, engage more effectively with  
the marketplace and reduce their 
operating costs.

• rwe solutions integrate information from 
medical claims, prescriptions, electronic 
medical records, biomarkers and 
government statistics into anonymous, 
longitudinal patient journeys that provide 
detailed views of treatment patterns, 
disease progression, therapeutic 
switching, and concomitant diseases and 
treatments.

• technology and applications include 
hosted and cloud-based applications and 
associated implementation services. The 
applications, hosted on iMs one, support 
a wide range of commercial processes 
that include multichannel marketing, 
customer relationship management, 
performance management, incentive 
compensation, territory alignment, roster 
management and call planning.

• clinical solutions bring together the 
company’s information with advanced 
predictive modeling technology and 
sophisticated data visualization software 
to help biopharmaceutical companies and 
cros better design, plan, execute and 
track clinical trials.

* Some or all figures are not made available 
by this company. Instead, they are 
estimated by the report’s authors.

4 |  ipsos s.a.
Ipsos-NA.com

u.S. heAdquArterS new York

2014 u.S. revenue $550.0 mIllIon

chAnGe from 2013 -3.6%*

non-u.S. revenue $1,669.0 mIllIon

from outSIde u.S. 75.2%

u.S. emPloYeeS 1,937

Didier truchot
chAIrmAn And ceo
lIcenSe, PAntheon-Sorbonne unIverSItY

ipsos s.a. is a public company founded in 
1975 in Paris and is listed on the Paris stock 
exchange. 

 ipsos is an independent company, 
controlled and managed by research 
professionals. With offices in 87 countries, 
ipsos delivers insightful expertise across 
five research specializations: advertising 
and media, customer loyalty, marketing, 
public affairs and survey management. 
ipsos researchers assess market potential 
and interpret market trends, develop and 
build brands, help clients build long-term 
relationships with their customers, test 
advertising, study audience responses to 
various media, and measure public opinion 
around the globe. ipsos’ areas of specializa-
tion are represented in north america by 
the following brands:
• ipsos connect amalgamates the legacy 

brands of ipsos asi and ipsos MediacT, 
and covers ipsos’ services in the domains 
of brand communication, advertising and 

media. as the worlds of brand communi-
cations, advertising and media become 
increasingly complex, fragmented and 
digitized, ipsos connect helps its clients 
better embrace this modern complexity 
with investment in new approaches and 
products that will be a better fit to the 
digital age.

• ipsos loyalty is a provider of customer 
experience, satisfaction and loyalty 
research. its creative solutions build 
strong relationships, which lead to better 
results for its clients. ipsos loyalty 
advises businesses on all matters relating 
to measuring, modelling, and managing 
customer and employee relationships.  

• ipsos marketing helps clients define their 
marketing strategy, understand market 
opportunities and consumers’ paths to 
purchase; build brands, services and 
products that are relevant and differenti-
ated; and optimize the allocation of their 
marketing expenditures. ipsos Marketing 
also includes several specialized units 
providing specific services: ipsos uu 
(qualitative), ipsos Healthcare, ipsos 
strategy 3 (marketing strategy), ipsos 
sMX (online communities and social 
intelligence), ipsos MMa (marketing 
roi), ipsos Business consulting (market 
entry in emerging markets) and ipsos 
retail Performance (Pos tracking 
technology).

• ipsos Public affairs is a non-partisan, 
objective, survey-based research practice 
made up of seasoned professionals. it 
conducts strategic research initiatives for 
a diverse number of american and 
international organizations, based not 
only on public opinion research, but also 
on elite stakeholder, corporate and media 
opinion research.

• ipsos observer is the company’s survey 
management, data collection and data 
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delivery specialization serving research-
ers who have the means to analyze data 
in-house. From creating surveys to 
delivering data, its team of market 
research professionals manage projects 
across a broad range of online and offline 
research methodologies including online, 
telephone, face-to-face and mobile. 

• ipsos otX, ipsos’ global incubation and 
experimentation center, is a multidisci-
plinary team of researchers, strategists, 
digital natives and design technologists 
who are blending advancements in 
technology and a cultural shift toward 
social interactions to create the future of 
research—one that is immersive, 
collaborative, authentic and relevant.

• ipsos laboratories, based in south africa, 
enhances the firm’s product offerings 
and research solutions, making its 
intellectual property evolve in ways that 
benefit clients. 

• the ipsos science center, which hosts the 
global community of more than 370 
marketing science experts across ipsos, 
was established to accelerate the use of 
marketing science and analytics across 
the firm in order to add value in 
addressing client needs.  

in the u.s. and internationally, ipsos is  
the media polling supplier to reuters news. 
in canada, ipsos is the pollster of record  
for cTv.

* Percent change calculation reflects 
adjustment of previously reported 2013 
U.S. research revenue due to acquisition/
divestiture activity or other business 
change during 2014.

5 |  iRi 
IRIWorldwide.com

u.S. heAdquArterS chIcAGo

2014 u.S. revenue $533.0 mIllIon

chAnGe from 2013 +5.8% 

non-u.S. revenue $421.0 mIllIon

from outSIde u.S. 44.1%  

u.S. emPloYeeS 1,313 

andrew M. appel 
PreSIdent And ceo  
mbA, unIverSItY of chIcAGo

originally founded in 1979, iri delivers 
market, consumer and media exposure 
information, predictive analytics and the 
foresight that leads to action. 

 in late 2003, symphony Technology 
Group, led by romesh Wadhwani, acquired 
the company. in June of 2011, the company, 
then called symphonyiri Group inc., 
announced that an affiliate of new 
Mountain capital llc completed its 
majority investment in the company, 
positioning it for the next phase of growth 
and customer-centered innovation for its 
roster of clients. With the investment, new 
Mountain is the majority shareholder in the 
company. symphony Technology Group 
maintains a significant equity position in 
the company.  

 The geographic coverage offered by iri 
includes multiple countries and markets 
around the globe. With u.s. headquarters in 
chicago, iri operates across multiple 
countries and regions through stand-alone 
operations and wholly owned subsidiaries 
as well as strategic partnerships and 
marketing alliances. 

 in april 2015, iri acquired datasea, one 
of china’s leading analytic services and 
market research companies, which has 
deep knowledge and expertise in the retail 
and cPG industries. The purchase repre-
sents the latest step in iri’s strategy to 
expand its global footprint and growth 
capabilities in emerging markets. 

 datasea is a leader in providing analytic 
services and market research in china. its 
services center on six areas: customer 
research, brand research, satisfaction and 
loyalty programs, new product testing, 
advertising impact evaluation, and 

distribution strategy. clients include cPG 
manufacturers and retailers, as well as 
companies in related industries, such as 
quick-service restaurants and cosmetics. it 
maintains offices in Beijing, shanghai, 
Guangzhou and Jinan, and is supported by 
a nationwide service network.  

 in March 2014, iri announced that it was 
joining forces with comscore and rentrak. 
This partnership will bring iri’s purchase and 
shopper data, comscore’s digital consump-
tion data, and rentrak’s Tv viewership data 
together into one platform, powered by iri 
liquid data. The mission is to empower 
clients to develop insight into the relation-
ship between all media interactions and 
purchase behavior to create scalable, 
targeted, cross-media, one-to-one marketing 
activation campaigns; allocate resources 
across media in real time; and optimize roi.  

 
The IRI Partner Ecosystem
iri works closely with a broad range of 
industry leaders to create joint solutions, 
services and access to capabilities to help 
its clients more effectively compete in 
their various markets and exceed their 
growth objectives. iri is committed to its 
partnership philosophy, and continues to 
actively enhance its ecosystem of partners 
through alliances, joint ventures, acquisi-
tions and affiliations. The iri Partner 
ecosystem includes companies such as 
The Boston consulting Group, comscore, 
datalogix (an oracle company), experian, 
GfK, intage, ipsos, Kantar, Mastercard 
advisors, MaxPoint, Millward Brown 
digital, oracle data cloud, rentrak, sPins, 
univision and others.

 iri delivers growth to clients through five 
key areas of expertise:
• market performance and strategy: How 

can clients achieve growth in a mature 
market? What should they consider 
when they are launching a product? are 
there opportunities in particular 
categories? From market measurement 
and Pos tracking to in-store perfor-
mance audits and forecasting, iri’s 
market performance and strategy 
solutions help clients understand their 
brands’ position and how to grow. 

• consumer and shopper intelligence: The 
future of cPG is about bringing a custom 
marketing strategy to each consumer on 
demand. iri’s consumer and shopper 
intelligence solutions focus on deep 
shopper insights, segment planning, 
opportunity sizing, and activation 
strategies that empower companies to 
“win” the sale and the shopper.
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• media: can clients be more efficient and 
more effective with their media spend? 
did their ad spend lead to any sales? 
iri’s media solutions include household 
level, cross-media exposure that is tied 
to actual purchases for deeper insights, 
targeting, activation and measurement.

• analytics and retail execution: decipher-
ing vast amounts of data, and using it to 
find new opportunities with manufac-
turer and retailer partners, is the holy 
grail for any business. Whether it’s 
optimizing pricing, promotion or 
assortment, or learning how to be more 
productive with a particular manufac-
turer or retailer, iri helps clients analyze 
and gives them a road map for new 
opportunities. iri’s new prescriptive 
analytics engine, q-iri, pinpoints growth 
opportunities, calculates the value of 
various actions, and prioritizes recom-
mendations for marketing, sales, 
strategy and merchandising profession-
als across a variety of industries. 

• Data management/cloud/software, Pos 
data: data management, cloud and 

software solutions help clients better 
handle all of their data for faster insights 
and action. iri’s liquid data insight 
platform serves more than 180 clients. in 
april 2015, the company unveiled the iri 
shopper Marketing cloud, an integrated 
purchase and media data set that will 
provide fast and easy access to 
comprehensive data that fully links media 
to store-level purchase, as well as 
prescriptive analytics for comprehensive 
planning, targeting, activation and 
measuring. in addition, iri also 
announced ild Private cloud, which 
brings ild to iri clients in a platform that 
can be customized, embedded and 
integrated into the clients’ own systems 
behind their firewalls.

6 |  westat inc.
Westat.com

u.S. heAdquArterS rockvIlle, md.

2014 u.S. revenue $501.3 mIllIon

chAnGe from 2013 -11.1%

non-u.S. revenue $16.1 mIllIon

from outSIde u.S. 3.1%

u.S. emPloYeeS 2,011

James e. smith
PreSIdent And ceo  
Ph.d., unIverSItY of Southern cAlIfornIA

Westat, founded in 1963 and now head-
quartered in rockville, Md., is a 100% 
employee -owned research company.

 as a professional research services firm, 
Westat applies more than 50 years of 
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statistical, survey research, and subject 
matter experience to studies in health 
sciences and services, social program 
measurement and evaluation, statistical 
survey design, all modes of data collection, 
public communications and social 
marketing, transportation research, 
large-scale data analysis and reporting, 
data systems and information technologies, 
and domestic and international program 
monitoring and evaluation.

 The firm’s clients are the agencies of 
the u.s. government, as well as busi-
nesses, foundations, and state and local 
governments. 

 Westat statisticians and research 
professionals from many disciplines contrib-
ute to developments and innovations in 
their fields through professional publica-
tions and active participation in the 
international research community. in 2015, 
david Morganstein, Westat’s vice president, 
took office as the 110th president of the 
american statistical association, a 
community of statisticians.

 Westat’s projects are increasingly 
multi-modal, often with combinations of 
in-person, telephone, Web, mail and mobile 
device modes of data collection. The 
company operates telephone research 
centers, both physical and virtual, with 
sophisticated communications, quality 
monitoring and security controls. 

 Household and institution data collec-
tions are supported by a nationwide staff of 
data collectors, with on-location and 
distance trainings, and advanced field 
management and communications systems. 
international studies may combine 
in-country and virtual approaches to best 
high quality and study objectives. 

Westat uses many general and special-
ized iT technologies and products, and 
provides licensing, training and support for 
Blaise, a software system from statistics 
netherlands, which supports multiple 
modes of data collection and post-collec-
tion processing.

  Beyond its headquarters, Westat 
maintains research offices in atlanta; 
cambridge, Mass.; raleigh-durham, n.c.; 
Philadelphia; Houston; and several 
international locations.

7 |  gfk usa
GfK.com

u.S. heAdquArterS new York

2014 u.S. revenue $350.0 mIllIon

chAnGe from 2013 +4.6%

non-u.S. revenue $1,405.9 mIllIon

from outSIde u.S. 80.1% 

u.S. emPloYeeS 1,029

Matthias hartmann
ceo of Gfk Se
b.A., unIverSItY of cooPerAtIve educAtIon, 

StuttGArt, GermAnY

GfK usa comprises the u.s. operations of 
GfK se, a public company based in 
nuremberg, Germany, which was estab-
lished in 1934 and is listed on the Frankfurt 
stock exchange.

 GfK delivers relevant market and 
consumer information that enables its clients 
to make smarter decisions. More than 13,000 
market research experts combine their 
passion with GfK’s long-standing data 
science experience, which allows GfK to 
deliver vital global insights matched with 
local market intelligence in the u.s. and more 
than 100 other countries. By using innovative 
technologies and data sciences, GfK turns 
Big data into smart data, enabling its clients 
to improve their competitive edge, and 
enrich consumers’ experiences and choices.

 The firm’s services are delivered in the 
following practice areas and services:
• market insights and growth opportunities: 

GfK can continuously track and analyze 
the major trends within markets, 
consumer segments, retail, technology 
and products to identify what factors are 
becoming more or less influential, and 
how these might impact a client’s 
business. Then it adds a clear understand-
ing of what factors are driving each trend, 
across all channels, and looks at the likely 
future demand, and benchmarks current 
performance against competitors. GfK 
identifies the priority customer segments 
for each trend and combines the insight 
to develop a detailed strategic plan. 

• Product design and optimization: By 
matching up the latest consumer and 
market trends, GfK identifies important 
white spaces and helps design ideas 

that are in line with market opportuni-
ties, and runs idea screening to filter the 
most favorable options. The firm 
examines clients’ product concepts, 
pricing and packaging to maximize their 
potential, then continuously tracks 
consumer retail activity in certain 
industry groups to identify what is 
currently successful, and where and at 
what price. it also looks ahead to see 
when and where it is best to launch new 
products, assessing the market and 
brand readiness, and highlighting 
optimum consumer segments.

• Brand value optimization: GfK starts with 
the big trends on what brands and why, 
then analyzes key customer segments to 
reveal their different values and attitudes, 
and how these affect their brand choices. 
Benchmarking brand performance against 
competitors, the firm explores the details 
of consumer-to-brand relationships, 
competitive positioning and potential 
brand extensions. it identifies how and to 
what extent products, channel experi-
ences and promotions feed into brand 
value, and helps optimize each element. 
The firm runs ongoing evaluations of 
overall brand vitality, along with brand 
reputation among key consumer and 
customer segments.

• advertising and communication 
optimization: GfK identifies the right 
consumer segments for a client’s brand, 
products or services, and where the best 
growth opportunities lie. it evaluates the 
full retail landscape and projections on 
demand, and benchmarks current 
performance across all channels to 
understand what is working and what 
areas need support. Then GfK tests 
variations of advertising and communi-
cation across multiple channels, 
including PoP, to identify what achieves 
the best result. it monitors the ongoing 
effectiveness of advertising and 
communications (digital and traditional) 
to help demonstrate roi and react fast 
to market changes.

• channel and category optimization: The 
firm helps to select channel mix and 
categories—adjacencies, product 
assortment, shelf space, in-store 
communication and price planning—by 
exploring the areas of channel trends and 
mixes, shoppers’ paths to purchase, and 
the in-store experience, online experience 
and mobile experience.

• Price optimization: GfK analyzes global 
retail markets to identify what consumers 
are buying and at what price, providing 
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wider insight into what is influencing their 
purchase decisions as well as looking at 
future price patterns and the influence of 
competitor activity. it also looks at how 
different prices affect the performance of 
a product, and at the full category to 
identify the optimal pricing for single 
products and product bundles. For 
consumer goods and technology markets, 
GfK uses daily tracking at the sKu level, 
across multiple channels, to confirm that 
new pricing is delivering the planned prof-
itability and volume of sales.

•  customer experience and loyalty 
management: The firm looks at the major 
consumer segments to identify a 
potential customer base, and whether 
products and services are in tune with key 
segments and their personal values. For 
each segment, GfK examines customer 
behavior across online, mobile and 
physical retail, adding a comprehensive 
review of the experience points that it has 
with products and services across all 
channels. Then it provides ongoing 
tracking of customers’ current satisfac-
tion. This includes insight on the key 
factors that drive their loyalty and early 
warning on customer churn to help 
retention strategy.

8 |  comscore inc.
comScore.com

u.S. heAdquArterS reSton, vA.

2014 u.S. revenue $228.9 mIllIon 

chAnGe from 2013 +18.8%*

non-u.S. revenue $96.3 mIllIon

from outSIde u.S 29.6%

u.S. emPloYeeS 822

serge Matta 
ceo
mbA, AmerIcAn unIverSItY 

comscore inc., based in reston, va., was 
founded in 1999 and was listed on the 
nasdaq in June 2007. comscore continu-
ously measures the digital behavior of a 
global cross section of 2 million internet 
users (including 1 million in the u.s.) who 

provide their browsing and transaction 
behavior, including online and offline 
purchasing. its panelists also participate in 
survey research that captures their 
attitudes, lifestyles, product preferences and 
purchase intentions, which can be inte-
grated with their observed online behavior. 
The company’s services fall into three 
primary segments of digital analytics: 

Audience Analytics
comscore audience analytics provides 
digital audience measurement for advertis-
ing agencies, publishers, marketers and 
financial analysts. audience analytics 
reports on the details of online media usage, 
visitor demographics and online buying 
power for the home, work and university 
audiences across 100 local u.s. markets and 
around the world, including detailed 
reporting for more than 40 individual 
countries. comscore’s syndicated measure-
ment is based on the proprietary unified 
digital Measurement methodology, which 
combines the benefits of both panel-based 
and site-census measurement into a “best of 
breed” approach to digital measurement. 
The methodology, which requires publishers 
to use a comscore census tag to be 
measured at the census level, has been 
adopted by more than 90% of the top 100 
u.s. media properties.

 comscore offers tools for reach and 
frequency analysis, day-part planning, 
online and offline local market analysis and 
emerging applications. other services in 
the audience analytics suite include video 
Metrix, for measurement of online video 
viewing; Mobile Metrix, for measurement of 
mobile Web and app audiences; qsearch, 
for measurement of search behavior; ad 
Metrix, for measurement of online display 
advertising; Plan Metrix, which ties 
lifestyles and attitudes to online behavior; 
segment Metrix, which describes the online 
behavior of various consumer segments 
(such as Prizm and Personicx); and search 
Planner, a search marketing intelligence 
tool. The company also has Media Metrix 
Multi-Platform, its next-generation 
audience measurement tool that synthe-
sizes Web, video and mobile users into a 
unified view of digital audiences. and 
comscore recently introduced video Metrix 
Multi-Platform to provide unified reporting 
of digital video audiences on desktop, 
smartphone and tablet.

 comscore Marketing solutions (cMs) 
combines the comscore internet user 
database with the experience of comscore 
analysts to deliver deep insight into 

consumers’ online behavior for clients in the 
automotive, consumer packaged goods, 
entertainment, financial services, media, 
pharmaceutical, retail, technology, 
telecommunications and travel industries.

 cMs also integrates online behavior with 
offline purchase and product ownership data. 
comscore matches its online database with 
offline purchase databases (such as grocery 
store loyalty card databases) to create large 
data-marts that allow a precise measurement 
of the impact that online marketing has on 
offline buying behavior. in conjunction with 
information resources’ consumer network 
panel, comscore also has the capability of 
measuring the impact of online marketing 
campaigns across retail channels.

 cMs offers a full range of custom and 
syndicated survey research services for a 
variety of industries, using the comscore 
panel with offline and online applications. 
cMs survey services address business issues 
such as customer segmentation, customer 
satisfaction, product and advertising 
evaluation, and brand performance tracking. 
cMs also integrates survey responses with 
online behavior that’s passively captured for 
the same respondents.

 comscore data and services support 
numerous applications, including market 
and competitive intelligence for any online 
category; benchmarking and opportunity 
gap/sWoT analysis; customer profiling and 
segmentation models; integration and study 
of online behavioral data with offline 
purchase data; choice models based on 
pricing, taxes and promotions, among other 
factors; controlled measurement of the 
effectiveness of interactive marketing 
programs; and scoring of customer files for 
direct marketing programs using markers 
and propensities derived in aggregate 
within the comscore database and applied 
using shared attributes. comscore’s 
e-commerce sales data have become the 
standard by which online trends are 
monitored and have been widely published 
in the media for more than 10 years.

Advertising Analytics
comscore offers several solutions under the 
advertising analytics umbrella, including 
advertising planning tools, campaign 
validation and effectiveness measurement, 
and ad creative copy-testing. Products in 
comscore’s adeffx suite include Brand 
survey lift, Bsl Pulse, action lift, offline 
sales lift, and validated campaign 
essentials (vce). From understanding 
audiences and verifying that a campaign 
actually reached its intended target to 
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quantifying the impact of digital advertising 
on attitudes and behaviors as well as online 
and in-store sales, this comprehensive suite 
of products for both digital and multiplat-
form media campaigns allows for in-flight 
optimization and overall improved 
campaign roi. comscore also offers its 
clients proprietary ad viewability measure-
ment and detection of non-human traffic to 
determine whether display or video ads are 
actually delivered in-view to the end user. 

Enterprise Analytics
comscore digital analytix helps analysts 
and business leaders understand and drive 
business outcomes by combining the best 
of analytics and audience demographics. 
comscore’s platform stores data in its raw 
form, enabling fast, flexible analysis and 
delivery of results in real time. 

* Percent change calculation reflects 
adjustment of previously reported 2013 U.S. 
research revenue due to acquisition/
divestiture activity or other business 
change during 2014.

9 |  the nPD group inc.
NPD.com

u.S. heAdquArterS Port wAShInGton, 
  n.Y.

2014 u.S. revenue $215.0 mIllIon

chAnGe from 2013 +9.3%* 

non-u.S. revenue $77.1 mIllIon

from outSIde u.S. 26.4%

u.S. emPloYeeS 20

karyn schoenbart 
PreSIdent And coo  
b.A., unIverSItY of mASSAchuSettS

tod Johnson
chAIrmAn And ceo 
m.S.I.A., cArneGIe mellon unIverSItY

The nPd Group inc. is a privately held 
corporation founded in 1966. 

 nPd provides global information and 
business solutions, helping brands to track 

their markets, understand consumers and 
drive profitable growth.

 information is available for the following 
industries: automotive, beauty, consumer 
electronics, entertainment, fashion, food/
foodservice, home, luxury, mobile, office 
supplies, sports, technology, toys and 
video games.  

 nPd tracking services include retail and 
distributor tracking, consumer tracking and 
the company’s newest offering, checkout 
tracking. Premium services offer more 
granular data including weekly tracking, 
store-level-enabled data (for looking at 
geographies or custom store groupings), 
account-level information (for participating 
retailers) and shopper insights. information 
is collected from more than 1,200 retailers, 
representing approximately 165,000 stores 
worldwide, and from 12 million consumer 
interviews conducted annually.

 nPd also offers solutions for opportunity 
identification, price optimization, marketing 
evaluation, and forecasting through its 
analytics and modeling and custom 
research capabilities. The firm’s advisory 
services cover wearables and connected 
intelligence, which offers reports and 
analyses on wearable tech and the 
connected world.

 in 2014, nPd sold its technology analyst 
business, including displaysearch and 
solarbuzz, in order to focus on its flagship 
tracking services and the development of 
the solutions portfolio. 

 also during 2014, nPd established a 
solutions group to expand its portfolio of 
business solutions to address key marketing, 
sales and strategic planning issues. nPd 
also continued to innovate with new data 
collection methodologies focused on 
receipt harvesting by launching checkout 
tracking, which provides information on 
consumer buying behavior at the market 
basket level, based on receipts for both 
online and bricks-and-mortar retail 
purchases. sample sizes approach nearly  
2 million consumers online and 25,000 
consumers for all channels. in 2014, nPd 
also introduced a wearables advisory 
service encompassing consumer and 
point-of-sale data, qualitative reports and 
industry analysis.  

 looking ahead, nPd expects to continue 
to build checkout tracking with additional 
data analytics and report offerings. The 
solutions team will introduce new forecast-
ing tools and solutions designed around 
expressed client needs and opportunities.

 nPd operates in the americas, including 
the u.s., canada, Mexico and Brazil. The 

company also offers tracking services and 
analytic solutions in 11 countries in europe, 
and tracking services in five countries in the 
asia-Pacific region.  

* Percent change calculation reflects 
adjustment of previously reported 2013 
U.S. research revenue due to acquisition/
divestiture activity or other business 
change during 2014.

10 |    J.D. Power and  
associates* 

                JDPower.com 

u.S. heAdquArterS weStlAke vIllAGe, 
  cAlIf.

2014 u.S. revenue $176.4 mIllIon

chAnGe from 2013 +2.0%* 

non-u.S. revenue $92.2 mIllIon

from outSIde u.S. 34.3% 
 
u.S. emPloYeeS 502

Finbarr o’neill
PreSIdent  
j.d., fordhAm unIverSItY lAw School

J.d. Power and associates in Westlake 
village, calif., was founded in 1968. in april 
2005, it was acquired by The McGraw-Hill 
cos. based in new York. 

 J.d. Power is a global marketing 
information services company that conducts 
independent consumer surveys of product 
and service quality, customer satisfaction 
and buyer behavior. The company provides 
consumer intelligence to help businesses 
measure, understand and improve the key 
performance metrics that drive growth and 
profitability. services include industry-wide 
and client-commissioned research, B-to-B 
consulting and media research.

 annual syndicated studies are based on 
survey responses from millions of consum-
ers and business customers worldwide. The 
firm does not review, judge or test products 
and services for its syndicated studies. it 
relies on the opinions and perspectives of 
consumers who have actually used the 
products and services being rated. 
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 J.d. Power is most often recognized for its 
work in the automotive industry, where its 
metrics have become the industry standard 
for measuring product quality and customer 
satisfaction. a team of associates worldwide 
conducts quality and customer satisfaction 
research across industries including 
automotive, financial services, insurance, 
telecommunications, travel, healthcare, 
utilities and consumer electronics. The firm’s 
clients include many Fortune 500 companies 
in the u.s. and internationally. 

 J.d. Power has seven u.s. offices and 15 
offices worldwide. 

* Some or all figures are not made available 
by this company. Instead, they are 
estimated by the report’s authors.

11 |  icF international inc.
ICFI.com

u.S. heAdquArterS fAIrfAx, vA.

2014 u.S. revenue $153.3 mIllIon

chAnGe from 2013 -10.9% 

non-u.S. revenue $59.9 mIllIon

from outSIde u.S. 28.1%

u.S. emPloYeeS 875

sudhakar kesavan
ceo  
m.S., mASSAchuSettS InStItute of technoloGY

icF international inc., based in Fairfax, va., 
was founded in 1966 and acquired Macro 
international in 2009. it was listed on the 
nasdaq in 2006. The company’s clients 
include u.s. federal agencies, international 
organizations and multinational corpora-
tions, and its services and products include:
• international research and evaluation: icF 

serves national governments, in-country 
organizations and international donor 
agencies, providing training and technical 
assistance in developing indicators and 
metrics, monitoring and data collection, 
policy formation and disseminating 
findings to target audiences. 

• experimental and quasi-experimental 
research: icF address the full lifecycle of 

experimental and quasi-experimental 
research services, including methodology 
and study design, quantitative and 
qualitative data analysis, database and 
systems development, and reports and the 
publication of results.

• monitoring and evaluation capacity build-
ing: clients can build program monitoring 
and evaluation capacity with services, 
including managing change and 
communicating developments to grantees 
or awardees, adjusting data collection 
systems or indicators to reflect program 
changes, producing report snapshots to 
show continued progress, and leveraging 
existing resources to expand capacity in 
monitoring and evaluation. 

• Performance measurement: icF’s 
approach supports u.s. federal agencies, 
nonprofits and commercial firms with 
performance measurement tools and 
techniques, including developing meaning-
ful and measurable indicators, creating 
dashboards and balanced scorecards, 
setting targets and goals for continuous 
quality improvement programs, and 
designing and implementing Web-based 
data management and reporting systems. 

• Program evaluation: icF applies traditional 
and state-of-the-art analytic methods and 
tools, including randomized control trials, 
propensity score matching, quantitative 
analysis of designs, ethnographic studies 
and social network analysis.

• Quantitative methods and analysis: icF’s 
range of quantitative methods and 
analysis includes Web, telephone, paper/
mail, in-person and hybrid surveys, cell 
phone data collection, sampling/
weighting, database development and 
data management, proprietary modeling 
of complex systems and analytic 
methods, and cost benefit analysis.

• r&e surveys and analysis: The company’s 
survey services include questionnaire and 
manual development, quality control, 
FisMa-moderate data security capacity, 
software development, and the analysis 
and dissemination of findings.

The firm serves the aviation, climate, 
community development, defense, education, 
energy, environment, families and communi-
ties, health, homeland security and transpor-
tation markets. its geographic coverage 
spans the globe and includes current projects 
located in Botswana, Kenya, Mozambique, 
Tanzania, Thailand, uganda and vietnam. icF 
has full-service offices in china, india, russia, 
the u.K., Brazil and canada, in addition to 
more than 40 full-service offices in the u.s.

12 |     Maritz Research  
(now MaritzCX)
 MaritzCX.com

u.S. heAdquArterS fenton, mo.

2014 u.S. revenue $127.5 mIllIon

chAnGe from 2013 -7.1%*

non-u.S. revenue $46.5 mIllIon

from outSIde u.S 26.7%

u.S. emPloYeeS 449

carine clark
PreSIdent And ceo  
mbA, brIGhAm YounG unIverSItY

The 2015 aMa Gold Top 50 rankings are 
based on companies’ financial data from the 
calendar year 2014. Thus, Maritz is listed in 
this report as Maritz research, headquar-
tered in Fenton, Mo. However, on dec. 31, 
2014, Maritz Holdings inc. acquired 
allegiance software and subsequently 
merged allegiance with Maritz research to 
create a new independent company, called 
MaritzcX. its new company headquarters are 
located in salt lake city.

 MaritzcX started with the simple idea that 
businesses need more than survey scores 
and reports to know how to retain custom-
ers and meet their customer experience 
(cX) challenges. The company focuses on 
four key elements: cX software, data and 
research science, deep vertical market 
expertise and managed program services.

 MartizcX has global reach, with more 
than 800 full-time employees and nearly 
2,000 part -time/contract employees in  
19 offices and five global regions, serving 
500 clients and 1 million users who speak 
60 languages in 100 countries. The 
company focuses on practice areas in the 
following industries: automotive, financial 
services, retail, travel and hospitality, 
technology, telecom, B-to-B, healthcare 
and insurance.  

 The company’s allegiance platform, its 
flagship software product, has seen new 
product growth of 38%. overall, the platform 
saw 55% new bookings growth and 97% 
saas solutions bookings growth in 2014. 

 additional cX products include the new 
dashboards 2 capability and the spotlight 
data-mining tool. dashboards 2 provides cX 
professionals a new way to bring big 
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customer data instantly to light, and to 
capture and share insights using modern 
visualizations. The patented spotlight 
software allows clients to work with massive 
amounts of Big data, running complex 
analytics in seconds.

* Percent change calculation reflects 
adjustment of previously reported 2013 U.S. 
research revenue due to acquisition/
divestiture activity or other business 
change during 2014.

 

13 |  abt sRbi inc.
ABTSRBI.com

u.S. heAdquArterS new York

2014 u.S. revenue $127.2 mIllIon

chAnGe from 2013 -18.3%

non-u.S. revenue $11.9 mIllIon

from outSIde u.S. 8.6%

u.S. emPloYeeS 208

kathleen l. Flanagan 
PreSIdent And ceo of Abt ASSocIAteS  
m.S., unIverSItY of rocheSter

scott Royal
PreSIdent And ceo of Abt SrbI  
Ph.d., johnS hoPkInS unIverSItY

abt associates is a global research firm 
focusing on evaluation and program 
implementation in the fields of health, social 

and environmental policy, and international 
development. The company has multiple 
offices in the u.s. and program offices in 
nearly 60 countries. abt associates was 
founded in 1965. 

abt srBi is the firm’s survey research 
arm. it’s a full-service global research and 
consulting firm whose survey research 
capabilities range from sample design and 
instrument development, through data 
collection (telephone, in-person, ivr, Web, 
mail) and data management, to advanced 
analysis and market strategy. The firm 
specializes in large-scale and complex 
projects for government, regional 
agencies, major corporations, foundations 
and the media. 

 abt srBi has four practice groups:
• the health group conducts health-related 

surveys and tracking studies for many u.s. 
government agencies. These projects 
include epidemiological surveys, 
healthcare, military veterans, immigration, 
domestic violence and program 
evaluations.

• the social Policy and Polling group 
conducts large-scale public policy and 
public opinion surveys for university 
researchers, foundations, research 
institutes and the media. This division is 
responsible for abt srBi’s public opinion 
polling for the Pew research center, Time 
magazine, The Washington Post, and 
other media. 

• the transportation, recreation, 
Planning and Preservation group 
provides passenger/customer research 
to leading public transit authorities, 
transportation planners and engineering 
firms. This includes household travel 
surveys, origin/destination studies, new 
product/service testing, pricing and 
passenger satisfaction research. This 
group also specializes in energy, 
environmental and recreational issues.

• the Family, workforce and nutrition 
group supports large-scale program 
evaluation projects with a focus on 
interviews with beneficiaries of federal 
government programs.

The four practice groups are supported by 
an advanced Methods Group and an 
interviewing services division. The advanced 
Methods Group provides consulting support 
in areas such as complex sample design, 
non-response bias, cell and dual frame 
sample designs, weighting, imputation and 
geographic information systems. The 
interviewing services division administers 
telephone, mail, internet, ivr and in-person 
interviews with nearly 450 caTi stations 
across five call centers, a large, national 
in-person field force, and a centralized 
technologically advanced survey platform. 

 The firm has offices in cambridge, Mass.; 
Bethesda, Md.; atlanta; durham, n.c.; and 
new York.

14 |     dunnhumbyusa *+  
Dunnhumby.com

u.S. heAdquArterS cIncInnAtI

2014 u.S. revenue $126.6 mIllIon

chAnGe from 2013 +4.2%  

non-u.S. revenue $354.8 mIllIon

from outSIde u.S. 73.7%

u.S. emPloYeeS 252 

stuart aitken 
ceo of dunnhumbYuSA  
m.S., unIverSItY of StrAthclYde, GlASGow

dunnhumbyusa, headquartered in cincinnati,  
was founded in 2003 as a joint venture 
partnership of The Kroger co. in cincinnati 
and dunnhumby ltd. in london, which is a 
wholly owned subsidiary of Tesco plc. 

dunnhumbyusa serves clients in retail, 
grocery, consumer goods, health and 
beauty, food service, apparel and advertis-
ing, among others. clients include The 
Kroger co., Tesco, coca-cola, General Mills, 
Kimberly-clark, Macy’s, Pepsico, and 
Procter & Gamble. 
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dunnhumbyusa’s business model and 
process revolves around the customer. The 
firm analyzes a combination of rich, granular 
shopper data with other data sources at the 
household level to deliver a complete view 
of the customer and to uncover insights 
about those customers: what they want, 
where they want it, and how much they’re 
willing to pay for it. 

The company works with retailers and 
manufacturers to leverage those insights in 
order to personalize their customers’ 
experiences in and out of the store, online 
and offline, and before, during and after the 
shopping trip to earn their lifetime loyalty. 
companies can find out when and how their 
products are consumed, what needs they 
fulfill, the appropriate focus of media 
campaigns and messages, consumers’ 
motivation to buy and barriers to purchase, 
and the likely success of new product ideas. 
dunnhumbyusa also uses those insights to 
help retailers and manufacturers become 
more customer-centric organizations, and 
make more informed and effective business 
decisions that result in sustained growth.

 dunnhumbyusa’s source of information 
is customer transaction data from retailers’ 
customer loyalty (frequent shopper) 
programs, Pos sales and traditional 
marketing research methods—reflecting 
what shoppers actually do in terms of what, 
how and why they buy—to help clients 
target the customers who matter most and 
identify the biggest opportunities for 
retailers and brands to engage more closely 
with their customers.

 dunnhumbyusa uses a proprietary 
algorithm, which identifies purchase 
patterns within and between a customer’s 
shopping trips, to derive a set of attributes 
for each customer based upon the products 
that he buys, the frequency of his shopping 
trips, and his sensitivity to specific 
marketing levers (such as price, merchandis-
ing, coupons and assortment). This 
“customer dna” profile, determined by the 
collective set of individualized attributes, is 
the basis for all subsequent targeting, 
segmentation and analysis.

 a majority of the company’s revenue and 
growth is in the leveraging of this rich data 

source and proprietary targeting algorithms 
to deliver personalized communications and 
offers to consumers designed to benefit 
them based on their individual lifestyles and 
preferences. The company’s behavior-based 
targeted offering delivers redemption rates 
in excess of 60%. research revenue is 
derived through the generation of analytical 
insights delivered via software tools and 
custom insights.

* Some or all figures are not made available 
by this company. Instead, they are 
estimated by the report’s authors.

 
+ In April 2015, dunnhumbyUSA’s joint 

venture partners, dunnhumby Ltd. and The 
Kroger Co., established a new company, 
84.51o, which will operate with certain 
assets acquired by Kroger from 
dunnhumbyUSA. Stuart Aitkin, formerly 
the CEO of dunnhumbyUSA, now is CEO 
of 84.51o. Dunnhumby will continue to 
operate in the U.S. as dunnhumby, under 
the leadership of Andy Hill, managing 
director for North America.
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15 |   Decision Resources 
group
DecisionResourcesGroup.com

u.S. heAdquArterS burlInGton, 
  mASS.

2014 u.S. revenue $117.2 mIllIon

chAnGe from 2013 +8.5%  

non-u.S. revenue $45.8 mIllIon

from outSIde u.S. 28.1%

u.S. emPloYeeS 500 

James lang 
ceo  
mbA, dArtmouth colleGe

decision resources Group in Burlington, 
Mass., was founded in 1990 and acquired by 
Piramal Group in June 2012.

decision resources Group is a portfolio 
of companies that offer information, 
analysis and insights on issues within the 
global healthcare industry. Pharmaceutical, 
biotechnology, medical technology and 
managed care companies rely on this 
analysis and data to make informed 
decisions critical to their success.

The firm’s companies include abacus 
international, arlington Medical resources, 
BioTrends research Group, decision 
resources, Fingertip Formulary,  
Healthleaders-interstudy, Manhattan 
research, Millennium research Group, 
Pharmastrat and Pinsonault. 

 Framing the current status and future 
trends in target healthcare markets using 
data, primary research and secondary 
research is a core competency of decision 
resources Group. Product offerings include 
high-value analytics, syndicated research, 
proprietary databases, decision support 
tools and advisory services.

decision resources Group has a number 
of key specialties, including syndicated 
research focused on new therapeutic 
opportunities; portfolio planning, changing 
industry dynamics and global treatment 
patterns; insights and data on physician 
and consumer healthcare e-marketing; and 
proprietary databases and analytics 
covering more than 90% of the u.s. 
managed care markets. also included are 
longitudinal data and analytics on 
marketed drug reimbursement profiles; 

qualitative insights on drug-specific 
reimbursement drivers for existing and 
emerging therapies; managed markets 
training; and evidence-based market  
access solutions. 

16 |   oRc international
ORCInternational.com

u.S. heAdquArterS PrInceton, n.j.

u.S. 2014 revenue $83.8 mIllIon

chAnGe from 2013 +2.2%    

non-u.S. revenue $42.3 mIllIon

from outSIde u.S. 33.5%

u.S. emPloYeeS 312

simon kooyman 
ceo  
mbA, vlerIck unIverSItY, belGIum

orc international (orc), based in 
Princeton, n.J., (formerly opinion research 
corp.) was founded in 1938 and acquired by 
lake capital in July 2011.

 orc is a research and business intelli-
gence firm that focuses on discovering what 
engages people around the world. By 
combining data, synthesis and digital 
platforms, the firm delivers insights that 
power clients’ growth and drive the future 
of their businesses.

 orc specializes in customer equity, 
employee engagement, marketing research 
and strategy development, with an aim to 
engage, empower and elevate clients’ 
market knowledge to become innovators in 
their fields, to capitalize on new opportuni-
ties and to drive results. 

Customer Research
orc believes that the customer journey 
begins with the initial exposure to the brand 
and carries through goodwill, brand loyalty, 
advocacy, satisfaction and lifetime value. 
From specific tactical challenges to broad 
strategic initiatives, the firm helps clients 
pinpoint priorities, implement improvement 
plans and gauge progress. its customer 
solutions help engage and provide 
meaningful experiences for customers 
throughout the customer journey; identify 

and acquire new customers; engage and 
retain the best customers; and link 
customer- and employee-related initiatives 
to optimize performance and growth.

Employee Research
orc international’s employee research 
practice helps organizations understand 
how to attract, engage and retain top 
employees to maximize performance and 
profitability. The firm’s suite of employee 
research solutions helps clients optimize 
and engage employees effectively; grow 
awareness of the employer’s brand; retain 
talent and reduce costs of hiring and 
on-boarding; understand customer-centric 
employees; become an “employer of 
choice”; and link customer- and employee-
related initiatives to optimize performance 
and growth.

Marketing Research
orc delivers the comprehensive knowledge 
and the objective external perspective that 
clients need to develop a blueprint for 
next-generation strategies. The orc teams 
can help assess brands’ positions; detect 
innovation opportunities within the market; 
gauge demand for new products; develop 
and evaluate new products and offerings; 
identify target markets for products; and 
assess opportunities in new geographies.

Strategy Research
orc helps clients identify and capitalize on 
emerging trends, innovation and decision 
support tools to remain at the forefront of 
industry transformations and opportunities. 
orc teams provide go-to-market research 
and access to industry experts; forecasting, 
modeling and trends; insight about market 
characteristics; size and economic value; 
innovation strategy development; nPd 
assessments; and benchmarking against 
competition and markets.
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17 |    national  
Research corp. 
NationalResearch.com

u.S. heAdquArterS lIncoln, neb.

2014 u.S. revenue $79.9 mIllIon 

chAnGe from 2013 +9.2% 

non-u.S. revenue 7.2 mIllIon 

from outSIde u.S. 8.3% 

u.S. emPloYeeS 349

Michael D. hays 
ceo  
b.S., unIverSItY of nebrASkA

national research corp. in lincoln, neb., 
was founded in 1981 and has been a public 
company since october 1997. national 
research offers performance measurement 

and improvement services to hospitals, 
healthcare systems, physicians, health plans, 
senior care organizations, home health 
agencies and other healthcare organiza-
tions. national research works to address 
key objectives to help clients improve 
performance in the following areas:
• growth offerings: These solutions have 

historically been marketed under the 
Market insights, Healthcare Market Guide 
and Ticker brands. national research’s 
growth offerings are subscription-based 
solutions that include the measurement of 
community perception (Market insights), 
brand tracking (Brandarc) and advertis-
ing testing (advoice). Market insights 
measures the opinions and behaviors of 
270,000 healthcare consumers in the top 
250 metropolitan areas annually.   

• retention offerings: These solutions 
include patient and resident experience, 
physician engagement, and employee 
experience measurement and improve-
ment tools. These solutions enable clients 
to comply with regulatory requirements 
and to improve their reimbursement 

under value-based purchasing models. 
additionally, clients use these applications 
to positively impact patient experience by 
using the company’s prescriptive 
analytics to enable improvement planning 
and the implementation of best practices. 
Finally, with a growing body of research 
linking employee and physician satisfac-
tion levels to provider quality and patient 
experience, national research’s offerings 
also measure satisfaction from those 
constituents and integrate that data into 
prescriptive analytics for improvement.

• engagement offerings: These solutions 
include national research’s patient 
outreach and discharge call program 
(connect Transitions), health risk 
assessments (Payer solutions) and 
post-acute analytics (ocs). These 
offerings enable the firm’s clients to 
understand the health risks associated 
with populations of patients, analyze and 
address readmission risks, and efficiently 
reach out to patients to impact their 
behaviors outside of the healthcare 
provider settings. The company’s health 
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risk assessment solutions enable its clients 
to effectively stratify and manage care for 
those who are most at risk, engage individ-
uals, increase preventative care, and 
manage wellness programs to improve 
patient experience and outcomes. national 
research’s patient outreach and discharge 
call solutions are provided to healthcare 
organizations on a subscription basis.

18 |    lieberman Research 
worldwide

                    LRWOnline.com

u.S. heAdquArterS loS AnGeleS

2014 u.S. revenue $77.7 mIllIon

chAnGe from 2013 14.3% 

non-u.S. revenue $35.8 mIllIon

from outSIde u.S. 31.5%

u.S. emPloYeeS 436

David sackman 
ceo
b.A., unIverSItY of cAlIfornIA  

At loS AnGeleS

lieberman research Worldwide (lrW), 
based in los angeles, is a full-service, 
custom market research provider that 
employs a “so What?” research-based 
consulting model, leveraging its marketing 
science team and Pragmatic Brain science 
institute to help clients improve their 
financial performance. The company works 

on a range of business issues, including 
market segmentation and brand strategy, 
advertising, customer experience and new 
product development, and uses survey 
research and data from a wide variety of 
sources, such as social media data, 
customer data and others.

 its marketing science team provides 
expertise in a variety of predictive modeling 
techniques (conjoint, choice, latent class, 
Hierarchical Bayes and agent-based 
modeling), as well as market segmentation, 
price testing, product line optimization, 
brand equity strategy and other custom 
techniques. Through its Pragmatic Brain 
science institute, lrW takes a more 
comprehensive approach—combining 
traditional research techniques with 
approaches rooted in social, motivational 
and evolutionary psychology, as well as 
behavioral economics, providing a holistic 
understanding of the consumer, why they 
do what they do, and what companies can 
do about it. These Pragmatic Brain science 
approaches dive deep to understand the 
non-conscious and emotional drivers of 
consumer choice. They are scalable and 
grounded in extensive academic research. 

 Through its regional offices in los 
angeles (global headquarters), london 
(european headquarters) and shanghai 
(asian headquarters), and its affiliate 
network of more than 60 affiliate compa-
nies, the firm conducts research in more 
than 80 countries worldwide. lrW serves a 
wide range of industries, including 
entertainment, pharmaceutical, technology, 
consumer packaged goods, healthcare, 
retail, food service, financial and business 
services, automotive and more.  

 lrW emphasizes five core areas of 
research experience: 
• strategy development through segmen-

tation research: strategy expertise is 
lrW’s core strength, particularly 

actionable segmentation research. The 
firm determines targets, optimizes the 
marketing mix and develops strategies to 
maximize performance within target 
segments that drive business impact. it 
also deploys techniques and analytic 
processes to understand where value 
resides within brands, along with the 
implications for brand building. lrW 
utilizes both “fusion” and “segmentation 
by optimization,” allowing clients to reach 
unique segments and gain a clearer 
understanding of their needs. Blending 
the two segmentation approaches with 
trade-off analyses enables the firm to 
optimize product coverage and line 
demand for target segments.   

• Brand strategy and tracking: lrW has 
developed a proprietary framework, 
Brand stereotypes, an active lens that 
influences consumers’ perceptions, 
emotions, actions and identity connection 
with brands. Monitoring and measuring 
Brand stereotypes is a critical component 
of lrW’s BX offering, a new model that 
hybridizes traditional brand tracking with 
social media monitoring. BX operates in 
real time and allows consumers of lrW’s 
clients’ products and services to explain 
their experiences in their own words, 
turning brand tracking into a robust 
marketing and brand feedback system.

• customer experience diagnostic 
evaluation and tracking: lrW’s experi-
ence in analyzing consumer attitudes and 
behavior has enabled the firm to 
successfully link customer satisfaction to 
financial performance. lrW’s proprietary 
approach helps companies identify 
specific behaviors and actions that can be 
undertaken to improve financial results. it 
provides companies with an approach to 
continuous improvement and feedback, 
delivered directly to stakeholders via 
intuitive dashboards and other online 
analytical tools.

• new product development: using 
advanced analytical techniques, lrW is 
able to provide powerful product 
optimization studies with actionable 
deliverables. The firm uses a proprietary 
methodology, including ideation and 
evolution, to generate approaches to new 
product development.

• advertising: implicT is lrW’s proprie-
tary approach to improve advertising’s 
effectiveness. lrW evaluates the core 
centers of brain decision-making 
through the use of traditional survey 
methods combined with facial recogni-
tion software, rapid choice, WoM 
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simulation, voice-iT including linguistic 
coding, and delayed memory recall, 
allowing deep understanding of the 
emotional, non-conscious and rational 
reactions to advertising.  

in 2014, lrW increased its effectiveness as 
a consultative, data-agnostic research partner 
by incorporating a number of techniques 
beyond traditional qualitative and quantita-
tive research. Working with leading 
academics in the field, lrW created its 
appliedvr business unit, now a fully 
incorporated subsidiary of lrW, leveraging 
virtual reality technology for both market 
research and behavior change applications. 
additionally, lrW’s social media unit now 
integrates social media and digital data into 
nearly 20% of the company’s total engage-
ments, expanding upon a strategic partner-
ship with a cia-spinoff, network-mapping 
software company. lastly, lrW piloted its 
new BX product, offering up-to-the-minute 
brand experience data alongside social media 
and digital metrics in a custom dashboard. 

 in 2015, lrW is expanding its Pragmatic 
Brain science institute by developing new 
tools to measure emotion and other 
non-conscious consumer attitudes. lrW will 
formally roll out its BX product to help 
companies to more fully integrate tracking 
into strategic decision-making. 

19 |    Rentrak corp. 
Rentrak.com

u.S. heAdquArterS PortlAnd, ore.

2014 u.S. revenue $74.7 mIllIon

chAnGe from 2013 +46.3%*

non-u.S. revenue $17.4 mIllIon

from outSIde u.S. 18.9% 

u.S. emPloYeeS 425

william l. livek
vIce chAIrmAn And ceo  
b.S., Southern IllInoIS unIverSItY

rentrak corp., based in Portland, ore., was 
founded in 1977 and was listed as a public 
company on the nasdaq in 1986.

rentrak measures movies and Tv with its 
census-like currencies. its services measure 
movies from theaters worldwide, video on 
demand on every Tv in the u.s., and national 
and local Tv content on 25 million Tvs 
throughout every market and zip code in 
america. By merging Tv and movie 
measurement information with information 
about viewers’ lifestyles and the products that 
they buy, rentrak helps advertisers, agencies, 
the movie industry, multichannel video 
programming distributors, local stations and 
national networks better understand how to 
target and reach viewers and consumers 
more efficiently, and more profitably.  

Movies Everywhere
rentrak answers three key questions about 
consumers and the movies: Will they go? 
How much did they spend? and, what did 
they think? services include:
• Box office essentials reports on how 

many people go to the movies and how 
much they spend in virtually every theater 
in north america, all in real time.

• international Box office essentials 
delivers worldwide box office results from 

more than 110,000 screens in more than 
25,000 theaters in 37 countries.

• Preact measures the health of a 
marketing campaign up to one year in 
advance of a movie’s release.

• Posttrak reports audience demographics 
and the aspects of each title that trigger 
interest and attendance.

TV Everywhere
rentrak’s Tv everywhere services combine 
television viewing with consumer behavior 
information to provide the most precise 
understanding of the total television 
audience, from the programs that viewers 
watch, to the cars in their garages, to the 
way that they vote, to the products in their 
pantries. Tv essentials provides u.s. 
television measurement from more than 30 
million screens and approximately 14 million 
households, and its services include:
• stationview essentials: Measures 

television viewing in every u.s. local 
market.

• onDemand essentials: Measures video on 
demand (vod) viewing from 117 million 
Tvs in the u.s. and canada.
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• Digital Download essentials: Measures 
viewing of purchased and rented movie 
and television content downloaded or 
streamed via the internet.

• multiscreen essentials: reports live and 
time-shifted viewing from television and 
vod in a single total audience measure-
ment system.

• Branded entertainment: quantifies and 
evaluates the impact of brand integration 
in movies and Tv content on consumers.

other services include digital download 
essentials industry, dynamic studio share, 
adessentials, internet Tv essentials, Mobile 
ondemand essentials, Mobile Tv essen-
tials, Mobile stationview essentials and 
vod Monitor.

Home Entertainment
rentrak’s Home entertainment services 
report consumer dvd and Blu-ray disc 
rental (Home video essentials) and retail 
(retail essentials) sales activity and provide 
reporting for content providers involved in 
revenue-sharing programs (studio revenue 
share essentials).

rentrak measures more than 95% of the 
theatrical box office worldwide, and 99% 
of the box office in the u.s. and canada. 
rentrak has vod and Tv operations in the 
u.s., europe and china. rentrak measures 
linear Tv viewing from more than 30 
million Tvs and vod viewing from more 
than 114 million Tvs across every local 
market and every residential zip code in 
the u.s.

in 2014, rentrak launched a new total 
audience measurement service, Multiscreen 
essentials; launched a new long-lead box 
office measurement service, Preact; and 
acquired the u.s. television measurement 
business of WPP’s Kantar business unit, 
Kantar Media.

* Percent change calculation reflects 
adjustment of previously reported 2013 U.S. 
research revenue due to acquisition/
divestiture activity or other business 
change during 2014.

20 |    Market strategies 
international

                         MarketStrategies.com 

u.S. heAdquArterS lIvonIA, mIch.

2014 u.S. revenue $68.8 mIllIon

chAnGe from 2013 0.0%* 

non-u.S. revenue $1.2 mIllIon

from outSIde u.S. 1.7% 

u.S. emPloYeeS 265 

Rob stone 
ceo 
Ph.d., columbIA unIverSItY 

Market strategies international, based in 
livonia, Mich., and founded in 1989, is a 
market research consultancy that drives 
confident business decisions through 
research and consulting engagements 
with its clients. Market strategies uses a 
wide range of market research tech-
niques, including traditional survey and 
qualitative methodologies, and new social 
media, ethnographic and community 
research platforms.

 Market strategies’ reputation has been 
built on the application of advanced analytics 

to behavioral, financial, attitudinal, demo-
graphic and “firmographic” information.

 Market strategies focuses on six 
industries, including consumer and retail, 
energy, financial services, healthcare, 
technology and telecommunications. 
senior staff experience is based in the 
industries that the company serves—as 
marketers, communications practitioners, 
customer experience advocates, and 
market research and competitive intelli-
gence experts. client-facing consultants 
provide research-based conclusions and 
recommendations, drawing upon primary 
and secondary data, predictive modeling 
and their own industry experience.

 Market strategies provides research and 
consulting expertise on brand research to 
build the most equity from brand position-
ing and messaging; communications 
research to design and track effective 
communications through traditional and 
new media channels; customer experience 
research to drive customer and stakeholder 
satisfaction and advocacy; product 
development research to develop, launch 
and maintain winning products and 
services; and segmentation research to 
select optimal targets for products and 
services. syndicated research offerings 
help clients understand the market 
environment, explore industry trends, and 
evaluate their brands and products within 
the competitive landscape.

 Market strategies has invested in its own 
research infrastructure, which includes three 
data collection centers in north america, 
supporting the research lifecycle from 
sample design, to data collection and 
processing, to analysis.

 in May 2013, Market strategies acquired 
cogent research, a market research and 
strategic consulting firm with a focus on 
wealth management and a suite of 
syndicated products that provide intelli-
gence for executives in the asset manage-
ment and investing sector. now, Market 
strategies’ syndicated division offers 
cogent reports, a portfolio of traditional 
products in the wealth management, 
energy and health space, as well as new 
portal-based research solutions that 
provide continuous data collection and 
online reporting.

 Market strategies has invested heavily in 
quality processes and procedures. The 
company is certified in sas 70 and iso 
20252, the global standard for organiza-
tions conducting market, opinion and social 
research. each year, Market strategies 
conducts several international tracking 
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programs and custom research assignments 
for its clients, involving work in more than 
75 countries across eight regions.

* Percent change calculation reflects 
adjustment of previously reported 2013 U.S. 
research revenue due to acquisition/
divestiture activity or other business 
change during 2014.

21 |     communispace 
corp.*

                    Communispace.com

u.S. heAdquArterS boSton

2014 u.S. revenue $63.5 mIllIon

chAnGe from 2013 +1.0%

non-u.S. revenue $16.5 mIllIon

from outSIde u.S. 20.6%

u.S. emPloYeeS 343

charles trevail 
ceo
b.A., unIverSItY of durhAm 

communispace was founded in 1999 and 
acquired by diversified agency services, a 
division of omnicom Group inc., in 
February 2011. communispace connects the 
world’s best-known brands with the people 
whom they serve, to create customer-
inspired growth. The company’s range of 
services builds customer-centric cultures, 
and enables clients to act with confidence 

and agility because they have designed the 
customer into their entire organization. 
Through its use of private online communi-
ties, immersion events and innovation 
projects, communispace gives companies 
the insight of the customer, allowing them 
to design better products and experiences, 
improve business performance and achieve 
measurable growth.

 communispace’s ability to do this starts 
with catalyst, a proprietary community 
software platform. unlike other commu-
nity and panel software solutions that 
have been developed primarily to provide 
the most efficient access to respondents, 
this platform has been developed with a 
strong emphasis on encouraging deep 
engagement and enabling collaboration. 
services offered via catalyst include 
discussions, surveys, media galleries 
(pictures and video), “idea cloud” (an 
online ideation tool), digital collaging, live 
chat, “on the go” mobile ethnography 
activities, voicemail projects in which 
members can record voice messages, 
video chat, instant messaging, implicit 
association testing, metaphor-building, 
and “emotion-centric” and “emotive 
elicitation” surveys. 

The company’s service capabilities are 
grouped into three buckets.
1 next-generation research enables faster 

feedback, better insights and the more 
effective communication of learnings, 
which includes:
• testing: Faster, cheaper and more 

accurate ways to get customer input 
throughout the development process.  

• exploring: Get to know customers as 
people, and understand their whole 
lives (not just where your brand 
intersects with them) to develop more 
powerful insights.

• communicating: communicate 
learnings in a variety of ways to help 

ensure that the learnings are heard by 
the business and put to work.

2 Business solutions engage customers as 
partners to inform business strategy, to 
create new products, services and 
experiences, and to change the 
conversation with distribution partners. 
This includes:
• informing business strategy: engaging 

customers as partners in determining 
key business decisions.

• creating new: enrolling customers  
as a key stakeholder in creating  
anything new.

• changing the conversation: Providing 
thought leadership and added-value 
perspective to enhance and improve 
distribution relationships.

3 cultural immersion builds broad  
customer empathy and understanding  
to create more customer-centric cultures. 
This includes:
• changing perceptions: creating 

immersive experiences to help 
organizations broadly internalize new 
learning or change long-held beliefs.

• Building customer “gut”: Providing 
regular customer touch points to help 
build customer “gut,” understanding 
and empathy.

• inciting action: Moving organizations 
to adapt and evolve by hearing the 
pain or opportunity directly from the 
customer.

* Some or all figures are not made available 
by this company. Instead, they are 
estimated by the report’s authors.
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22 |    alphaimpactRx
AlphaImpactRX.com

u.S. heAdquArterS horShAm, PA.

2014 u.S. revenue $62.0 mIllIon

chAnGe from 2013 +2.8%

non-u.S. revenue $0.0 mIllIon

u.S. emPloYeeS 165

John ouren 
ceo 
mbA, StAnford unIverSItY

alphaimpactrx is a privately held company 
owned by symphony Technology Group, 
with offices in Horsham, Pa., and san 
Mateo, calif.  

 alphaimpactrx is a provider of custom 
and syndicated primary research to 
biopharmaceutical, consumer health and 
medical device companies, and helps its 
global healthcare clients make informed 
and timely business decisions to develop 
and market their products. By focusing 
entirely on the healthcare vertical, 
alphaimpactrx has built a unique 
combination of healthcare-specific 
consulting expertise and analytic 
capability, innovative technology, 
proprietary physician panels and syndi-
cated data assets.  

alphaimpactrx brings together two 
organizations, each with 15 years of 
experience in providing primary research-
based insights and solutions to its clients. 
alphadetail offers global custom market 
research and influence network mapping 
across all stages of the product life cycle. 
impactrx pioneered mobile market 
research direct from physicians’ offices, 
and measures the effectiveness of 
promotion across the biopharmaceutical 
industry with proprietary products 
including Brandimpact and Provoice. now 
combined, alphaimpactrx leverages the 
complementary research, analytics and 
therapeutic experience and expertise 
of these two organizations to deliver 
insight and actionability through both 
custom research and proprietary 
syndicated products.  

alphaimpactrx custom research helps 
clients make important business decisions 
by leveraging its analytic and therapeutic 
capabilities against alphaimpactrx’s 

extensive and active shared global 
physician panels. The company delivers a 
broad range of custom solutions in areas 
such as early-stage pipeline, launch 
planning and Kol mapping. additionally, 
with the recent expansion of its analytic 
services team, alphaimpactrx supports a 
wider array of advanced analytic solutions 
across the client base.  

 alphaimpactrx’s syndicated products, 
including Brandimpact and Provoice, 
leverage proprietary data collection 
technology, panels, and flexible reporting 
and analysis options to deliver insights: 
• Brandimpact provides biopharmaceuti-

cal clients with insights into the 
execution and effectiveness of their 
promotion, and the impact that it has 
on prescribing behavior captured 
directly from physicians’ offices. 
Brandimpact is supported by a globally 
deployed, mobile, proprietary, syndi-
cated, longitudinal data collection 
platform, which annually captures more 
than 1 million promotion and prescrib-
ing encounters at the physician level, 
fueling promotion response analytics in 
the u.s., the u.K., France, Germany, italy 
and Japan. 

• Provoice enables clients to improve their 
understanding of the competitive 
dynamics of consumer health and 
medical device promotion by delivering 
insight into physician recommendations 
for their brands and into the effective-
ness of their professional promotion. 
Provoice also helps clients develop and 
validate claims for advertising (for 
example, “no. 1 doctor recommended”), 
and to find new and valuable profes-
sional targets for their marketing 
messages. Provoice has nearly 60,000 
respondents, including physicians, nurse 
practitioners, physician assistants, 
optometrists, dentists and hygienists in 
13 countries, and measures recommenda-
tions across more than 120 over-the-
counter categories. Provoice is delivered 
to the client using a cloud-based 
reporting and analytic platform.

23 |    vision critical 
communications inc.

                         VisionCritical.com

 heAdquArterS  new York

2014 u.S. revenue $55.6 mIllIon

chAnGe from 2013 +8.0%

non-u.S. revenue $39.1 mIllIon

from outSIde u.S. 41.3%

u.S. emPloYeeS 81

scott Miller 
ceo 
b.A., AlbIon colleGe

vision critical communication’s inc., based 
in vancouver, B.c., provides a cloud-based 
customer intelligence platform that allows 
companies to build engaged, secure 
communities of customers whom they can 
use continuously, across the enterprise, for 
ongoing, real-time feedback and insight. 
vision critical’s technology helps large, 
customer-centric enterprises discover what 
their customers want so that they can 
deliver what they need. The firm’s customer 
intelligence platform replaces static data 
and cumbersome reports with real-time 
actionable customer intelligence.

 since its founding in 2000, vision 
critical has grown across the globe, with 
more than 16 offices and 700 employees 
worldwide. vision critical’s software is 
used by businesses and organizations 
including Yahoo, Molson coors, singTel 
and Horizon Healthcare services. in the 
past year, vision critical has opened 
offices in singapore and expanded in 
australia, with a new Melbourne office and 
a new sydney location.

 This year, vision critical brought on Kobi 
ofir as cTo and derek smyth, formerly an 
oMers ventures executive, as chief revenue 
officer. smyth was appointed coo in June 
2015. vision critical also welcomed eileen 
campbell, iMaX’s cMo, to the company’s 
board of directors. 

 Product development also has been a 
main focus in the past year, and will be in 
the year ahead. vision critical just launched 
the sports Fan council solution, which is an 
online community made up of thousands of 
fans and is designed to help sports 
organizations address the key business 
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challenges affecting teams today, helping 
teams increase fan satisfaction and loyalty, 
improve ticket sales, maintain and secure 
corporate and media partnerships, and 
leverage fan creativity to improve existing 
products and effectively release new ones.

24 |    burke inc.
Burke.com 

u.S. heAdquArterS cIncInnAtI

2014 u.S. revenue $54.5 mIllIon

chAnGe from 2013 +0.2%

non-u.S. revenue $6.0 mIllIon

from outSIde u.S. 9.9% 

u.S. emPloYeeS 219 

Jeff Miller 
PreSIdent And ceo  
mbA, unIverSItY of cIncInnAtI

Founded in 1931, cincinnati-based Burke is 
an employee-owned, full-service custom 
marketing research supplier. Burke’s 
researchers use an objectives-driven focus, 
and help clients define business objectives, 
craft smart research designs, execute 
complex projects, employ advanced data 
analysis techniques, and communicate the 
business significance of research results. 
Their expertise extends across a range of 
industries, both domestic and international, 
and across many data collection platforms. 
all of Burke’s core competencies are 
supported by a dedication to continuous 
research and development efforts. 

 Burke’s primary areas of focus include:
• Brand engagement: Burke’s portfolio of 

brand management products provides 
end-to-end solutions for measuring the 
health of clients’ brands and providing 
strategic direction for growing these 
valuable assets.

• Product/service development: Burke 
offers a holistic approach to  product  
development with a range of solutions 
from market assessment, concept 
screening, product optimization and 
pricing to post-launch assessment 
research.
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• customer engagement and employee 
engagement: The company’s digital 
dashboard online reporting solution 
provides secure, real-time access to 
survey findings. in addition, Burke offers 
a full set of tools to help support and 
advance employee engagement and 
retention management.

• linking data sources: Burke works to 
quantitatively link financial, customer, 
operational, employee and secondary 
data streams, enabling clients to 
anticipate the financial impact of each 
decision they make and optimize 
organizational performance.

• market segmentation: Burke partners 
with clients to identify and target 
actionable market segments, and further 
informs strategic decision-making by 
combining proprietary reclassification 
techniques with product optimization 
modeling to help clients more effectively 
develop and market new products and 
services to each of the targeted groups.

• shopper research: Burke offers a diverse 
set of qualitative and quantitative 
shopper research services. qualitative 
services include “shop-alongs,” in-store 
observations, in-home interviews and 
online bulletin boards. Burke’s quantita-
tive services include shopper segmenta-
tion, retailer loyalty, shopper decision 
hierarchy, path to purchase, and shopper 
habits and practices.

• research education: Burke institute 
professionals have conducted training 
seminars in more than 40 countries  
worldwide. Through these public and 
customized in-house seminars, the 
company has trained more than 80,000 
participants from more than 10,000 
companies. seminars cover a range of 
research-related topics such as 
questionnaire design, advanced 
multivariate techniques, marketing 
research application, moderating 
training, and next-generation qualitative  
research tools.

in the past year, Burke acquired seed 
strategy, a growth acceleration firm that 
specializes in new product innovation and 
strategic brand development.

25 |    Morpace inc.
Morpace.com

u.S. heAdquArterS fArmInGton hIllS,  
  mIch.

2014 u.S. revenue $49.3 mIllIon

chAnGe from 2013 +5.8%

non-u.S. revenue $8.8 mIllIon

from outSIde u.S. 15.1%

u.S. emPloYeeS 194

Duncan lawrence 
PreSIdent And ceo  
mbA, mIchIGAn StAte unIverSItY

Morpace inc. is a privately held corporation 
founded in 1941 and headquartered in 
Farmington Hills, Mich., with regional hubs in 
los angeles, london and shanghai. 

 Morpace is a fully integrated market 
research and strategic consulting organiza-
tion that conducts custom qualitative and 
quantitative research in more than 60 
countries and on five continents. 

 named the 2014 casro research 
organization of the Year, Morpace has been 
recognized for its leadership, overall 
consistency, and excellence in the planning 
and execution of research services. Morpace 
employs industry experts who are more 
than just researchers. They are brand, 
customer experience and product counsel-
ors who deliver results-driven insights 
because they understand client challenges.

Morpace focuses on three areas: brand 
and communications, customer experience 
management, and product development. 
These solutions are applied within the 
company’s core areas of industry expertise, 
including automotive, healthcare, and retail 
and consumer goods. 

Morpace’s data scientists and qualitative 
consultants offer tools for data collection, 
analysis and reporting, which include:
• morpace claros communities: a 

qualitative/quantitative online community 
in which consumers share their opinions 
and experiences in an engaging environ-
ment, delivering deeper insights and quick 
turnaround. one example is the Mydriv-
ingPower panel, which specifically targets 
electric/hybrid vehicle owners and their 
unique buying trends and preferences.

• mobile ethnographies: captures 

consumer behavior via video, photos and 
written expressions, as it occurs in their 
own environment, no travel required.

• strategic optimization of complex 
offerings: service or product content 
optimization based on value and 
satisfaction, utilizing a configurator 
research design and advanced modeling 
tools.

• Brand Barometer: identifies a brand’s 
core equity, highlights its true competitive 
value, and provides strategic, qualitative 
insight on how to move a brand forward.

26 |       Perception 
Research services

                       PRSResearch.com

u.S. heAdquArterS teAneck, n.j.

2014 u.S. revenue $44.9 mIllIon

chAnGe from 2013 +22.0%

non-u.S. revenue $20.3 mIllIon

from outSIde u.S. 31.1%

u.S. emPloYeeS 145

scott Young 
PreSIdent  
mbA, northweStern unIverSItY

Perception research services (Prs), based 
in Teaneck, n.J., is a privately held company 
founded in 1972. Prs specializes in 
consumer research to understand shopping 
behavior, and to develop, assess and 
enhance packaging and shopper marketing 
efforts. Prs works globally with marketers 
and design agencies to develop, screen and 
validate new packaging and display 
systems for both established brands and 
new products.

 Prs uses eye-tracking technology in 
consumer research, and continues to 
innovate via new tools and technologies 
such as Prs Mobile eye-Tracking, which is 
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used primarily for in-store and in-home 
research. The firm recently opened a series 
of Prs retail labs, simulated store 
environments used primarily for qualitative 
research and ideation sessions. The 
company’s core services include: 
• in-store studies (with Prs Mobile 

eye-Tracking) to document shopping 
behavior, understand retail channels and 
assess shopper marketing efforts.  

• Qualitative exploration and screening 
studies (at Prs retail labs) to screen 
and refine product, packaging and 
merchandising concepts. 

• Quantitative validation studies (Prs 
on-shelf evaluation) to pre-test new 
packaging, shelving and display systems, 
via in-person and Web-based studies. 

The firm has approximately 200 
employees, with regional offices in metro 
new York, london, Geneva, rome, 
singapore, shanghai and Mexico city. 

27 |        service Management 
group inc.

                     SMG.com

u.S. heAdquArterS kAnSAS cItY, mo.

2014 u.S. revenue $41.0 mIllIon

chAnGe from 2013 +25.0%

non-u.S. revenue $4.4 mIllIon

from outSIde u.S. 9.7%

u.S. emPloYeeS 241

andy Fromm
chAIrmAn And ceo  
b.A., boSton unIverSItY

service Management Group inc. (sMG), 
based in Kansas city, Mo., is a privately held 
firm founded in 1991 as a unit of Barkley 
evergreen and spun off as a separate 
company in 1999.  

sMG partners with more than 325 brands 
to improve customer experience, and its 
holistic approach offers measurement, 
technology and insights that help clients 
listen, understand and act. strategic 
solutions include customer experience 

measurement, employee engagement, 
omniview feedback, social monitoring and 
publishing, and brand research.

 Focused in the restaurant, retail, grocery, 
convenience store, and travel and 
entertainment industries, sMG has a global 
footprint and evaluates more than 110 
million surveys annually in 46 languages 
across 116 countries.

Customer Experience  
Measurement 
sMG’s customer experience measurement 
solution captures and analyzes transac-
tion-level customer metrics and unstruc-
tured feedback to deliver financial results. 
enabling companies to continuously 
monitor service levels and satisfaction in 
each location and across the company, 
sMG reports customer feedback on a 
real-time, role-based dashboard that 
includes online analytics, close-the-loop 
functionality, unit-specific action-planning 
tools, and industry specific text analytics. 
sMG also maintains a benchmark 
database of comparative quantitative and 
qualitative data across the measured 
industry segments.

Employee Engagement 
sMG’s employee engagement practice, 
sMG associate voice, assesses and tracks 
performance on key measures of engage-
ment at the company and location level. 
designed to demonstrate roi to the entire 
organization and have notable impact for 
the front line, sMG’s integrated program 
includes goal-setting, survey design, 
reporting, analytics, action-planning and 
follow-up.

OmniView Feedback 
sMG’s omniview Feedback solution 
measures customer experiences through 
multiple touch points, including online, 
contact center, home delivery, mobile and 
in-app. additionally, sMG aggregates 
multiple data sources, such as operational 
audit, mystery shop, and sales data, 
providing clients with a holistic view of 
their customer through integrated analytics 
and reporting.

Social Monitoring and Publishing 
sMG’s social solution comprises three 
tools: sMG advocate connects respon-
dents with clients’ social media sites to 
share their feedback; sMG social voice 
harvests social posts, allowing brands to 
search, monitor, analyze and respond to 
conversations; and ratings site Trumpet 

ratings leverages customer feedback to 
drive advocacy and seo, and improves 
search results and review quality.

Brand Research 
sMG offers a business intelligence tool that 
makes it possible for individual brands and 
market researchers to answer their brand 
research questions in real time. Powered by 
consumer feedback and behavioral data 
collected through sMG’s consumer research 
app surveyMini—which includes 100,000-
plus consumers weighing in on more than 
500,000 individual locations for 4,000-plus 
brands—sMG’s business intelligence 
platform provides immediate access to 
consumer preferences and behaviors across 
industries and geographies, with the ability 
to analyze behavioral data alongside 
consumer opinion on the spot.

28 |         Yougov
YouGov.com

u.S. heAdquArterS PAlo Alto, cAlIf.

2014 u.S. revenue $39.3 mIllIon

chAnGe from 2013 +26.4%

non-u.S. revenue $72.7 mIllIon

from outSIde u.S. 64.9%

u.S. emPloYeeS 135

David Porter 
InterIm u.S. ceo And cfo
b.S., unIverSItY of florIdA

YouGov, based in Palo alto, calif., began 
operating in the u.s. in 2007 as a unit of 
YouGov plc, based in london, a public 
company listed on the london stock 
exchange. 

 YouGov is a global market research 
company that provides insights for brands, 
institutions, investors and media across the 
world, and delivering custom research, 
omnibus research and syndicated products.  
• custom research: YouGov offers a range 

of advanced quantitative and qualitative 
research and consulting services 
addressing business questions related to 
market structure and composition, 

FULL PAGE BLEED AD

MN June 2015 1-65 copy-EDIT-5-21-15 with GOld Report.indd   74 5/21/15   6:01 PM



MN June 2015 full ads.indd   75 5/22/15   10:56 AM



the 2015 aMa GolD ToP 50 RePoRt

76 marketing news | June 201576 marketing news | June 2015

innovation and product development, 
product and service optimization, 
customer experience, branding and 
market effectiveness. YouGov’s research 
focuses on tangible, financial-based 
implications and outcomes, and operates 
across a range of industry sectors. 

• Brandindex: Brandindex is a daily 
measure of brand perception, tracking 
thousands of brands across multiple 
sectors. subscribers gain a real-time 
picture of their own brand’s health, as well 
as their competitors and whole sectors. 
Brandindex is available in 20 countries, 
and surveys more than 4,000 people daily 
in the u.s., with more than 2.5 million 
interviews worldwide every year. 

• omnibus: The YouGov omnibus is a 
multi-client, shared-cost approach for 
fast turnaround studies.

• Public affairs: The Washington, d.c.-
based public affairs practice leverages 
online and traditional research methods 
to measure stakeholder opinion and 
sentiment on critical issues. 

• scientific research: The scientific 
research group provides full-service 
survey research for academics, health 
researchers, policy think tanks and 
corporate clients. survey methodologists 
serve clients who conduct survey 
research intended for peer-to-peer 
review. survey research includes 
multi-wave panels, cross-national studies, 
surveys with complex experimentation 
and embedded media, and hard-to-reach 
target populations.

 
YouGov currently has 24 offices in 16 

countries, providing geographic coverage 
in the u.s., the u.K., europe, the nordics, 
the Middle east and asia-Pacific. The 
YouGov online panel currently engages 
more than 3 million people across more 
than 33 countries.

29 |         ssRs  
SSRS.com

u.S. heAdquArterS medIA, PA.

2014 u.S. revenue $38.0 mIllIon

chAnGe from 2013 3.5%

non-u.S. revenue $0.5 mIllIon

from outSIde u.S. 1.3%

u.S. emPloYeeS: 175  

Melissa J. herrmann 
PreSIdent 
m.A., unIverSItY of PennSYlvAnIA

ssrs (formerly icr and ssrs/social 
science research solutions) in Media, Pa., 
was founded in 1983. since 1986, it has been 
a subsidiary of Mount laurel, n.J.-based 
aus inc., a privately held company.

 ssrs is a full-service market and survey 
research firm managed by a core of 
dedicated professionals with advanced 
degrees in the social sciences. The firm 
provides the complete set of analytical, 
administrative and management capabilities 
needed for successful project execution. it 
designs and implements solutions to 
complex strategic, tactical, public opinion 
and policy issues in the u.s. and in more 
than 40 countries worldwide. its in-house 
resources include four interviewing centers 
as well as the corporate headquarters.

 ssrs focuses on public opinion polling, 
social science research, policy research, 
education, religion, and sports and leisure. 
ssrs has expertise in surveying low-inci-
dence and multicultural populations. The 
company is known for its sample designs 
and its experience with all modes of data 
collection, including those involving 
multimodal formats. additionally, ssrs 
designs and accomplishes custom research 
for market sizing and segmentation, 
concept and product testing, pricing, brand 
positioning, messaging, strategy and 
motivational research, advertising 
effectiveness, usage tracking, customer 
loyalty and satisfaction.

 in addition to its full set of market 
research capabilities, ssrs is a leading 
provider of omnibus research services in the 
u.s., including ssrs omnibus, a weekly 
sample of 1,000 adults age 18 and older, 
which includes interviewing in spanish and 

500 interviews with cellphone households; 
ssrs Teenomnibus, a monthly study of 500 
teens ages 12 to 17; ssrs smallBiz, a 
quarterly study among 500 decision-makers 
at companies with fewer than 100 employ-
ees; and ssrs Hispanicomnibus, a quarterly 
omnibus targeting a nationally representa-
tive sample of 500 Hispanics in the u.s.

30 |       Directions  
Research inc.

                        DirectionsResearch.com

u.S. heAdquArterS cIncInnAtI

2014 u.S. revenue $36.1 mIllIon

chAnGe from 2013 -4.5% 

non-u.S. revenue $0.0 mIllIon

u.S. emPloYeeS 127

Randy brooks 
founder And PreSIdent  
mbA, unIverSItY of cIncInnAtI

directions research inc. is a privately held 
company founded in 1988 and based in 
cincinnati, with multiple regional offices. 
ownership is in the hands of 31 members of 
its senior staff.

 directions research focuses on innova-
tion and optimization, customer and brand 
experience, and strategic business 
intelligence across a wide range of 
industries. The company has a concentra-
tion in the areas of consumer packaged 
goods, restaurants, medical devices, 
pharmaceuticals, retail/shopper/packaging, 
financial services, technology and consumer 
health. The firm offers B-to-c and B-to-B 
services globally, surveying consumers, 
professionals, employees, medical staff and 
other difficult-to-reach audiences using a 
broad selection of data collection methods.  

 The directions research team not only 
delivers insights, but also frames the story in 
a way that influences decisions and 
communicates effectively by using motion 
graphics, management summary videos and 
infographic-oriented written reports.     

 The directions research staff has a mix of 
client-side and supplier-side experience, and 
the organization is structured to allow 
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senior researchers to work with clients on a 
day-to-day basis, doing research, rather 
than handing it off. 

 directions research regularly invests in 
r&d projects designed to examine issues of 
interest to clients, prospective clients and 
the industry. in 2014, these efforts included 
work in several emerging areas: moving the 
executional phase of brand equity from 
online to mobile interviewing; tablet and 
smartphone refinement of “on-premise” 
surveys in retail, restaurant and entertain-
ment venues; and the modeling of 
“connected data” by tying primary survey 
results to other client-based information to 
leverage the insights obtained and 
maximize business results.

 directions research partners with experts 
who provide high-quality data and 
information at competitive prices, which 
keeps the directions research team 
data-agnostic in creating the best 
approaches for their clients’ business or 
market research challenges.

directions research has offices in 
chicago; dallas; Phoenix; Washington d.c.; 
seattle; Greensboro, n.c.; austin, Texas; and 
san Francisco.

31 |    Marketvision 
MV-Research.com

u.S. heAdquArterS cIncInnAtI

2014 u.S. revenue $33.4 mIllIon

chAnGe from 2013 +11.0%

non-u.S. revenue $0.0 mIllIon

u.S. emPloYeeS 130 

tyler McMullen 
PreSIdent And ceo  
mbA, unIverSItY of vIrGInIA

Marketvision, based in cincinnati, is a 
full-service primary marketing research 
consultancy, providing clients with 
actionable insights about their markets, 
customers, brands and products. research 
areas of focus include product and portfolio 
development, pricing, branding, segmenta-
tion and customer satisfaction. The 
company offers a full suite of quantitative 

and qualitative research capabilities, and 
works across industry groups. 

 Marketvision completes research in both 
consumer and business sectors. Major 
industries covered include fast-moving 
consumer goods, retail, healthcare, 
pharmaceutical, financial services, agribusi-
ness, travel and leisure, and durables. The 
firm invests significantly in its research-on-
research program, particularly in the area of 
advanced quantitative research design and 
analysis, and this work is frequently shared 
with the research community. Marketvision 
also leads a variety of qualitative research 
training and development programs for 
clients and individuals. 

Marketvision’s research-on-research 
approach has explored the following 
topics: a new approach to segmentation, 
evaluating a choice-based alternative to 
traditional ratings for segment identifica-
tion; new mobile survey platforms, 
evaluating alternatives for survey design 
for multiplatform respondent participation; 
and relevant topics, exploring the topic of 
risk compensation and its role in managing 
patient compliance for pharmaceutical 
therapeutic response.

Marketvision focuses on providing its 
clients with insight-driven deliverables as 
part of every research endeavor, which may 
include interactive simulators for “What if?” 
analyses and storytelling techniques to help 
bring research to life for clients’ business 
partners. These capabilities include:
• optimization: Marketvision’s marketing 

sciences group blends technical 
sophistication with creative approaches 
to deliver clients unique insights into their 
business. The group offers discrete choice 
modeling and optimization, with 
application to areas such as product and 
service development, branding, packag-
ing and pricing.   

• innovation: Marketvision has a team of  
15 moderators and qualitative research 
specialists, as well as an experienced 
client and project services team. Many 
are former client-side research directors. 
The group conducts much research 
around innovation, using qualitative 
research with consumers to fill in the 
gaps in the innovation process, and 
matching those insights with quantita-
tive research.

• online communities (mrocs): Marketvision 
provides online communities that are 
managed and developed in-house. The 
platform is mobile-enabled, and clients 
are provided proactive research plans 
with timely deliverables.  

in 2014, Marketvision opened an office in 
indianapolis to support its growing 
healthcare practice; enhanced and 
mobile-optimized its Mroc platform and 
other online research tools; and more.

32 |       Public opinion 
strategies

                       POS.org

u.S. heAdquArterS AlexAndrIA, vA.

2014 u.S. revenue $32.0 mIllIon

chAnGe from 2013 +114.8%*

non-u.S. revenue $0.5 mIllIon

from outSIde u.S. 1.5%

u.S. emPloYeeS 36

bill Mcinturff
co-founder And PArtner  
b.S., boSton unIverSItY

Public opinion strategies llc, based in 
alexandria, va., is a partnership of 13 
founded in 1991, and is a national political 
and public affairs research firm. Public 
opinion strategies has conducted more 
than 6 million interviews with voters and 
consumers in all 50 states and more than 24 
foreign countries. its qualitative experience 
comes from conducting more than 2,700 
focus groups across the country.

 about half of Public opinion strategies’ 
research is dedicated to winning elections. its 
political client base includes 15 u.s. senators, 
six governors, more than 75 members of 
congress and numerous state legislative 
caucuses. The other half of its work is involved 
in public policy battles, working with industry 
coalitions, government entities and private 
companies. This work includes corporate 
image, community relations and crisis 
management research for local companies, 
Fortune 500 corporations and industry 
associations. Public opinion strategies 
employs a number of research techniques:
• Quantitative research: quantitative 

polling is the firm’s specialty. it owns a 
telephone center and has access to more 
than 500 caTi-enabled data collection 
stations. Public opinion strategies 
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controls the entire research process 
in-house, from questionnaire and 
sampling design to survey briefing to 
data processing and analysis. This allows 
the firm total quality control over every 
project that it completes, and allows it to 
meet tight deadlines.

• telephone surveys: Public opinion 
strategies’ use of telephone polling runs 
the gamut of research: nightly tracking 
surveys, monthly national omnibus 
surveys, single-issue surveys, benchmarks, 
brushfire surveys and B-to-B interviewing. 
With the rise of cellphone-only house-
holds, the firm blends samples of landline 
and cellphone records for its telephone 
research projects.

• internet surveys: The firm’s internet 
surveys allow for both closed-ended and 
open-ended questions. respondents can 
be presented with and evaluate 
advertising concepts and messaging 
components. The firm has had success 
using internet-based surveys for 
specialized audiences, including 
hard-to-reach audiences and organiza-
tions’ member bases, and for quantitative 
measurement of advertising concepts.

• Qualitative research: Public opinion 
strategies’ qualitative research method-
ologies serve to provide color and 
nuance to its quantitative results, and 
also stand on their own as a valuable 
research tool. The firm has years of 
experience in conducting various 
qualitative research methods, including 
traditional in-person focus groups, 
in-person triads, internet focus groups, 
Perception analyzer dial groups for 
testing advertisements, and executive, 
one-on-one, in-depth interviews.

* Public Opinion Strategies’ growth is largely  
attributable to political polling in 2014. See 
article on page 36 for more information. 

33 |        Radius global 
Market Research

                       Radius-Global.com

u.S. heAdquArterS new York

2014 u.S. revenue $31.2 mIllIon

chAnGe from 2013 3.0%  

non-u.S. revenue $0.9 mIllIon

from outSIde u.S. 2.8%

u.S. emPloYeeS 102

chip lister 
mAnAGInG dIrector  
b.A., temPle unIverSItY

radius Global Market research in new 
York is a privately held corporation 
founded in 1960.

 radius is a full-service custom marketing 
research firm that provides a number of 
approaches that address a range of 
development, marketing and communica-
tions issues:
• radius Brand assesses a brand to build 

higher profit margins. it provides 
understanding of a brand’s value and 
proposition with equity Builder, then 
monitors and strengthens equity factors 
with equity check.

• radius communication makes messag-
ing as compelling as possible. Message 
optimizer identifies the optimal 
positioning platform by maximizing both 
the emotional and rational aspects. 
advertisingcheck helps evaluate ongoing 
marketing and advertising programs.

• radius competitive assessment 
increases a brand’s perceived value 

among consumers. opportunities and 
Barriers helps evaluate and improve 
competitive position, while Marketcheck 
provides an ongoing monitor of the 
landscape and competitive relationships.

• radius market strategy enhances a 
brand’s position in the competitive 
landscape. configure provides insights 
into the structure of the market, while 
segmenter identifies core targets. 
Predictor links survey marketing data to 
increase sales.

• radius Price discovers how to leverage 
the right price point to achieve profitabil-
ity and market success. Pricedeveloper 
identifies the optimal pricing strategy in 
a competitive context for both new and 
existing brands.

• radius Product leverages more accurate 
and cost-effective approaches to guide 
the decision-making process. it uses 
optiondeveloper to maximize the impact 
of a new concept. linedeveloper selects 
the right pathway to line extensions.

• radius satisfaction gains an understand-
ing of how to build upon or improve 
customer loyalty. loyaltydeveloper helps 
prioritize what factors optimize loyalty, 
while loyaltycheck monitors progress at 
influencing consumers.

• radius shopper insights assesses subtle 
and complex influences upon the in-store 
purchase decision. eyescan measures 
the impact of packaging on shelf and 
among competitors, while virtualenvi-
ronments simulates in-store elements 
through an innovative computer 
technology.

The firm has offices in 11 u.s. cities, 
employs 97 full time in the u.s., and has an 
international presence in london with 
radius eMea.
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34 |       Phoenix Marketing 
international

                       PhoenixMI.com

u.S. heAdquArterS rhInebeck, n.Y.

2014 u.S. revenue $30.4 mIllIon

chAnGe from 2013 1.7%

non-u.S. revenue $4.6 mIllIon

from outSIde u.S. 13.1%

u.S. emPloYeeS 105

allen R. Decotiis
chAIrmAn And ceo  
Ph.d., emorY unIverSItY

Martha Rea
PreSIdent  
b.S., unIverSItY of South florIdA

Phoenix Marketing international, with its 
flagship office located in rhinebeck, n.Y., is 
a privately owned company founded in 
1999 by allen r. decotiis, the company’s 
chairman and ceo, and Martha rea, 
Phoenix’s president.

 The company focuses on a combination 
of syndicated, modeling and custom 
research in the areas of ad, brand and 
copy test measurement, product innova-
tion and customer experience. Phoenix 
utilizes the strengths of senior market 
researchers by developing shared data 
and proprietary analytic techniques, and 
managing large custom projects across 
the automotive, financial services, 
healthcare, converged technology and 
media, restaurant, consumer goods, and 
travel and leisure sectors.

 The firm’s research expertise includes 
qualitative and quantitative research 
conducted throughout the americas, 
europe, asia and emerging markets 
featuring communications and brand work 
involving concept development, customer 
satisfaction, brand and ad/copy measure-
ment, service quality measurement and 
financial measurement. Phoenix offers a 
large-scale syndicated tracking advertising/
communication audit and performance 
evaluation system (adPi and BrandPi 
audits) for companies in industries such as 
automotive, financial services, healthcare 
and technology. Phoenix’s syndicated 
products include adPi express, Global 
Wealth Monitor, automotive concept X, 
consumer convergence 360, quadPlay, 
asian american report, virtual Mailbox, 
Hotel Base and Hotel scores.

 Phoenix Marketing international has 
established its global presence with offices 
in new York; Boston; los angeles; 
Philadelphia; Miami; detroit; raleigh-
durham, n.c.; Branchburg, n.J.; salisbury, 
Md.; and london.

35 |      Marketcast
MCast.com

u.S. heAdquArterS loS AnGeleS

2014 u.S. revenue $30.1 mIllIon

chAnGe from 2013 +12.3%

non-u.S. revenue $10.9 mIllIon

from outSIde u.S. 6.6%

u.S. emPloYeeS 70

henry shapiro  
ceo  
mbA, hArvArd buSIneSS School

Marketcast, a portfolio company of rlJ 
equity Partners and Ge asset Management, 
is headquartered in los angeles, with 
offices in london, Boston, denver and 
Washington, d.c. The company focuses on 
global media and entertainment, and works  
in collaboration with marketers and 
researchers in film, television, oTT, and 
interactive gaming in the development and 
execution of their product development and 
marketing strategies, from early concept 
exploration through primary and down-
stream distribution windows.

 Marketcast aligns its research business 
into two divisions: campaign analytics 
(materials testing and campaign optimiza-
tion) and Franchise and content strategy 
(concept development, franchise and series 
maintenance, and brand tracking and 
strategy). These divisions address the 
unique challenges facing the entertainment 
clients at different stages of the content 
lifecycle, from development through 
distribution. When combined, the collective 
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knowledge and targeted insights gained 
from these two divisions yield a more 
complete and integrated picture of a title, 
brand, franchise or series, and serve as a 
road map for uniting both tactical and 
strategic insights.

Campaign Analytics
Marketcast’s campaign analytics division 
provides campaign strategy insights, 
creative materials testing, and audience 
profiling data to the firm’s clients to help 
optimize marketing initiatives, refine 
messaging and more effectively target 
entertainment consumers. This unit drives 
global business decision-making for 
entertainment executives in the ideation, 
development and release of key campaign 
materials. By leveraging its database of 
relevant historical data and investing in 
cutting-edge qualitative and quantitative 
techniques, Marketcast’s campaign 
analytics division enables clients to 
maximize the performance of their titles, 
and ensure that each potential audience is 
targeted with the messaging and content 
that is most likely to stimulate their 
enthusiasm and commitment.

Franchise and Content Strategy
Marketcast’s Franchise and content 
strategy division provides a suite of 
research services for the creation, develop-
ment and maintenance of content in film, 
television, oTT and interactive gaming. This 
unit answers clients’ big-picture questions 
through the in-depth exploration into what 
makes content and entertainment experi-
ences successful and sticky for consumers, 
with a particular emphasis on evaluating 
and maintaining brand and series health 
through regular trackers and ad hoc studies; 
developing content messaging; and profiling 
audience demographics, engagement and 
preferences. The Franchise and content 
strategy group helps inform clients’ 
investment choices, and optimize their 
larger content development, marketing and 
distribution strategies. 

36 |      hanover Research
HanoverResearch.com

u.S. heAdquArterS ArlInGton, vA.

2014 u.S. revenue $29.6 mIllIon

chAnGe from 2013 +49.5%

non-u.S. revenue $1.4 mIllIon

from outSIde u.S. 4.5%

u.S. emPloYeeS 291

Peter Dodge
founder And ceo  
b.A., wAShInGton And lee unIverSItY

Hanover research is a privately held 
company founded in 2003, and a global 
provider of information services that 
address high-priority business initiatives by 
employing a combination of bespoke 
primary and secondary research and data 
analyses.

 The firm serves clients across a variety of 
industries, including healthcare, education, 
cPG (beverage, food and household 
products), automotive, pharmaceuticals, 
building and construction, finance, 
insurance, manufacturing, telecommunica-
tions, retail and transportation.

 Hanover operates on an annual, fixed-fee 
model, working closely with organizations 
of all types to provide sustained, structured 
decision-making support. Partnership 
provides executives access to an adjunct 
planning group and a team of analysts with 
a diverse set of skills and backgrounds in 
market research.

 clients have the ability to commission an 
unlimited number of research projects 
across a year within the context of a 
sequential queue. after receiving a client’s 
research request, Hanover’s in-house, 
full-time analysts design custom research 
studies using the most appropriate 
combination of methodologies. custom 
research services include:
• secondary research: market segmenta-

tion and evaluation; labor and demo-
graphic trends and forecasts; vendor and 
product reviews; best practices reports.

• Data analysis: data segmentation and 
mining; descriptive and predictive 
analytics; data forecasting and modeling; 
regression, cluster, conjoint, and TurF 
analyses.

• survey design and analysis: survey 
design, administration and analysis; 
qualitative data coding.

• Primary research: in-depth interviews; 
benchmarking.

Hanover’s core practice areas include the 
Market insight center, which supports 
corporate executives, focusing primarily on 
research initiatives related to brand tracking 
and positioning, market assessment, 
product management and customer 
knowledge; and the K-12 education 
Practices division, which addresses the key 
priorities of K-12 administrators, including 
program evaluation, resource management, 
and learning assessment.

 Meanwhile, the Higher education 
strategy centers deliver tailored research 
support to higher education administrators 
across enrollment, academic affairs, 
business and finance, marketing and 
continuing education functions. and the 
Healthcare strategy center serves hospital 
executives, including marketing and 
strategy officers, as they evaluate service 
line growth and brand performance, and 
aim to gain a competitive advantage in the 
evolving healthcare environment.

37 |        informa Research 
services inc.

                       InformaRS.com

u.S. heAdquArterS cAlAbASAS, cAlIf.

2014 u.S. revenue $26.6 mIllIon

chAnGe from 2013 -18.9% 

non-u.S. revenue $0.0 mIllIon

u.S. emPloYeeS 167

Michael e. adler
PreSIdent And mAnAGInG dIrector  
mbA, unIverSItY of Southern cAlIfornIA

informa research services inc. in calabasas, 
calif., was founded in 1983 and is a wholly 
owned subsidiary of informa plc. informa 
research services is a market research firm 
that specializes in competitive intelligence, 
sales and service evaluation, regulatory 
compliance testing, and lead generation 
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services. The company conducts daily 
competitive intelligence and market analysis 
of the financial services industry.

 informa has helped financial institutions 
compete more effectively, and improve 
employee sales and service. The company’s 
mystery shopping programs help increase 
deposits, new account growth, cross-sales, 
and depth of accounts by motivating and 
recognizing superior and consistent 
employee performance. informa’s clients 
come from all sectors, including retail 
banks, credit unions, bank-owned and 
independent mortgage companies, 
insurance brokerages and mutual funds.

 informa’s researchers are experienced in 
competitive intelligence, new product 
development and usability testing, customer/
member satisfaction and loyalty research, 
brand/advertising awareness research, and 
mystery shopping services for sales and 
service quality evaluation, legal and match 
pair testing, compliance, discrimination, and 
misleading sales practices testing.

 informa is considered a leader in the use 
of market research to limit the risk 

associated with allegations of discrimina-
tion, udaaP (unfair, deceptive, or abusive 
acts or practices), predatory lending, and 
misleading sales practices. The company 
pioneered the use of mystery shopping  
and matched pair testing for this purpose, 
and developed the technique for post-

application testing to detect discrimina-
tion and predatory lending.

 informa research services provides 
post-transaction interviewing and Web-
based reporting tools to measure and report 
customer/member satisfaction and problem 
resolution activity within hours of a recent 
in-branch experience. informa maintains a 
Web panel of more than 160,000 “informed 
consumers” for mystery shopping, 
interviewing and online surveys.

38 |      lRa worldwide
LRAWorldwide.com

u.S. heAdquArterS horShAm, PA.

2014 u.S. revenue $25.2 mIllIon

chAnGe from 2013 +61.5%

non-u.S. revenue $7.3 mIllIon

from outSIde u.S. 22.5%

u.S. emPloYeeS 210

Rob Rush 
ceo  
b.S., cornell unIverSItY

lra Worldwide’s brand standards audits, 
quality assurance inspections, mystery 
shopping programs, research, and consult-
ing services have helped clients in the fields 
of global hospitality, gaming, dining, 
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healthcare, sports and entertainment, real 
estate, retail and travel to define and 
measure the current state of the customer 
experience. The firm then helps clients 
identify measures to enhance or reinvent 
that experience in order to drive customer 
satisfaction, loyalty and advocacy, and 
positive customer outcomes and behaviors. 

The company’s standard offerings include 
field and operational research such as audits 
and inspections (quality assurance, brand 
standards, operational excellence, emotional 
audits, etc.); mystery shopping (service, 
sales, operations, brand); customer and 
employee research; qualitative and 
exploratory research (focus groups, idi’oc); 
customer tracking survey research; 
customer relationship studies; employee 
engagement studies; conjoint and decision 
modeling studies; customer segmentation 
and personal development studies; touch 
point and “moment of truth”-focused 
surveys; and modeling the “emotional 
connection” of customers to a company, 
and its impact on behavior, spending and 
share of wallet.

lra gathers field and operational data 
via audits, inspections and mystery 
shopping offerings, allowing the company 
to complement the gathered sentiment and 
directional data from customers with 
granular data about how an operation is 
running or an experience is being delivered 
in the field.

 as a full-service research firm, lra 
handles all facets of these types of 
studies, including survey and program 
design, technology programming, testing, 
sample management, invitation, data 
collection (online, mail, ivr, telephone), 
data cleaning, reporting (online and 
offline) and action planning, analysis, 
preparation of training materials and 
training of field staff, and recommenda-
tions and improvement strategy.
  

39 |      Reckner 
Reckner.com 

u.S. heAdquArterS chAlfont, PA.

2014 u.S. revenue $24.4 mIllIon

chAnGe from 2013 -5.8%

non-u.S. revenue $2.4 mIllIon

from outSIde u.S. 9.0%

u.S. emPloYeeS 73

David Reckner 
PreSIdent  
b.S., temPle unIverSItY

established in 1991, chalfont, Pa.-based  
reckner has more than 20 years of 
experience in the research industry, clients 
throughout the nation and across the globe, 
and more than 250,000 study participants 
each year. 

 reckner offers healthcare and consumer 
insight solutions, providing clients with 
customized, high-quality business intelli-
gence. The reckner companies are 
individual in their offerings but work 
collaboratively to create comprehensive 
research solutions.
• reckner healthcare: Global fieldwork 

using the company’s proprietary 
healthcare professional, payer and key 
opinion leader panel, including in-house 
custom recruiting, programming and field 
management.

• Blueberry: Marketing and sensory 
research services for the product 
innovation pipeline, utilizing traditional 
and innovative insight methodologies, 
including the firm’s proprietary consumer 
experience landscape. 

• the institute for sensory research: 
custom sensory research, trained sensory 
panels and sensory programs, available 
on client sites and at reckner’s new York 
facility, including asTM-standard personal 
care booths and food/beverage booths.

• reckner Facilities: Focus group suites, 
test kitchens and product testing rooms, 
as well as complete fieldwork capabilities 
and experienced, knowledgeable staff. 

40 |         RDa group inc.
RDAGroup.com

u.S. heAdquArterS bloomfIeld hIllS, 
  mIch.            
     
2014 u.S. revenue $23.8 mIllIon

chAnGe from 2013 +14.4 %

non-u.S. revenue $0.0 mIllIon

u.S. emPloYeeS 143

Donald Pietrowski 
PreSIdent  
mbA, oAklAnd unIverSItY

rda Group inc., based in Bloomfield Hills, 
Mich., is a privately held corporation 
founded in 1969.

 rda is a full-service market research 
and consulting firm providing strategic 
perspective regarding customer behaviors 
and attitudes to hundreds of businesses in 
a broad range of industries, including 
automotive, financial services, utilities, 
healthcare, advertising, commercial 
equipment and temporary staffing,  
among others.

 The company offers custom research 
solutions and consulting services, and has 
expertise in both quantitative and qualita-
tive methodologies.

 rda places a premium on its customers’ 
data security and privacy. The firm’s quality 
management system continues to be iso 
certified, and the data security and privacy 
management system also was iso certified 
(iso 27001/27002).

 With its in-house production facilities, 
rda addresses a variety of research  
needs, including:
• Product quality: rda’s automotive 

quality Feedback system, a global survey 
and online reporting portal, provides 
automotive manufacturers the most 
advanced research platform to measure 
vehicle quality across the globe in a 
consumer’s native language.

• customer satisfaction and loyalty: 
designing powerful tools for tracking and 
analyzing customer satisfaction and 
engagement in order to determine the 
drivers of satisfaction and loyalty.

• global research: adapting research 
design, survey development, data 
collection, language and analytical 
insights to fit the local culture and 
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conditions in both the emerging and 
developed markets of north america, 
europe, south america and asia-Pacific. 
The company maintains strong partner-
ships with field agencies throughout the 
world to deliver clear, consistent 
information across markets.

• Big Data analysis, statistical modeling 
and consulting: integrating data from 
multiple sources and transforming it into 
actionable, strategic insights. rda’s 
capabilities range from multivariate 
techniques to customized predictive 
modeling and analysis.

• global internet-based cati system: The 
e-caTi allows for the central management 
of research studies, and permits 
interviewers and supervisors to work on 
the same study using the same data, 
sample and quota controls from anywhere 
in the world. e-caTi can be launched in all 
browser -supported languages, such as 
arabic, english, Hindi, German, Malay, 
Mandarin, spanish, Thai, etc.

• advanced product research: Gathering 
and interpreting consumer opinion 
throughout the product development 
process, including the creation of 
customer profiles, product usage 
profiles, concept ideation, advanced 
features, prototype evaluations and 
marketplace launches.

41 |        ks&R inc.
KSRInc.com 

u.S. heAdquArterS SYrAcuSe, n.Y.

2014 u.S. revenue $22.1 mIllIon

chAnGe from 2013 +11.6% 

non-u.S. revenue  $2.8 mIllIon

from outSIde u.S. 11.2%

u.S. emPloYeeS 168

Rita l. Reicher 
chAIrmAn And PreSIdent
Ph.d., YAle unIverSItY

Founded in 1983, Ks&r (Knowledge 
systems & research inc.) is a full-service, 
privately held company based in syracuse, 

n.Y. Ks&r works closely with clients to 
develop strategies to maintain and 
strengthen their market positions, develop 
and build their brands, and identify 
opportunities for profitable growth.

 Ks&r is a global provider of custom-
designed qualitative and quantitative 
research services with a diverse client list 
that ranges from Fortune Global 100 
companies to startups. The firm supports all 
industry sectors but has particular strength 
in technology, telecommunications, 
transportation, medical devices and 
healthcare, finance and insurance, and retail. 

Team members include business 
strategists with client-side experience, 
qualitative specialists and experienced 
analytic professionals. iT staff provide 
capabilities for programming, database 
management and app development. The 
company’s marketing sciences team is 
experienced in conjoint, choice, latent 
class, maximum difference modeling, 
Hierarchical Bayes and agent-based 
modeling, fusion, price testing and 
optimization, demand forecasting and 
modeling, market segmentation, and other 
custom techniques. 

international resources include a 
multilingual staff, Ks&r’s insiTe (an 
in-house, global survey contact center) and 
longstanding partnerships with data 
collection providers around the world. 

specific capabilities include new service 
innovation and product development, 
utilizing ideation and co-creation; brand 
value optimization, focusing on the rational 
and emotional underpinnings of brand 
choice; customer relationship assessment, 
tracking and management, and win/loss 
tracking and modeling; market opportunity 
evaluation (sizing and segmentation); 
customer experience measurement, utilizing 
customer and patient journey mapping; 
advertising testing and management; 
channel and partner strategy; price and 
feature optimization; buyer persona and 
buyer behavior research; and insights into 
shopper behavior, including retailer and 
brand loyalty analyses, campaign effective-
ness analysis, attitudinal segmentations, and 
individual user profiles.

 in 2014, Ks&r continued the expansion of 
its social insight exchange (siX) to provide 
clients with a view into unsolicited 
consumer and business sentiments by 
capturing online conversations and 
opinions. siX provides rapid, real-time 
feedback as well as multilayered insights by 
integrating social media analysis with other 
inputs to provide a holistic view.

42 |      naxion 
NaxionThinking.com

u.S. heAdquArterS PhIlAdelPhIA

2014 u.S. revenue $21.4 mIllIon

chAnGe from 2013  -9.7%

non-u.S. revenue  $0.0 mIllIon

u.S. emPloYeeS  70

susan schwartz 
McDonald 
PreSIdent And ceo  

                    Ph.d., unIverSItY of PennSYlvAnIA

naXion (formerly national analysts 
Worldwide) in Philadelphia was established 
in 1911 by curtis Publishing co. (publisher of 
The  Saturday Evening Post and Ladies 
Home Journal). it became a separate corpo-
rate entity in 1943, spent two decades as a 
division of Booz allen & Hamilton, and was 
reorganized as an employee-owned 
company in 2004.

 naXion is a research consultancy that 
focuses on strategic business issues in 
healthcare, information technology, 
financial services, energy and B-to-B. 
data -driven decision support is guided by 
its marketing experience in key verticals 
and sophisticated methodology, including 
cutting-edge modeling and analytics. The 
firm’s nascence Group supports bio- 
innovation within Big Pharma and emerging 
companies by providing forecasting and 
other research-based consulting services in 
support of commercialization strategy.

 The types of projects routinely 
conducted by naXion include market 
segmentation, opportunity assessment 
and demand forecasting, pricing, 
positioning and market entry strategy, 
innovation and transformation, brand  
health, and lifecycle management.

 Project leaders are supported by an 
in-house team of methodologists and a 
wide portfolio of modeling tools and 
software. a century-long legacy of 
innovation includes the development of 
probability sampling, the early develop-
ment and commercial application of focus 
group methodology, and work in consumer 
and business market segmentation. The 
firm continues to invest significant 
resources in intellectual capital designed to 
enhance enterprise decision support, 
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including specialized “small data” choice 
models to enhance decision support in 
specialized markets. its Farsight suite of 
forecasting services, which support the 
building of dynamic market models, also 
includes advanced text analytics. other 
services include litigation and regulatory 
support, often involving expert testimony 
on trademark confusion, deceptive 
advertising and brand equity.

43 |        bellomy  
Research inc.

                      BellomyResearch.com 

u.S. heAdquArterS wInSton-SAlem, 
  n.c.

2014 u.S. revenue $20.5 mIllIon  

chAnGe from 2013 +13.9%  

non-u.S. revenue $0.0 mIllIon

u.S. emPloYeeS 120

John sessions 
ceo

                    mbA, wAke foreSt unIverSItY

Bellomy research inc., based in Winston-
salem, n.c., is a privately held, family-owned 
company founded in 1976. 

Bellomy focuses on driving successful 
business outcomes through the design 

and delivery of solutions that yield deeper 
customer understanding. The firm’s work 
involves both B-to-c and B-to-B  
environments—with qualitative and 
quantitative insight solutions spanning 
market segmentation, customer experi-
ence and journeys (including digital user 
experiences), brand equity, product 
innovation, shopper insights, marketing 
optimization, social research platforms 
and research technology. Bellomy works 
with clients across a broad range of 
categories and industries including 
consumer packaged goods, financial 
services, automotive, retail, restaurant  
and hospitality, telecommunications  
and technology, apparel/textiles,  
utilities, healthcare, insurance and home 
improvement.

Bellomy’s areas of expertise include: 
• segmentation: Bellomy takes a 

collaborative, outcome-oriented 
approach to segmentation, ensuring 
actionable segments that are stable, 
meaningful, differentiated and embraced 
across the organization. 
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• customer (and digital) experience: 
Bellomy combines marketing science and 
technology in a systematic approach to 
understanding and measuring clients’ 
differentiated customer experiences. 

• shopper insights: The firm’s approach to 
understanding shoppers gets to the 
“why” behind consumer behavior, 
allowing clients to define and execute 
strategies that enhance shopper 
experiences. 

• social research platforms: Bellomy 
allows clients to engage customer and 
key stakeholder communities via a broad 
array of activities including discussions, 
quick polls, surveys, video chats and 
digital diaries to accelerate learning and 
compress timelines.

• Brand equity: clients can measure and 
understand their brands’ place in the 
hearts and minds of the market, 
providing direction on how to convert 
prospects to customers and increase 
brand devotion. 

• Product innovation: Bellomy also helps 
clients design, optimize and validate 

innovation with insights at every stage: 
opportunity identification, ideation  
and screening, concept testing and 
product testing.

• marketing optimization: The firm offers 
tools to define the optimal mix of 
product, price, package and messaging 
to ensure that clients place the right 
offer in the right channel for the right 
audience. 

in addition, Bellomy’s clients are able to 
leverage smartideas, the firm’s enter-
prise consumer knowledge and insight 
platform, which integrates all stages of 
the research process and provides 
security, accommodates the latest in 
online research techniques, readily 
incorporates outside data, and provides 
quality control capabilities.  

Bellomy is a founding sponsor and 
ongoing supporter of the center for retail 
innovation at the Wake Forest university 
school of Business, and a participant in its 
annual retail innovation challenge and 
Marketing summit, as well as a member of 

the advisory Board of the Master of 
Marketing research program at the 
university of Georgia. Bellomy has client 
service offices in Boston, cincinnati, dallas 
and los angeles, in addition to its 
headquarters and operations center in 
Winston-salem, n.c.
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44 |          Market Probe inc.
MarketProbe.com

u.S. heAdquArterS mIlwAukee

2014 u.S. revenue $20.2 mIllIon

chAnGe from 2013 -1.5%  

non-u.S. revenue $24.8 mIllIon

from outSIde u.S. 55.1%  

u.S. emPloYeeS 75

t.R. Rao
PreSIdent And ceo  
Ph.d., mIchIGAn StAte unIverSItY

Market Probe inc., based in Milwaukee, is a 
privately held company founded in 1976. 
The company is a full-service global 
marketing research and consulting firm 
specializing in stakeholder measurement 
engagements as well as a wide array of 
custom research assignments. The 
company is working to build a worldwide 
presence to continue to serve multinational 
clients in an ever-changing marketplace.

 Market Probe has established partner-
ships with Medallia, Passenger and Kinesis 
to bring solutions to clients and prospects 
supplementing with in-house analytics, 
reporting platforms and consulting 
expertise. Market Probe specializes in 
problem definition design, analytics and 
interpretation, and offers a wide variety of 
new tools and techniques to deliver deeper 
insights in client engagements:
• text analytics: Market Probe interprets 

comments with word mapping and 
sentiment modeling.

• Driver analysis: an extension of driver 
analysis, which is a key tool of attribute 
analysis in customer experience 
management (ceM) programs, is 
extended to customer comments.

• marketing communities: Market Probe 
facilitates the innovation and discovery 
process, and helps companies connect 
with their key customer segments 
offered through its partnership with 
Passenger company.

• surveys on mobile devices: Market 
Probe offers Web, phone and mobile 
device platforms for most of the ceM 
transactional and touch point surveys. 
(Kinesis is the technology partner.)

• social media analysis: understanding 

what consumers are saying and thinking 
about products and services in an 
organic online experience is becoming 
an essential research tool. When looking 
to integrate and understand stated 
actions (such as purchase intentions, 
satisfaction, loyalty and brand equity) 
with attitudes and personal recommen-
dations, Market Probe uses both text 
analytics and sentiment-rating data to 
integrate these observations into a 
holistic overview of how social media 
insights impact satisfaction, loyalty, 
advocacy and brand metrics.

While Market Probe offers stand-alone 
customer advocacy and brand passion 
models to help executives responsible for 
ceM and brand communications, there is 
new thinking on the relationship between 
these two and their combined multiplier 
impact on customer loyalty. Market Probe 
helps enhance current tracking programs 
and relevant roi analysis by measuring 
customer attitudes and behaviors.

The firm’s latest reporting tool, insight 

Manager (iM), is the modular online 
reporting system for ceM engagements. iM 
can push customer complaints and 
requests to a computer or mobile device 
for follow-up as they are received. iM 
allows managers to combine customer 
feedback with their internal metrics to 
provide truly actionable information. This 
reporting system provides respondent-level 
feedback as well as employee-level 
feedback. The benefits to management 
include customer recovery initiatives, 
targeted employer training and coaching 
for building customer loyalty.

Market Probe is a certified minority-
owned and -operated company by the 
national Minority supplier development 
council (nMsdc).  
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45 |       gongos inc.
Gongos.com

u.S. heAdquArterS Auburn hIllS,
   mIch.

2014 u.S. revenue $20.0 mIllIon

chAnGe from 2013 -0.5% 

non-u.S. revenue $3.8 mIllIon

from outSIde u.S. 16.0%

u.S. emPloYeeS 128 

camille nicita 
PreSIdent And ceo 
mbA, wAYne StAte unIverSItY

Gongos inc., based in auburn Hills, Mich., 
is a decision intelligence company that 
partners with Global 1,000 corporations to 
build competency in making great 
consumer-minded decisions. Gongos 
brings a consultative mindset in 
developing synergies among its clients’ 
analytics, insights and knowledge 
management groups.
• integrated: Gongos’ data sciences group, 

extracts value from enterprise data with a 
focus on solving the business challenge.

• gongos research: The company’s primary 
research division acquires proprietary 
knowledge to deepen strategic insights.

• artiFact: Gongos’ insight curation 
practice transforms the way organizations 
preserve and socialize consumer wisdom.

Gongos’ innovation strategy is to identify 
societal and technological trends that 
shape the future of its industry. enlisting 
the multidisciplinary skills of researchers, 

data scientists and curators, the company 
fuels a culture of learning both internally 
and within its clients’ organizations. it 
serves clients in the consumer products, 
financial services, healthcare, lifestyle, retail 
and automotive spaces.

 in 2014, Gongos launched instinct, its 
next-generation community platform that 
goes beyond insight generation to drive 
intra-organizational intelligence by 
facilitating real-time collaboration and 
aggregate learning.

 Gongos inc. is a WBenc-certified 
company.

46 |       the link group
TLG.com

u.S. heAdquArterS AtlAntA

2014 u.S. revenue $19.9 mIllIon

chAnGe from 2013 1.5%

non-u.S. revenue $2.4 mIllIon

from outSIde u.S. 0.8%

u.S. emPloYeeS 53

tom Pfeil
co-founder And PArtner 
mbA, unIverSItY of texAS At AuStIn

The link Group is a privately held 
company founded in 1994, based in 
atlanta, with staff divided between 
atlanta and durham, n.c.

 The firm’s revenue is roughly two-thirds 
qualitative and one-third quantitative, with 
30 riva- trained moderators on staff. 

The link Group’s tagline is “smarter 
research. Better service.” Those values 
dictate the business’s approach. smarter 
research is all about the way in which The 
link Group solves clients’ research problems 
through a mix of creativity, customization, 
immersing in the category, and delivering 
actionable reports.    

To deliver better service, the firm’s model 
is for the project leader to be the single point 
of contact end-to-end, which maximizes 
responsiveness and minimizes balls getting 
dropped. ninety-nine percent of the firm’s 
revenue comes from repeat clients. 

The link Group’s research typically falls 
into these areas: positioning, branding and 
messaging; concept development; emotional 
insights; ethnography (onsite insights); 
customer satisfaction; and segmentation.

 The firm’s clients typically are Fortune 
500 firms in the healthcare, technology, retail 
and cPG industries, and hail from north 
america, as well as developed economies in 
europe, asia-Pacific and south america.

 in 2014, The link Group expanded the 
onsite insights ethnography group that 
conducts in-home interviews, onsite 
observations and “out-of-box-experience” 
research.

47 |       kelton 
KeltonGlobal.com 

u.S. heAdquArterS culver cItY, cAlIf.

2014 u.S. revenue $19.0 mIllIon

chAnGe from 2013 +4.4%*  

non-u.S. revenue $0.0 mIllIon

u.S. emPloYeeS 56

tom bernthal
co-founder And ceo 
b.S., unIverSItY of wISconSIn-mAdISon

Kelton, founded in 2003, is headquartered 
in culver city, calif., and has offices in new 
York, chicago and san Francisco, and its 
work now spans more than 30 countries 
across the globe.

MN June 2015 1-65 copy-EDIT-5-21-15 with GOld Report.indd   90 5/21/15   6:01 PM



91     June 2015 | marketing news

 Kelton is a consumer insights consul-
tancy that combines research expertise 
with strategic problem -solving capabilities 
and effective storytelling. Kelton helps 
clients navigate the rapidly evolving 
relationships that they have with consum-
ers to drive business growth. communica-
tion is at the core of the company’s work: 
leveraging the power of language and 
visuals, bringing insights to life and 
making ideas actionable. Kelton’s suite of 
offerings includes:
• Qualitative research: applied ethnogra-

phies, customer focus groups, in-depth 
interviews, in-situ observations,  
online smart communities, trend 
scanning, semiotic analysis, archetype 
studies and analysis, and digital 
research.

• Quantitative research: brand health, a&u, 
customer segmentation, consumer 
choice modeling, pricing models, line 
extension analysis, assortment analysis, 
messaging/positioning testing, package 
testing, new product testing, and brand 
and ad testing.

• Design: innovation, customer journey 
mapping, prototype optimization, visual 
merchandising, information design, 
concept ideation, path-to-purchase, and 
new product development.

• communications: information design, 
video documentary, language and 
message development, and thought-
leadership research.

• strategic consulting: brand landscape 
analysis, brand positioning, marketing 
strategy, agency briefing and new 
concepts.

in 2014, Kelton worked with global 
household names, including royal 
caribbean, Google, dreamWorks, Farmers 
insurance, Mastercard, amazon, Harley-
davidson and General Mills. The firm also 
continued to work with key accounts, 
including Target, Pfizer, coca-cola, Fossil 
and dr Pepper snapple Group.

48 |       chadwick Martin 
bailey inc. 

                      CMBInfo.com

u.S. heAdquArterS boSton

2014 u.S. revenue $16.5 mIllIon

chAnGe from 2013 -1.2%

non-u.S. revenue $0.0 mIllIon

u.S. emPloYeeS 63

anne bailey berman
co-founder And PreSIdent  
mbA, boSton unIverSItY

chadwick Martin Bailey (cMB) is a 
Boston-based, global custom market 
research and consulting firm, partnering 
with brands to deliver critical insights for 
confident, strategic decision-making. The 
company is a privately held corporation 
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founded in 1984 by anne Bailey Berman 
and John Martin.

 cMB focuses on design, analytics and 
execution, using market science in a 
practical, flexible, problem-solving way 
across each of its six practice areas: 
financial services, technology and telecom, 
travel and hospitality, retail and 
e-commerce, healthcare, and insurance. 
The company’s core areas of specialization 
include:  
• segmentation: identify the opportunities 

with the biggest potential for growth 
among consumers and business targets.

• Path to purchase and customer journey 
mapping: understand the moments of 
truth on the complex journey from 
awareness to consideration, purchase, 
repurchase and loyalty.

• Brand health, extension and positioning: 
understand where brands sit relative to 
core competitors for brand health, 
extension and adjacencies. improve 
connections and develop strategies to 
strengthen attachment.

• Brand and customer experience 
tracking: refine the most compelling 
positioning, optimize brand and market 
communication, and track influence on 
behavior over time.

• Product and service development, and 
concept testing: support the ideation, 
prioritization, positioning, optimization 
and commercialization of products, 
services and loyalty programs.

in 2014, cMB published several self-
funded consumer Pulse reports, and the 
topics included modularizing surveys 
through data imputation, measuring 
emotional attachments to brands, and the 
multi-device path to purchase. The cMB 
consumer Pulse studies have been featured 
in publications such as The New York Times, 
USA Today, MediaPost, Ad Age and Forbes. 

49 |           Rti Research 
RTiResearch.com

u.S. heAdquArterS norwAlk, conn.

2014 u.S. revenue $16.4 mIllIon

chAnGe from 2013 -5.2% 

non-u.S. revenue $0.0 mIllIon

u.S. emPloYeeS 50

David Rothstein 
ceo  
mbA, unIverSItY of rocheSter

rTi research is a privately held global 
market research company based in norwalk, 
conn., and founded in 1979. rTi is known for 
providing insight and answers that lay the 
foundation for making intelligent business 
decisions, and for not spouting “research 
speak.” 

in addition to a complete offering of 
traditional research tools and methods, rTi 
continuously develops specialized 
products and advanced analytics in 
support of increasingly complex business 
decisions. one example is rTi ingenuity, a 
platform to reinvigorate and accelerate 
innovation, ideation and naming with an 
exclusive “creative genius” panel and a 
customizable process. 

 rTi also offers quick courses and 
webinars, which provide complimentary 
education and professional development to 
corporate researchers in easy-to-digest, 
one-hour seminars.

50 |      Fors Marsh group
ForsMarshGroup.com

u.S. heAdquArterS ArlInGton, vA.

2014 u.S. revenue $16.4 mIllIon

chAnGe from 2013 +25.2%

non-u.S. revenue $0.0 mIllIon

u.S. emPloYeeS 65

sean M. Marsh
ceo  
Ph.d., GeorGe mASon unIverSItY

Fors Marsh Group (FMG), based in arlington, 
va., is a privately held corporation founded  
in 2002. The full-service market research 
firm provides research, support and strategy 
consulting for improved communication, 
increased operational efficiency and better 
organizational decision-making to u.s. 
government agencies and corporations. The 
firm serves the defense, environment, health, 
financial, homeland security and information 
technology markets.

 using qualitative, quantitative and 
physiological methods, FMG has experi-
ence across a broad range of subject areas, 
including:
• advertising, public relations and 

communication research: FMG sees 
research as supporting rather than 
competing with the creative process, and 
has conducted projects focused on 
tracking and evaluation, brand equity 
and identity positioning, communication 
planning and design, copy/concept 
testing, consumer attitudes and opinion 
measurement, and market segmentation.

• consumer research and customer 
satisfaction: The firm conducts thou-
sands of customer service evaluation 
surveys each year, across a wide variety 
of industries and through a host of 
platforms not just focusing on customer 
satisfaction and loyalty, but also 
specializing in the evaluation of fairness 
across more complex agencies and 
industries.

• workforce development: FMG’s team of 
10 psychologists helps organizations with 
program and training evaluation, 
attraction and recruitment research, 
career mapping and management, 
employee satisfaction surveys, and work 
force development and team training.
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• military recruiting personnel and 
readiness: The company provides 
research within military populations, 
including recruitment, member stress, 
quality of life, veterans re-entering  
the workforce, overseas voting and 
public affairs.

• Public health, risk communication and 
cause marketing: The firm conducts 
behavioral research, belief analysis and 
concept/copy testing studies to evaluate 
programs promoting smoking cessation, 
nutrition, pharmaceuticals, natural 
disaster insurance and environmental 
responsibility, and provides evidence to 
inform policy decisions.

• generational market research: FMG 
conducts multiple studies on youth, 
parents and the elderly population for 
public- and private-sector clients, 
including brand perception studies, 
social media usage and habits, and 
college and career choice research.

• User experience: FMG integrates the 
philosophies and practices of behavioral 
and cognitive psychology, anthropology 
and marketing to understand how users 
think and interact with everyday 
products. The firm houses a state-of-the-
art user experience lab equipped to test 
participants both on-site and remotely. 
capabilities include user testing, Web 
and mobile uX testing, eye tracking and 
electrodermal activity measurement. m
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Marketing Research Company Profiles
Find leading marketing research companies on the 

following pages who offer the knowledge, latest technology 
and tools to turn your marketing vision into reality.

(Companies are listed in alphabetical order.  
The information in each listing was provided by the advertiser.)

Geographic Index to the Marketing Research Company Profiles

— UNITED STATES —

Arkansas
C&C Market Research

California
Luth Research

SoapBoxSample

YouGov

Connecticut
FocusVision 

RTi Research

SSI 

Toluna 

YouGov

Georgia
University of Georgia | MRII

Illinois
Customer Lifecycle, LLC 

Rabin Research Company

Maryland
Full Circle Research Co. 

Michigan
Morpace Inc. Market Research 
 and Consulting

University of Georgia | MRII

Minnesota
ADAPT Inc. 

New Jersey
RTi Research

YouGov

New York
B2B International 

GfK

The NPD Group

Opinion Access Corp. 

Radius Global Market Research

SIS International Research

YouGov

North Carolina
M/A/R/C® Research

Ohio
Burke, Inc.

The Burke Institute

RTi Research

Oregon
YouGov

Pennsylvania
Marketing Systems Group

Reckner

Texas

Creative Consumer Research — 
  Houston

Kinesis Survey Technologies

M/A/R/C® Research

Utah

MaritzCX™

Sawtooth Software

Virginia

Fors Marsh Group

Wisconsin

Market Probe

— CANADA —

Quebec

ASDE Survey Sampler 

GAT INTL. Localization 
 Services Inc.

Voxco 

— INTERNATIONAL —

United Kingdom

YouGov
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ADAPT Inc. 
Location:  Minnetonka, MN 
contact:  Dave Koch 
Phone:  952-939-0538 
emaiL:  dkoch@adaptdata.com 
Web:  http://www.adaptdata.com 

Over 30 years of survey processing 
experience dedicated to the market 
research industry. Services include: 
comment coding (in over 30 languages); 
mobile media coding; text analysis; 
survey printing and mailing (US and 
Canada); inbound mail management; 
image scanning and traditional data 
capture; verbatim keying and editing; 
transcription (focus groups, IDI’s and 
recorded IVR comments). We have 
extensive experience in Healthcare, 
Consumer and Employee research. 
When you need fast and accurate survey 
processing services, call the experts at 
ADAPT Inc.

ASDE Survey Sampler 
Location:  Gatineau QC  Canada
contact:  Randa Bell, Executive VP 
Phone:  1-888-323-3651 
emaiL:  rbell@surveysampler.com 
Web:  www.surveysampler.com 

Researchers and survey professionals 
have been relying on our expertise for 
20 years. ASDE and/or members of our 
team belong to the AMA, MRA, MRIA, 
AAPOR, CASRO and ESOMAR. We 
answer needs for telephone samples 
(landline, cell phone, consumer, 
business), Interactive Voice Response 
(IVR) surveys, address-based sampling 
(ABS) and list matching/appending 
services, in the US or Canada. 

B2B International
Location:  White Plains, New York
contact: Julia Cupman – VP / Director
emaiL:   newyork@ 

b2binternational.com

Phone:  914-761-1909 
Web:  http://www.b2binternationalusa.

com

B2B International is the largest 
business-to-business market research 
company with offices across North 
America, Europe and Asia. Research 
services include branding, customer 
loyalty, needs assessment, product 
development, pricing, advertising / 
communications, market sizing and 
market entry. B2B International counts 
600 of the world’s largest 1,500 
companies among its client base. 
The company serves a wide range 
of sectors including manufacturing, 
construction, chemicals, IT / 
technology, financial and professional 
services, healthcare, and education, 
among others. 

Burke, Inc.
Location: Cincinnati, OH
contact:  Tara Marotti, Senior Vice 

President, Head of Client 
Services

emaiL:  info@burke.com
Web: http://www.burke.com

Founded in 1931, Burke is an employee-
owned, full-service custom marketing 
research supplier.

Burke’s reputation for excellence 
derives from our ability to consistently 
deliver actionable decision support 
solutions to clients worldwide. 
Using an objectives-driven focus, 
Burke researchers are known for 
their expertise in defining business 
objectives, crafting smart research 
designs, executing complex projects, 
employing advanced data analysis 
techniques and communicating the 
business significance of research 
results. Burke’s services extend 
beyond the typical boundaries of 
research suppliers, through Seed 
Strategy, a wholly-owned subsidiary. 
The combination of these two firms 
is a world-class consultancy with the 
unique ability to meet clients’ needs 
through a seamless marriage of Burke’s 
research-based decision support and 
Seed Strategy’s expertise in innovation 
and implementation.

The Burke Institute
Location: Cincinnati, OH
contact:  Jim Berling, Senior Vice 

President & Managing Director, 
The Burke Institute

emaiL: info@burkeinstitute.com
Web: http://www.burkeinstitute.com

For 40 years, marketing and marketing 
research decision makers worldwide 
have turned to The Burke Institute, the 
premier provider of state-of-the-art 
marketing research training, for their 
professional development. Since our 
founding in 1975, The Burke Institute has 
trained more than 80,000 participants 
from 10,000 companies, in 40 countries. 
We have developed a structured learning 
environment, using real world case 
studies, delivered by seminar leaders 
with advanced academic credentials 
who work in the field. Experience our 
unequalled commitment to excellence by 
attending one of 20+ highly acclaimed 
marketing research seminar offerings 
or combine a group of courses into a 
unique customized program for your 
organization.

C&C Market Research
Location: Fort Smith, Arkansas
contact: Thomas Morrison
emaiL: thomas@ccmarketresearch.com
Web: http://www.ccmarketresearch.com

C&C Market Research, an industry 
leader for over 25 years, is the complete 
answer to all of your data collection 
needs. Our highly trained data collection 
specialists and beautifully designed 
field locations, coupled with our state 
of the art programming and data 
transmission capabilities, will ensure 
your next project is a success. With 50 
locations (and growing!) nationwide, 
we are the largest privately owned and 
operated data collection company in 
the U.S. and have remained a leader in 
today’s marketplace through hard work, 
ingenuity, and a dedication to quality 
that is second to none. Our specialties 
include eye tracking, medical/executive 
interviewing, Hispanic interviewing, on-
site interviewing, sensory testing, mall 
intercepts, new product development, 
product purchase retrieval, and more.

Please give us a call today!
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All of these Profiles are paid advertisements.

Creative Consumer 
Research — Houston
Location: Houston (Stafford), TX
contact: Patricia Pratt, President
EmaiL: ppratt@ccrsurveys.com
PhonE: 281-240-9646
WEb: http://www.ccrsurveys.com

Complete field service covering all of 
Texas. Large conference-style focus 
group rooms; one-way mirrors; large 
client viewing spaces. Taste tests, 
telephone interviewing, executive 
surveys, mall intercepts, door-to-
door interviewing, in store intercepts, 
mystery shops, store audits. Computer 
capabilities available. Bilingual 
interviewing, moderators, translators 
available. Large rooms for oversized 
equipment and 100+ respondents. 
Expert recruiting for low incidence 
projects. Nationwide recruiting and 
telephone interviewing capabilities.

Customer Lifecycle, LLC 
Location:  Bolingbrook, IL 
contact:  Karin A Ferenz, Principal 
EmaiL:  kaferenz@ 

customerlifecycle.us 
PhonE:  630-412-8989 
WEb:  http://www.customerlifecycle.us 

Customer Lifecycle is a global research 
consultancy working with B2B/B2C 
companies to plan and conduct research 
to accurately identify and measure 
requirements for customer acquisition, 
satisfaction and loyalty, share of 
wallet growth, and retention. We help 
organizations get better business 
results through improved integration 
of research findings into day-to-day 
operations. With reach to more than 
3 million individuals in 160+ countries, 
we conduct strategic qualitative and 
quantitative research in multiple 
localized languages on a worldwide 
basis. We help companies avoid costly 
mistakes by focusing on thorough 
front-end planning, appropriate support 
for research execution, and action 
implementation at the back end.

FocusVision 
Location: Stamford, Connecticut 

PhonE:  1-800-433-8128 

EmaiL:   info@ 

focusvision.com 

WEb:  http://www.focusvision.com

FocusVision is the leading global 

provider of qualitative and quantitative 

technology solutions to the market 

research industry, providing an online 

survey platform, research facility 

video streaming, webcam focus 

groups, ethnography streaming and 

mobile device usability studies. Our 

services allow research professionals to 

engage with respondents in any place, 

at any time.  FocusVision has over 300 

employees and offices in the US, the UK, 

Bulgaria, Singapore and Brazil. 

Fors Marsh Group
Location:  1010 N Glebe Road 

Suite 510 
Arlington, VA 22201

contacts:  Ben Garthwaite,  
Senior Vice President 
Megan Fischer, 
Marketing Manager

PhonE: 571-858-3800
EmaiL:  marketing@ 

forsma rshgroup.com
WEb: www.forsmarshgroup.com

Fors Marsh Group (FMG) is an applied 
research company specializing in the 
business of measuring, understanding, 
and influencing the way people think 
and make decisions. We take pride in 
delivering a combination that is rare 
in the industry: proven expertise in 
research methodology matched with 
a highly educated staff that deeply 
understands motivational and human 
decision-making processes.

We help clients evaluate, reinforce, and 
change the behavior of their priority 
audiences. Our staff is committed and 
passionate about solving the challenges 
that come with communication and 
marketing along each step of the 
campaign development.

Full Circle Research Co. 
Location:  Potomac, MD 
contact:  Adam Weinstein 
PhonE:  301-762-1972 
EmaiL:   adamw@ 

ilovefullcircle.com 
WEb:  http://www.ilovefullcircle.com 

Full Circle was founded in 2013 and is 
headquartered in Maryland. We are the 
first U.S.-based online consumer sample 
provider to earn ISO 26362 certification. 
We marry advanced technology, 
flexible community strategies and a 
CATI phone center to up recruitment 
and validation in ways previously 
cost-prohibitive from an online provider. 
Our Mixed-mode Validation Process™ 
(MVP) puts our company at the 
forefront of exceeding client niche 
segment demand. With more than 
100 years of research experience 
in-house, we are committed to 
pushing the envelope on behalf of 
clients who want the purest, cleanest 
data available.

GAT INTL. Localization 
Services Inc. 
Location: Montreal, Quebec, Canada
contact: Ismael Garay
PhonE: 514-288-7818
EmaiL: info@gatintl.com
WEb: www.gatintl.com

GAT INTL. helps Fortune 500 and other 
multinationals with their globalization 
needs, providing nearly 20 years of 
expertise bringing their products 
and services to market. By carefully 
analyzing our clients’ strengths and 
by focusing on key areas, we develop 
highly customized programs that 
help them better serve their clients 
worldwide and foster relationships 
with local business partners. We will 
help you with all your locale-specific 
marketing and advertising needs by 
focusing on translation, localization, 
adaptation, and by centralizing 
service-specific needs.
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GfK
Location:  200 Liberty Street 

4th FL 
NY, NY 10281

contacts:  Gaina Collis / 
Lori Halivopoulos

Web: http://www.gfk.com

About GfK
GfK is the trusted source of relevant 
market and consumer information that 
enables its clients to make smarter 
decisions. More than 13,000 market 
research experts combine their passion 
with GfK’s long-standing data science 
experience. This allows GfK to deliver 
vital global insights matched with local 
market intelligence from more than 
100 countries. By using innovative 
technologies and data sciences, GfK 
turns big data into smart data, enabling 
its clients to improve their competitive 
edge and enrich consumers’ experiences 
and choices.

Kinesis Survey Technologies
Location: Austin, Texas
Phone: 512-590-8300
emaiL: sales@kinesissurvey.com
Web: http://www.kinesissurvey.com

Kinesis Survey Technologies, LLC 
provides a device-responsive survey 
and panel management product suite 
to advance innovation in both mobile 
and desktop-based market research. 
Delivering intuitive, state-of-the-art 
applications, Kinesis’ software products 
can be effectively utilized without 
deep programming knowledge yet 
are robust enough to perform the 
most complex of survey and panel 
functions. Headquartered in Austin, TX 
USA, Kinesis offers product versions 
for both the market research industry 
and enterprise business organizations, 
and proudly supports next generation 
research applications worldwide. 
For more information, contact 
sales@kinesissurvey.com or visit 
www.kinesissurvey.com.

Luth Research
Location: San Diego, CA
contact: Candice Rab, SVP, New Products
Phone: 619-234-5884
emaiL: crab@luthresearch.com
Web: www.luthresearch.com

For more than 35 years, Luth Research 
has been a leader in the market research 
industry by responding to our clients’ 
most critical business needs. Powered 
by our proprietary online research panel 
and cross-platform digital tracking 
capabilities, our innovative research 
methods help today’s businesses thrive. 
From segmentation and brand tracking, 
to enhancing survey research with digital 
data, we blend research expertise with 
proprietary data collection abilities to 
deliver insights that propel our clients 
ahead of their competition. We also offer 
traditional focus group and call center 
services in our state-of-the-art facilities.
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M/A/R/C® Research
Locations: Dallas TX | Greensboro NC
contact: Merrill Dubrow, President & CEO

EmaiL:  Merrill.Dubrow@ 
MARCresearch.com

WEb: www.marcresearch.com

M/A/R/C® Research is a full-service 
marketing research firm dedicated to 
aiding in the creation, evaluation, and 
strengthening of brands. M/A/R/C® 
designs and executes qualitative and 
quantitative research with traditional 
and online solutions while adhering 
to a client-service ethic built on 
dependability and collaboration.

M/A/R/C® specializes in analyzing 
marketing challenges as part of the 
effort to improve strategies and 
brand strength.

M/A/R/C® Research is headquartered in 
Dallas, Texas

M/A/R/C® Research is part of 
Diversified Agency Services, a division 
of Omnicom Group Inc.

MaritzCX
Location: South Jordan, Utah 84095
contact: Chris Cottle
EmaiL: info@maritzcx.com
WEb: www.maritzcx.com

MaritzCX believes organizations 
should be able to see, sense and act 
on the experiences and desires of 
every customer, at every touch point, 
as it happens. The company helps 
organizations increase customer 
retention, conversion and lifetime value 
by embedding customer experience 
intelligence and action systems into the 
DNA of business operations. Ultimately, 
we want to be your preferred customer 
experience outcomes partner. The 
company specializes in solutions for 
key industries, including automotive, 
financial services, technology, B2B, 
healthcare, retail, and many more. 
MaritzCX is the combination of the 
Allegiance award-winning CX platform 
and Maritz Research strategic consulting 
services. www.maritzcx.com

Market Probe
Location:  2655 N. Mayfair Road, 

Milwaukee, WI 53226
contact: Bonnie Lockwood
PhonE: 414-778-6000
EmaiL:  b.lockwood@ 

marketprobe.com
WEb: http://www.marketprobe.com

Market Probe, celebrating its 30th 
anniversary in 2015, offers state-of-the-
art solutions in Customer Experience 
Management to a wide variety of 
businesses. CEM programs include 
transactional programs, touchpoint 
surveys, relationship programs and 
benchmarking programs measuring 
customer metrics of satisfaction, loyalty, 
NPS and advocacy.

Market Probe can support different 
data acquisition platforms (phone, 
Web and mobile devices) and offers a 
customizable online reporting system 
(Insight Manager) and advanced 
analytical tools (quantitative and textual) 
to deliver insights.

Market Probe feels that the integration 
of Customer Experience Metrics into 
the overall marketing strategy of the 
business and brand building activity 
yields the strongest results in customer 
loyalty and customer growth.

Morpace Inc.
Market Research and Consulting
Location:  31700 Middlebelt Road, 

Farmington Hills, MI 48334
contact:  Duncan Lawrence, CEO & 

President
PhonE: 248-737-5300
Fax: 248-737-5326
EmaiL:  information@ 

morpace.com
WEb: http://www.morpace.com

Morpace is a fully integrated 
global market research and strategic 
consulting organization that specializes 
in custom qualitative and quantitative 
research. Serving as a valuable advisor, 
Morpace has a presence in more than 
60 countries and on five continents, 
and provides its clients with the 
information they need to make smarter 
business decisions.

Named the 2014 CASRO Research 
Organization of the Year, our industry 
experts are more than researchers – they 
are brand counselors who apply insights 
to their work. This collective knowledge 
gives Morpace expertise in industries 
such as automotive, financial services, 
healthcare, retail and consumer goods, 
and technology. 

Morpace delivers expertise and 
proprietary solutions in three core 
areas: brand and communications; 
market and product development; and 
customer experience management 
including satisfaction, loyalty and 
retention. Innovative solutions include 
B-Link™, SOCO™, Claros Communities™, 
dashboards, mobile ethnographies 
and video research solutions such 
as LiveDriveTM and my2centsTM. The 
visual storytelling that is present in all 
client deliverables helps them uncover 
previously unattained levels of clarity.

Established in 1975, Morpace is one of 
the fastest growing marketing research 
firms in the United States according to 
Marketing News’ Gold Top 50 Report. 
Morpace is headquartered in Detroit 
with full-service offices in Los Angeles, 
London and Shanghai.

Marketing Systems Group 
Location:  Horsham, PA 
contact:  Alan Lambert 
PhonE:  215-653-7100 
EmaiL:  alambert@m-s-g.com 
WEb: http://www.m-s-g.com 

Marketing Systems Group provides 
innovative products and services 
designed specifically for the survey 
research industry. MSG products include 
GENESYS Sampling, PRO-T-S Dialers, 
and ARCS Panel Management IVR/
Web recruiting. Sampling provided by 
GENESYS includes Random-Digit Dialing 
and Listed Household samples. Further 
capabilities include business sampling, 
online/web sampling, address-based 
sampling, and cell phone sampling, 
as well as screening services. List 
enhancement services include telephone 
lookup and the appendage of data. 
PRO-T-S is a research predictive dialing 
system that improves productivity and 
quality while reducing costs. ARCS 
is an all-in-one tool created for Panel 
Management, IVR/Web recruiting, and 
data collection. 
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The NPD Group
Location: Port Washington, NY

contact:  contactnpd@npd.com

Web: http://www.npd.com

emaiL:  contactnpd@ 

npd.com

The NPD Group provides market 
information and business solutions 
that drive better decision-making and 
better results. The world’s leading 
brands rely on us to help them get the 
right products in the right places for 
the right people. Practice areas include 
apparel, appliances, automotive, beauty, 
consumer electronics, diamonds, 
e-commerce, entertainment, fashion 
accessories, food consumption, 
foodservice, footwear, home, mobile, 
office supplies, retail, sports, 
technology, toys, video games, and 
watches / jewelry. For more information, 
visit npd.com and npdgroupblog.com. 
Follow us on Twitter: @npdgroup

Opinion Access Corp. 
Location: Long Island City, NY 
contact: Lance Hoffman 
Phone: 718-729-2622 
emaiL:  hoffman@ 

OpinionAccess.com 
Web:  http://www.OpinionAccess. 

com 

Opinion Access Corp. has been 
the data collection expert to the 
marketing research industry for nearly 
20 years.  Known for our expertise in 
Social Science, Political, and Hispanic 
work, we deliver quality data using 
CATI and Online interviewing. 
Whether a project needs to get 
in and out of the field as quickly 
as possible or maximized for response 
rate, all projects are meticulously 
managed by a team with 100+ 
cumulative years of data collection 
experience. 

University of Georgia | MRII
Location:  Athens, Georgia | 

Ann Arbor, Michigan
contact: Pam Bracken
emaiL:  Pam.Bracken@ 

georgiacenter.uga.edu
Web: http://www.georgiacenter.uga.edu/mr

The University of Georgia offers three  
online  certificate courses  designed to 
teach the Marketing Research Core Body 
of Knowledge (MRCBOK©), Principles of 
Market Research and the Principles of 
Pharmaceutical Market Research. Over 
8,000 practitioners have enrolled in 
these programs from 104 countries. The 
Principles of Mobile Marketing Research 
is new self-paced course that explores 
emerging mobile techniques and     >>>
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how they can be applied to market 
research. All courses are updated 
regularly to reflect the newest 
methods and approaches. AMA 
is a proud supporter of the 
Principles programs.

Rabin Research Company
Location: Chicago, IL USA
EmaiL:  melster@ 

rabin-research.com
WEb: www.rabinresearch.com

Full range of B2C and B2B research 
services for packaged goods, financial 
products/services, retail, healthcare, 
food service, and many other industries. 
Service principles: high quality work, 
on-time delivery, creative study 
designs, strategic insights, competitive 
prices, and exceeding expectations. 
Study types: concepts, segmentation, 
product use, names, packages, 
product design, advertising, 
satisfaction, awareness/attitude/usage, 
tracking, pricing, promotions, colors, 
and problem detection. We use all 
forms of data collection; employ 
qualitative and quantitative 
methodologies; and, work 
domestically and internationally.

Radius Global Market 
Research
Location: New York, NY
contact: Chip Lister
EmaiL:  clister@ 

radius-global.com
WEb: http://www.radius-global.com

Radius Global Market Research is 
one of the largest independent market 
research companies in the world. 
We are single-minded in our focus: 
to grow your brand by strategically 
optimizing its offerings, identifying 
differentiating innovations in the 
marketplace, and delivering a 
compelling customer proposition 
that drives business performance. 
Our global brand-building experience 

is both deep and wide spanning all 
geographies and industries.

We partner with Fortune 500 
companies and other industry leaders 
that seek answers to meaningfully 
affect business results. The real core 
of Radius is the intellectual capital of 
our people who take every project 
from inception through to deliverables, 
looking at each stage to optimize 
the client experience and the power 
of our research’s impact.

Reckner
Location: Chalfont, PA
contact: David Reckner
EmaiL: info@reckner.com
WEb: http://www.Reckner.com

Reckner is one of the most trusted 
research companies in the nation 
with 20+ years’ experience & clients 
throughout the nation and across 
the globe. Our team of 200+ 
employees is highly-tenured with 
client relationships spanning more 
than a decade. With 250,000+ study 
participants each year, we provide 
the highest quality healthcare and 
consumer insight solutions through 
our companies: Reckner Healthcare, 
Blueberry Marketing and Sensory 
Research, The Institute for Sensory 
Research, & Reckner Facilities. 
Each listens to clients to build custom 
insight programs that incorporate 
the most innovative research 
methodologies & technologies. 
We invite you to begin a conversation 
with us.

RTi Research
Locations:  Norwalk, CT 

Matawan, NJ 

Westerville, OH

contact: David Rothstein

DirEct EmaiL:  drothstein@ 

rtiresearch.com

EmaiL: info@rtiresearch

WEb: http://www.rtiresearch.com

RTi Research helps turn insight 
into action.
Our clients, some of the largest 
and most respected companies 
within their industries, have counted 
on RTi for 30+ years to connect 
the dots, tell the story and help 
influence decisions. Clients come 
to RTi seeking higher level 
involvement, more insightful 
thinking and extraordinarily 
attentive service; they stay 
because we deliver on our promise – 
supporting their personal as well as 
their company’s success.

Sawtooth Software
Location: Orem, UT
contact:  Brian McEwan, Director of 

Client Services
PhonE: 801-477-4700
EmaiL:  brian@ 

sawtoothsoftware.com
WEb:  http://www.sawtoothsoftware.

com

Sawtooth Software provides tools 
for online surveys, including those 
that feature conjoint analysis and 
best-worst scaling (MaxDiff). We 
are best known for our expertise 
in conjoint/choice modeling, with 
these popular software systems: 
CBC (Choice-Based Conjoint), 
ACBC (Adaptive CBC), MBC (Menu-
Based Choice), and MaxDiff. Our 
advanced analytical tools include 
HB estimation, cluster ensemble 
analysis (CCEA), and advanced 
market simulators. Our analytics 
division, Sawtooth Analytics, 
provides high-end analytical 
services. We also offer trainings 
and conferences.

SIS International Research
Location: New York, NY 10010
contact: Ruth Stanat, President
EmaiL:  research@ 

sisinternational.com
PhonE: 212-505-6805
WEb: http://www.sisinternational.com
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SIS is a leading full-service market 

research and market intelligence 

firm, established in 1984. We conduct 

fieldwork, data collection, recruiting, 

strategic market intelligence and 

global growth marketing consulting 

solutions. Key regional offices include 

New York, London, Frankfurt, Shanghai 

and Manila.

SIS provides the recognized expertise, 

integrated methods and global resources 

to provide full insight into the entire 

business landscape — customers, 

competitors, supply chain and global 

market intelligence. Our coverage is 

global, including nationwide US, Europe, 

Latin America, Asia, Canada, Africa and 

the Middle East.

We conduct consumer, B2B, healthcare, 
industrial, automotive, low incidence 
and strategic market intelligence. 
Our key solutions include customer 
insights, market opportunity research, 
satisfaction & loyalty, usability 
testing, product testing, car clinics, 
channel intelligence, pricing research, 

competitive intelligence, emerging 
markets research, C-Level & key opinion 
leader research, market entry/sizing and 
other solutions.

Some of our qualitative and quantitative 

methods include CATI, focus groups, 

online research, ethnography, intercepts, 

car clinics, secondary research and 

analytics. SIS also provides focus 

group and testing facilities in key 

cities worldwide.

SoapBoxSample
Location:  Van Nuys, CA 
contact:   Jacqueline Rosales, 

SoapBoxSample Chief of 
Operations 

Phone:  818-528-5296 
emaiL:   info@ 

soapboxsample.com 
Web: http://www.soapboxsample.com 

SoapBoxSample offers a fresh 
approach to online research. From full 
study design and analysis to technology 
testing and mobile research, we offer 
a variety of solutions. SoapBoxSample 
is a leader in new techniques including 
Passive Metering, Geo-Fencing and  
App based research design. At the 
heart of SoapBoxSample is our 
proprietary panel, MySoapBox Panel. 
Our varied recruitment channels 
go beyond traditional methods, 
resulting in a panel that is loyal 
and engaged.

SSI 
Location: Shelton, CT 
contact:  Tom Johnson, Senior VP, 

Sales & Client Services 
North America                     >>>
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Phone:  203-567-7200 
email:   info@ 

surveysampling.com 
Web: http:// www.surveysampling.com 

SSI is the premier global provider  
of data solutions and technology for 
consumer and business-to-business 
survey research, reaching respondents 
in 100+ countries via Internet, telephone, 
mobile/wireless and mixed-access 
offerings.  SSI staff operates from 
30 offices in 21 countries, offering 
sample, data collection, CATI, 
questionnaire design consultation, 
programming and hosting, online 
custom reporting and data processing. 
SSI’s 3,600 employees serve more than 
2,500 clients worldwide. 

Toluna 
location: Wilton, CT
contact:  Mark Simon 
Phone:  203-834-8585 
email:   mark.simon@ 

toluna.com 
Web:  http://www.toluna-group.com 

Toluna is a leading digital market 
research and technology company. 
The company is regarded as a pioneer 
in the dynamic world of marketing 
research, data collection, reporting and 
visualization, and brings together people 

and brands in the world’s largest social 
voting community. As a leading all-in-
one global source for actionable insights, 
we help market researchers, insights 
professionals and companies anywhere 
in the world make clearer and better 
business decisions that drive better 
business results. 

Voxco 
location: Montreal, Canada 
contact: Vincent Auger 
email:  vincent.auger@ 

voxco.com 
Phone: 514-861-9225 
Web:  http://www.voxco.com 

Voxco is a leading provider of 
survey technology and solutions. 
World-wide, we offer one of the 
broadest ranges of survey modes, 
enabling our clients to easily reach 
target respondents across the evolving 
multi-channel landscape. With over 
25 years’ experience, we serve clients in 
30+ countries. Our integrated platform 
includes surveys on: mobile & phone, 
online, in-app, and CAPI for event and 
in-person interviews.  Voxco also 
provides full Professional Services 
to run survey programs for its clients 
either on an ad-hoc basis or for 
recurring studies.

YouGov
locations:  London, UK 

US offices in 

New York, NY, 

Waterbury, CT, 

Lawrenceville, NJ, 

Portland, OR, and 

Palo Alto, CA

contacts:  Katy Moran 

Devon Jaffier

emails:  katy.moran@ 

yougov.com 

devon.jaffier@ 

yougov.com

Web: http://www.yougov.com

YouGov is a leading international 

full-service research and consulting 

company and a pioneer in the 

use of technology to collect higher 

quality, in-depth data for the world’s 

leading businesses and institutions 

so that they can better serve 

the people that sustain them. 

With offices throughout the US, UK, 

Europe, the Middle East and Asia, 

YouGov leverages its online sampling, 

research expertise and consulting 

experience to provide clients with 

sophisticated market strategy, 

 market analytics, and survey and 

forecasting services.

Want to reach marketing's decision-makers?
Partner with AMA and you'll connect with the movers and shakers in the marketing 
industry — the ones who need your products and services to excel in their work.

Choose from these opportunities and more:
• Banner ads  •  Print ads  •  Webcasts  •  Event sponsorships  •  Custom integrated packages

Download our 2015 Media Kit for details and rates... 
but only if you're ready for some serious ROI.

>> mediakit.ama.org
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