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JOIN US 
June 8–10 at the 2014 MRIA National Conference, as we will “dig deeper and discover” in Saskatoon, 
Saskatchewan – a true “destination” in Prairie Canada, and affectionately called “The Land of Living Skies.” 

Speaker Program will be announced in March. Plan to be there and participate as a Delegate, Exhibitor  
or Sponsor!

Follow us on Facebook, LinkedIn and the conference website http://conference2014.mria-arim.ca/news/index.php 
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Jim Hopson 

MRIA is pleased to announce that Jim Hopson,  
CEO and President of the Saskatchewan 
Roughriders Football Club (the 2013 Grey Cup 
Champions!), will be a keynote speaker at the 

MRIA 2014 National Conference in Saskatoon.  

 

Jeffrey Hayzlett

Bestselling Author & Global Business Celebrity,  
The Hayzlett Group
 Jeffrey Hayzlett is a global business celebrity 
and primetime television show host on 
Bloomberg Television and is a leading business 
expert, cited in Forbes, SUCCESS, Mashable, 
Marketing Week and Chief Executive, among 
many others.
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COMMENTARY / COMMENTAIRE

Have you bought Dove soap in the last 30 days? 
Did you like the scent of the soap? Did you like 
the package the soap came in? Did you use a 
coupon to buy the soap? Did you see the series 

of Dove ads promoting, not soap, but a better way to think 
about beauty? 

Our industry does a lot of work to create new products and 
services, some of which have more or less practicality or real 
need than others. At times, it can feel like we’re just trying 
to sell more soap. More and more companies, like Procter & 
Gamble, are changing how brands contribute to our lives by 
not necessarily promoting products but rather by giving back 
to the community in the form of outreach, education, and 
charitable funding.

Market research is no different. It doesn’t need to be just 
research on how to sell more soap. At its core, our business 
is creating new products that make lives more fulfilling and 
improving products to make people happier and healthier. 
But it can also be about using our resources to build better 
lives. Research companies and employees can share their 
wealth through charitable activities like volunteer work and 
donations. And, many of our millions of research participants 
are eager to share the rewards they’ve earned for participating 
in research to charitable organizations. We have much to 
share as you’ll read in this issue of Vue.

If you haven’t already, I do hope you’ll also share your 
thoughts on our new and (hopefully!) improved Vue 
magazine. Feel free to fill out the survey (http://bit.
ly/1c4tOz5) or write a letter to the editor. And be honest! I 
read and consider every single comment you make. Sharing 
is caring!

Avez-vous acheté du savon Dove au cours des  
30 derniers jours? Avez-vous aimé son parfum? 
Son emballage? Avez-vous utilisé un coupon pour 
l’acheter? Et avez-vous remarqué les annonces télé 

de Dove faisant la promotion, non pas du savon mais d’une 
nouvelle façon de concevoir la beauté?  

Notre secteur met beaucoup d’efforts à créer de nouveaux 
produits et services, certains d’entre eux plus ou moins pratiques 
ou de toute utilité réelle. Par suprenant, donc, que nous ayons 
parfois l’impression de vendre encore et toujours plus de savon. 
Mais un nombre croissant de sociétés – Procter & Gamble en 
est une – cherchent aujourd’hui à changer la façon que leurs 
marques s’insèrent dans notre vie. Plutôt que de promouvoir 
leurs marques comme telles, elles s’efforcent plutôt de participer 
à la vie collective par le biais d’activités communautaires, 
d’information ou de bienfaisance.

Il devrait en aller de même pour la recherche marketing, qui ne 
doit plus se contenter de vendre encore plus de savon. L’objectif 
fondamental de notre secteur demeure bien sûr la création de 
nouveaux produits qui améliorent la vie des gens ou rehaussent 
leur bonheur et leur santé. Mais les cabinets de recherche et leurs 
employés devraient aussi voir à mettre leurs ressources à profit 
pour le plus grand bien de la collectivité, en faisant du bénévolat 
ou des dons, par exemple. N’oublions pas non plus que nombre 
des participants à nos activités de recherche souhaiteraient bien 
faire don d’une portion ou plus de leur cachet à un organisme 
de bienfaisance. Comme vous le verrez dans ce numéro de Vue, 
nous avons beaucoup à offrir à nos collectivités.

Si vous ne l’avez pas encore fait, je vous invite à nous laisser 
savoir ce que vous pensez de la nouvelle mouture de Vue  – revue 
et améliorée, du moins je l’espère – en répondant au sondage 
à ce sujet (http://bit.ly/1c4tOz5) ou en expédiant une lettre 
d’opinion à la rédaction. Soyez franc ! Nous lisons et prêtons 
attention à TOUS les messages que vous nous faites parvenir. 
Merci !

Annie Pettit PhD, Chief Research Officer / Directrice de la recherche, Peanut Labs
Editor-in-Chief, Vue / Rédactrice en chef, Vue • Email: annie@peanutlabs.com • (416) 273-9395 • t @LoveStats

Please share your opinions about Vue articles and columns, or submit your cartoons and infographics to the Editor.  
La rédactrice vous invite à lui faire parvenir directement vos commentaires, opinions, caricatures ou infographies.

Editor’s  Vue
Annie Pettit
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Letter from the President

Anastasia Arabia

While the winter months seem colder, darker and 
longer than usual this year, there have been a few 
bright spots. The annual Net Gain and QRD 
conferences were an opportunity for all of us to 
share learnings and spend time together. The new 
MRIA office opened (in downtown Toronto) 
and is proving to be a great place for members 
to gather. But probably the brightest spot in our 
year, so far, is the arrival in February of Kara 
Mitchelmore, MRIA’s new CEO.

Kara was the unanimous choice of the MRIA 
Board. No wonder! She is an accomplished leader 
having proven herself as President and CEO of 
the Alberta Chapter of the Certified Management 
Accountants (CMA). During her tenure she 
increased new membership by a whopping 
400% and made changes to ensure the rigour 
of the CMA designation. The Board and I have 
full confidence that she is the leader we need to 
rejuvenate our association, create compelling 
member value, and take MRIA to the next level. 
She is committed to accomplishing these goals. 

Who is Kara Mitchelmore? Well, she clearly 
believes in the power of education. She has an 
MBA and is currently completing a doctorate 
degree on the unification of the accounting 
profession in Canada. At the same time, her 
passion is her family – her husband, two children, 
and three stepchildren are her foundation and 
inspiration. Kara has also run two marathons, an 
accomplishment that demonstrates her discipline 
and commitment to the long haul.

I want to thank John Ball for his leadership as 
MRIA’s Interim Director and for his dedication 
to the association. His work has paved the way for 
our organization to take the next step, for which I 
am grateful.

With more than half my term over, as I prepare 
to hand over the presidency I’m buoyed by Kara’s 
leadership and confident that a bright future for 
MRIA is assured.

L’hiver sombre et froid que nous vivons cette année 
nous aura néanmoins réservé quelques rayons de 
soleil. Les colloques Net Gain et QRD nous ont 
ainsi donné l’occasion de mieux se connaître et de 
partager nos connaissances. Le nouveau siège social, 
au centreville de Toronto, s’est pour sa part avéré 
un lieu de rencontre apprécié des membres. Mais 
l’embellie la plus encourageante aura sans doute 
été l’arrivée, en février, de Kara Mitchelmore, la 
nouvelle directrice-générale de l’ARIM.

Le conseil d’administration a choisi Kara à 
l’unanimité. Et pour cause ! L’ancienne présidente 
et directrice-générale de la Certified Management 
Accountants of Alberta (CMAA) est une leader 
naturelle. Sous sa direction la CMAA a vu 
l’adhésion grimper de 400 %, et ce sans jamais 
compromettre la rigueur des critères d’admission. 
Le CA et moi sommes convaincus que Kara saura 
rehausser l’offre aux membres de l’ARIM et ainsi 
propulser l’association vers de nouveaux sommets. 
Elle s’est d’ailleurs engagée à le faire. 

Qui est Kara Mitchelmore? Une battante ! 
Déjà détentrice d’un MBA, elle est présentement 
doctorante et prépare une thèse portant sur 
l’harmonisation de la profession comptable au 
Canada. Elle est aussi une mère de famille dévouée 
à son mari, ses deux enfants et ses trois beaux-
enfants – ses principales sources d’inspiration 
dit-elle. Sa discipline personnelle et sa capacité 
d’engagement sur le long terme ne font aucun 
doute, comme le démontre sa participation à deux 
marathons.

Je tiens à remercier John Ball, le directeur par 
intérim de l’ARIM, de son leadership et de son 
engagement envers notre association. Je Iui suis 
particulièrement reconnaissante d’avoir tant fait 
pour préparer l’ARIM aux défis qui l’attendent.

À la mi-chemin de mon mandat comme 
présidente, je me prépare moi aussi à relayer le 
flambeau. Je le ferai avec la conviction que l’ARIM 
est promise à un bel avenir sous la direction de 
Kara Mitchelmore, une leader exceptionnelle.

Anastasia Arabia, Partner / Partenaire, Trend Research Inc.   
President, Marketing Research and Intelligence Association / Présidente, L’Association de la recherche et de l’intelligence marketing

Email: anastasia@trendresearch.ca • 780-485-6558 ext./poste 2003

COMMENTARY / COMMENTAIRE
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On behalf of the QRD Division Board, we extend sincere thanks to our Speakers, Sponsors, 

Delegates, Volunteers and staff from St. Andrews and MRIA... recorded presentations are now 

available online – see you next year! Thank You!

THANK YOU TO OUR SPONSORS

Silver Sponsors

Bronze Sponsors Marketing Sponsor

Gold Sponsors

Platinum Sponsor

Reliable, Actionable Consumer Insights
by Design.TM

Heintzman Research Limited
Market Dimensions

SmartPoint Research
Survey Sampling International - SSI
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Message from the CEO

Kara Mitchelmore

As the promise of spring approaches, I have 
been reflecting on the benefits of renewal and 
the energy it inspires. With my first day well 
behind me, I still feel the sense of rejuvenation 
this new responsibility provides. I am energized 
by the challenge of taking MRIA to the next 
level through delivering more value to members, 
achieving quality growth, and building operational 
excellence. Ultimately, my goal is to achieve 
organizational renewal in order to serve members’ 
needs and expectations while rejuvenating pride 
in membership. This is a significant challenge, 
but we now have momentum on our side and we 
are united by the knowledge that we belong to a 
valued and respected profession.

As we get to know each other better, 
I want to be very clear about my 
commitment to rejuvenate our 
association. Serving our members 
is at the core of everything MRIA 
does and that I do. 

During these first weeks at MRIA, I’ve had the 
opportunity to meet many of you. Thank you 
for taking the time to reach out to me. I remain 
humbled by the opportunity to work with such 
hardworking, intelligent and committed marketing 
research professionals for whom I have the utmost 
respect. In the spring, I will join Anastasia Arabia, 
our MRIA President, on a Chapter tour and I 
hope to meet many more of our members and 
better understand what is important to you.

Since we will be spending time together, I 
thought I would share a little bit about myself and 
where I find motivation and inspiration.

Un espoir de printemps l’autre jour m’a amenée à 
réfléchir à la sensation d’énergie et de renouveau que 
cette saison inspire. . . tout comme ces nouvelles 
responsabilités qui sont maintenant les miennes 
à l’ARIM. Le défi de propulser l’association vers 
de nouvelles réussites m’énergise et me rajeunit. Je 
compte y arriver en rehaussant l’offre à nos membres, 
en privilégiant une croissance de qualité et en misant 
sur l’excellence opérationnelle. Mon objectif ultime 
est de dynamiser l’ARIM de façon à mieux servir 
ses membres et à faire naître une nouvelle fierté 
dans l’adhésion. Le défi est de taille, j’en conviens. 
Mais je sens une impulsion qui nous servira bien ces 
prochaines années, de même qu’une profonde fierté 
professionnelle collective, fondée sur l’appartenance à 
un secteur utile et respecté.

Au coeur de tous les services et activités 
de l’ARIM, au coeur tout ce que je fais 
et ferai, un seul souci doit nous guider: 
servir les membres. L’ARIM n’existe que 
pour servir ses membres et représenter la 
profession de facon à ce qu’elle continue de 
croître et de prospérer. Je ne vous promet 
rien de moins et je tiendrai ma promesse.

J’ai eu le plaisir de rencontrer nombre d’entre 
vous dès mes premières semaines en poste et je 
vous remercie de votre gentille attention. Les 
professionnels de la recherche marketing, des gens 
intelligents, travaillants et engagés, m’inspirent le 
plus grand respect et une profonde humilité. Dès ce 
printemps, Anastasia Arabia, la présidente de l’ARIM, 
et moi entameront une visite des régions dans le but 
de rencontrer le plus grand nombre possible d’entre 
vous, les membres, et d’écouter ce que vous avez 
à dire. Pour le moment je me contenterai de me 
présenter à vous et de vous confier ce qui m’inspire et 
me motive.

COMMENTARY / COMMENTAIRE



 vue  |  MARCH 2014      9 

commentar y
commentaire

Kara Mitchelmore, MBA, FCMA, Chief Executive Officer/Directrice générale   
Marketing Research and Intelligence Association / L’Association de la recherche et de l’intelligence marketing

Email: kmitchelmore@mria-arim.ca • (416) 642-9793 ext./poste 8724

I was born in Nova Scotia and right from the 
start, I loved learning. My undergraduate program 
was what I call my “save the world degree” 
because I majored in sociology and minored in 
anthropology. From there, I tackled an MBA and 
am now completing a doctorate on the unification 
of the accounting profession in Canada. Let’s 
just say, I have done the research by living the 
experience. As the President and CEO of the 
Certified Management Accountants of Alberta, 
I increased new membership by 400%, instilled 
rigour in the designation and supported the 
smooth transition to one professional association. 
The work was challenging, inspiring and I loved it.

When friends describe me, though, they say I 
put family first. I am married, have two children 
and three stepchildren. Like many of you, my 
family is my greatest source of pride and the best 
thing I’ve ever done. They are my anchor and my 
motivation. 

As we get to know each other better, I want to 
be very clear about my commitment to rejuvenate 
our association. Serving our members is at the core 
of everything MRIA does and that I do. MRIA’s 
purpose is to meet member needs and to represent 
the profession so that it can continue to grow and 
prosper. That is my promise and I will deliver.

Sincerely,

Kara

Je suis née en Nouvelle-Écosse et j’ai toujours aimé 
apprendre et m’instruire. J’ai d’abord obtenu un 
bac en sociologie et en anthropologie – c’était ma 
période « changeons-le-monde » – puis, changement 
de cap, un MBA. Je suis présentement doctorante et 
prépare une thèse sur l’harmonisation de la profession 
comptable au Canada – un sujet que je connais 
bien pour y avoir participé activement. À titre de 
présidente et directrice-générale de la Certified 
Management Accountants of Alberta j’ai présidé à 
une hausse de 400 % de l’adhésion, à un resserrement 
des critères d’agrément et à une transition ordonnée 
vers une association nationale unique – autant de 
défis qui m’ont inspirée et m’ont procuré beaucoup 
de  satisfaction.

Mes amis diraient cependant que je suis avant tout 
une femme de famille, qui adore son mari, ses deux 
enfants et ses trois beaux-enfants. Je suis très fière de 
ma famille, mon assise inébranlable et une source 
inépuisable de motivation. Elle est et sera toujours ma 
plus belle réussite. 

J’aimerais en terminant vous expliquer clairement 
mon engagement à dynamiser l’ARIM. Au coeur de 
tous les services et activités de l’ARIM, au coeur tout 
ce que je fais et ferai, un seul souci doit nous guider: 
servir les membres. L’ARIM n’existe que pour servir 
ses membres et représenter la profession de facon à ce 
qu’elle continue de croître et de prospérer. Je ne vous 
promet rien de moins et je tiendrai ma promesse.

Cordiales salutations,

Kara
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Rasheeda Qureshi 

Research:  
Driving Social Change

In the spring of 2013, I made the conscious 
decision to enter the non-profit world. I had 
little to inform my decision other than it felt 
right, and that was enough at the time. I had 
spent 15 years in marketing research; the first 
six years at Ipsos ASI, the rest with OpenVenue 
(which evolved to become Research Now). I 
believe I understood the basics of what drove 
marketing research and the innovation behind 
emerging technologies in the sector. The sector 
gave me a lot and I’m grateful, but it was time 
to move on. 

Having always worked in a client-centric 
environment, I knew that what I enjoyed the 
most about my work was interacting with 
people. I was drawn to philanthropy and the 
charitable sector because of its altruistic focus 
on people, but I was also very aware that I 
didn’t know, what I didn’t know – so I started 
to work towards filling in the gaps of my 
knowledge. 

I researched and sought out people 
who worked in the sector to engage them 
in conversation – yes, through good old-
fashioned cold calling and networking. 
Coming from a sales-oriented working 
environment, I was surprised by the warm 
reception I received. Of course, when I called I 
wasn’t asking for a job, I was asking for insight 
and advice to support my career transition. 
And I received it; 2013 was one of my best 
summers ever. I believe there are key insights 
for research professionals to consider beyond 
research reporting for this sector.

I started at United Way Toronto as a 
fundraiser in the fall of 2013. I was intrigued 
by the myriad of facts to assimilate and absorb 
the import of. Did you know that there are 
85,000 registered charities in Canada? We 
have the second largest non-profit sector in 
the world (the Netherlands leads, the U.S. is 
fifth)1. Every year, the sector adds around $80 

billion and two million jobs to the Canadian 
economy2. Non-profits rely on a staggering 
13 million volunteers who contribute over 
two billion hours of their time annually3 – 
equivalent to a million full-time jobs. One 
of the hardest to recruit segments in the 
marketing research world is 15-to-24-year-
olds, yet they are the most likely to volunteer4 
for a charitable cause. 

While the statistics were interesting in 
themselves, I was surprised by the amount of 
compelling research and the key role it has in 
providing direction at United Way today. While 
by no means an expert on the role of research 
in the non-profit sector, I can clearly see how 
research has resulted in seminal reports which 
have driven United Way Toronto’s strategic 
direction over the past two decades. United 
Way’s role is that of advocate and trusted 
partner to its constituents – city residents, social 
service workers, charitable agency leaders, civic 
leaders and the corporate sector. United Way 
also raises funds to provide near-term support 
for its charitable partners and agencies.

Ultimately the United Way works to 
increase its impact by driving much needed, 
long-term, systemic social change. Advocacy 
is key for this as it helps shape investment 
strategies. I believe it would be accurate to 
say that at the United Way, research has 
literally driven the agenda for social change. 
In 2002, the United Way published A Decade 
of Decline 5, a foundational report on the 
sharp growth of poverty, which directly 
impacted United Way’s strategic plan (2003) 
and subsequent research direction. Poverty by 
Postal Code followed in 2004, leading to the 
Building Strong Neighbourhoods Strategy 
in 2005. In-depth research has continuously 
informed subsequent strategic plans and has 
almost always been the result of a collaborative 
effort between partners. For example, It’s More 
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SPECIAL FEATURE

Research:  
Driving Social Change

than Poverty (2013), explores employment precariousness. 
United Way was a key partner in the research group producing 
this report, comprising representatives from universities and 
community groups. 

The work behind these reports is an education on how to 
successfully partner with community groups, charitable agencies, 
as well as federal, provincial and municipal groups, to drive 
unarguably important social change. The impact of research has 
been to bring into sharp focus the complex, evolving social issues 
at play, and to bring all constituent groups together to develop 
action plans to reverse negative trends. It’s working.

A step back: Since Canada’s charitable sector is large and 
well established, you could well be thinking that it is getting 
more than enough help already, but this is not at all the case. 
It is worth noting that United Way Toronto, as an example, 
receives no operating funding. So, almost all charities find it 
necessary to raise funds to continue their work. Fundraising 
as a function within the charitable sector has consequently 
grown in importance over the past 20 years. Charities will 
include fundraising as a key part of an executive director’s role 
(most people wear many hats). If you’re a larger non-profit 
organization, you might be in the fortunate position to have a 
fundraiser (or two). Either way, fundraising is a requisite for all 
charities to pursue their mission and continue their good work. 

I believe that non-profits play an invaluable incremental 
role to augment government programs and services. This is 
true in health care and education, as well as social services and 
community development. Many people I have met and work 
with have moved into a non-profit career from other professional 
areas, with backgrounds as varied as finance, publishing and 
pharmaceutical sales. Pro bono consulting can help in a sector 
where budget resources are stretched thin. But you don’t have to 
work in the non-profit sector to support it. There are many other 
ways to give back both personally and professionally. 

Donate, if you can. Every one of us has something or someone 
that we care passionately about. If you already donate to your 
cause – good for you! If you feel the desire to give more, or if you 
haven’t already donated, find a charity that speaks to you and your 
cause. Research it, and ensure it is transparent and ethical in its 
practices. Then give. It may be helpful to know that in 2013, the 
Government of Canada introduced a Super Credit on top of the 
Charitable Donations Tax Credit for those who haven’t donated 
to a charity in the last five years6. If you need information on the 
right questions to ask before choosing a charity, Imagine Canada 
has a great little document called Guide to Giving7 and a balanced, 
factual online resource called Charity Focus8. 

Volunteer, if you can. This doesn’t just mean stuffing 
envelopes for the next direct mail campaign at the nearest 
charity or helping at your neighbourhood hospital. Your 
professional skills are valuable. All 85,000 charities in Canada 
need board members to help govern them – and they’re always 
chronically short of volunteers to contribute their expertise. 
Ask around or check out BoardMatch®9 or Volunteer Canada10 
to find out about opportunities that best suit you. It’s estimated 
that 25 per cent of all charity boards are in need of a board 
member right now. That’s over 21,000 charity boards that are 

looking to secure support from professional leaders who can 
help them effect change.

Look inward at your own workplace and work to reinforce 
or establish a caring corporate giving program. The 
importance of Corporate Social Responsibility (CSR) in 
business is growing11. Find out which social issues resonate 
with your workplace environment and then design programs 
that give your staff time to volunteer and give back. Corporate 
donations are a much needed sustainer of charities in Canada. 
Showing staff that social involvement is important to their 
organization is a good engagement and retention strategy.

Look outward at partnering with your clients on their CSR 
priorities. Consider creating a rebate program that gives a 
percentage of billings back to your client’s charity. You build a 
stronger business relationship, potentially having a significant 
social impact and raise funds for a good cause. cause – a “both 
win” scenario. Also, encouraging your staff to volunteer for 
charitable causes that your clients support, just makes sense. 

For me, working within a non-profit environment is an 
extremely rewarding experience. Almost a year into learning and 
networking within the sector, and now working within it, I feel 
at home. I find it welcoming and diverse – a good representation 
of the Toronto I know and care about, actually. For those of us 
who work in the non-profit sector, I believe we do so because we 
can see the immediate personal impact of giving. That’s certainly 
why I do it. There is always room for more.

“Never doubt that a small group of thoughtful, committed citizens 
can change the world; indeed, it’s the only thing that ever has.” – 
Margaret Mead 

With many thanks to Cathy Ireland for her support in getting 
me past writer’s block and to Marion Disselkoen for her 
patience and for taking great photographs!

1    Imagine Canada: http://www.imaginecanada.ca/node/32
2     Charity Focus resources: http://www.charityfocus.ca/EN/Pages/Home.aspx
3     Statistics Canada, Volunteering in Canada: http://www.statcan.gc.ca/

pub/11-008-x/2012001/article/11638-eng.htm#a3
4      Imagine Canada, Understanding Volunteers: http://www.imaginecanada.ca/

files/www/en/giving/reports/understanding_volunteers.pdf
5      United Way Toronto research reports: http://www.unitedwaytoronto.com/

whatWeDo/reports/main.php
6     CRA Super Credit: http://www.cra-arc.gc.ca/gncy/bdgt/2013/qa01-eng.

html#q2
7     Imagine Canada, Guide to Giving: http://www.imaginecanada.ca/node/278
8    Charity Focus: http://www.charityfocus.ca/EN/Pages/Home.aspx
9      BoardMatch: http://www.boardmatch.org/BoardMatch/Content/Home.

aspx
10  Volunteer Canada: http://volunteer.ca/
11   University of Toronto, The Rising Importance of CSR: http://www.research.

utoronto.ca/corporate-social-responsibility/ 

Rasheeda Qureshi is a former corporate sales leader from the 
market research sector who has made her transition to the 
non-profit world. She just started with United Way Toronto as 
Manager, Resource Development. Rasheeda lives in Toronto with 
her family and loves the diversity and friendliness of the city.  
She can be reached by email – rqureshi@uwgt.org, LinkedIn –  
www.ca.linkedin.com/in/rasheedaqureshi/ and Twitter  
@rasheedaqureshi.

FEATURE



12  vue  |  MARCH 2014

David Lithwick 

Close to $15 billion is donated annually by 
corporations and individuals to Canadian 
charities, an amount equivalent to what 
Canadians spend each year on home 
electronics, computers and cameras. 

Four of the 10 highest earning charities 
(Canadian Cancer Society, Heart and Stroke 
Foundation, SickKids Foundation and Princess 
Margaret Cancer Foundation) are health-
related, each averaging $125 million in annual 
donations – an amount equal to what many 
large corporations generate.

With so much at stake and so much to 
gain, what can charities do to keep track 
of competitor initiatives? Is there a role for 
Competitive Intelligence (CI)?

The following article uses a health charity 
mini case to demonstrate how CI can help 
charities anticipate competitor threats and 
thereby better plan their own fundraising 
campaigns.  

How CI and Health Charities Connect 

CI is based on uncovering and assessing 
competitor threats. 

Are health charities at risk? I believe so. 
Health charities market fewer “products,” and 
a fraction of these “products” account for a 
majority of revenue. 

For example, one or two major gift 
campaigns (e.g., targeting wealthy individuals, 
foundations and corporations for a new 
hospital wing) can account for the majority of 
total annual donations. The rest is generated by 
public events such as bike rides and walkathons. 

With this in mind, health care charities 
certainly need to keep track of their competitors’ 
major gift planning initiatives. Competitive 
intelligence is a tool to help them do so. 

Example

Let’s assume you manage the market research of 
a major health charity.

Your organization will be running a major 
gift campaign in six months. It will be the 
first one in several years and by far the largest 

campaign to date with a goal of raising $250 
million.

The president is very concerned that a 
competitor could pre-empt the campaign and 
draw donors away. He wants a “deep dive” to 
check out competitors, and has four questions 
for you to answer: 
1.   Who will be running a major gift campaign 

in the next six months?
2.  What is their campaign goal?
3.  What will their campaign theme be?
4.  How will they promote their campaign?

What steps should you take? You decide on the 
following:

1.  Create a hypothesis to test. For example, 
“There will be at least five competitors running 
major gift campaigns the same time we plan to.”

2.  Identify the charities most likely to pose 
a serious threat. You’ll need to look at both 
traditional threats (other major hospitals and 
national associations as well as non-traditional 
threats, e.g., churches, university health centres 
or smaller hospitals).

3.  Review the four original questions to see 
if any others should be added. It’s much easier 
to do this before you start, versus adding them 
during the study. After reviewing them you 
come up with others. See Table 1.

4.  Determine what sources to contact. A 
good rule of thumb is to look at three groups: 
internal, external and secondary sources. 
(Verification of information is critical in CI.)
For this exercise you need to decide on the 
following:

•   Internal: Fundraising volunteers, your ad 
agency, former employees 

•   External: Directors of fundraising at other 
health charities, hospital physicians and 
fundraising associations  

•   Secondary: The Association of Fundraising 
Professionals website, literature from a 
fundraising conference and social media

How Health Charities Can Use Competitive Intelligence   
to Plan Major Fundraising Events  
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Often the accuracy and depth of a contact list is “what makes 
or breaks” a CI study. This step in itself becomes a mini CI 
study, as you’ll need to tap into both primary (networking with 
industry colleagues) and secondary sources (e.g., competitor’s 
website) to obtain names and phone numbers of credible 
competitor respondents to interview.

5.  Decide who to use to source the information. You 
can try yourself, recruit colleagues and/or hire a third party. 
Keep in mind that for such a critical investigation, it would 
be advantageous to have four people (one to source internal 
intelligence, another to source external intelligence, a third 
to conduct secondary research, and yourself to co-ordinate) 
involved. 

6.  Conduct a pre-test. This uncovers glitches to resolve 
before going in field. For example your pre-test reveals that the 
“campaign theme” in the question, “what will the campaign 
theme be?” is unclear. You change the wording to “campaign 
message,” a small but important refinement. 

7.  Put together the interviewer instructions. Even if there 
are only one or two people conducting the CI, it’s still good 
discipline to put together instructions (e.g., study’s goal, must-
know questions, contact list, survey, etc.).

8.  Put together a summary table. A table allows you to enter 
and update data quickly and easily. See Table 2.

9.  Decide how to communicate your findings. Will it be 
PowerPoint slides, a report or a simple email? Will you email 
topline reports documenting findings to date to keep the reader 
in the loop and ensure no surprises when the final report is 
delivered?

10.  Conduct the research. Begin with secondary sources and 
proceed to primary sources.

11.  Write the report and present findings. Analysis and 
write-up can be time-consuming in CI because you need to 
interpret raw data that is often fragmented. Factor in some 
extra time as well, in case you need to conduct additional CI to 
fill gaps or get clarification. 

What Can Really Happen?

In a study we did a few years ago, our client, whose 
organization is located in Toronto, assumed there would be 
seven or eight competitors planning a major gift campaign 
close to our client’s launch date.

Turns out there were 23 major campaigns planned for that 
time! What the CI uncovered was that hospitals as far as Sault 
Ste Marie were targeting Toronto for private donations, and 
six of the identified competitors were planning two major gift 
campaigns. 

With this information at hand, the client decided to 
launch their campaign four months earlier, to pre-empt the 
competitor’s, and to extend their campaign by six months given 
the competitive noise they would have to break through. 

Conclusion 

Health charities face critical challenges to meet campaign goals.  
CI can play an important role in scoping out the market. Doing so 
avoids underestimating the competitive activity and helps ensure 
sufficient resources are in place to achieve one’s campaign goal.

David Lithwick is principal of Market Alert (www.marketalert.ca). 
His expertise includes customer onboarding research, competitive 
intelligence, B2B mystery shopping, competitor benchmarking, 
win/loss analysis and new market assessments. He is the author of 
Competitive Intelligence Manual for Marketing Practitioners, 
the first CI manual developed for Canadian marketing professionals. 
David can be reached at david@marketalert.ca.
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Original Questions Additional  Questions 

What is their campaign $ goal? How does this figure compare to their previous campaign $ goal?

What will their campaign theme be? Why did they choose this theme?

 Is this a new theme or one they’ve used before?

How will they promote their campaign? How much do they plan to spend promoting the campaign?

Questions                    Internal Sources                               External Sources                Secondary
                       Sources

  Fundraising     Ad        Former          Assocs.          Competitors        Doctors 
  Volunteers  Agency     Employees  

Who will run a major campaign?       

Campaign $ goal?       

Current $ goal vs. previous $ goal?        

Campaign message?       

Why this theme?       

New theme or one used before?       

How will they promote?       

How much plan to spend?       

Table 1

Table 2

FEATURE



As part of an early band of 
“dot-com” employees (of then 
named e-Rewards, Inc., now 
Research Now) who had a vision 
for a new way of engaging and 

rewarding people for responding 
to emails, Kurt Knapton believed 

that technology could be used to 
accomplish big things. By successfully 

applying that vision to the marketing research 
industry starting in 2000, the company has become the global 
leader in permission-based, digital data collection. Today, under 
Kurt’s leadership, the company is again applying technology and 
rewards in a big way – this time to make a social difference by 
engaging millions of survey respondents around the world to 
help alleviate poverty.

Vue caught up with Kurt following his recent stint in 
Toronto (site of their third largest office) and asked him about 
his unique approach to making a positive social impact and how 
other marketing research companies could be inspired to do the 
same.

How does a marketing research company as large as yours go about 
building a culture of giving back within its ranks?

Well, for starters, to “Give Back” is one of our core values. It’s 
fundamental to who we are and what we strive for each day. As 
such, we are committed to creating a better world and making 
a positive difference – striving to be socially responsible and 

contribute to the greater society in which we operate. It’s just an 
embedded part of our culture at this point.

What are some of the different charitable activities your company 
and employees participate in?

All sorts of things: from charity runs, to pet adoption, to 
environmental clean-ups, to tutoring underprivileged students. 
It runs the gamut. We let our employees in each office 
location decide what they think is the best way to impact their 
surrounding community. Therefore the passion comes from the 
hearts of our employees at the local level, not from a corporate 
mandate. With that said, we are a global company so we feel 
that collectively we should make a positive difference on a 
global scale. In 2013, our employees spent over 3,000 hours 
volunteering at 46 different worthy charitable organizations all 
over the world.

Let’s talk about Kiva specifically for a moment. What is Kiva?

Kiva is a non-profit micro-lending organization. Our 
partnership with Kiva represents our largest single corporate 
philanthropy effort to date. Not only does it allow all our 
employees to be involved, but we invite our clients and our 
survey panel members to be involved too. Kiva (www.kiva.org) 
connects millions of people around the world through lending 
to alleviate poverty. As the first and largest micro-lending 
platform on the Internet, it enables anyone to financially 
empower others with loans as small as $25 in over 65 countries. 
Since 2004, Kiva has facilitated over $525 million in micro-

Giving Back with Marketing Research   
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loans to over 1.2 million borrowers to help them start and 
grow businesses, improve their homes, go to school, and build 
brighter futures for their families. Our company formed an 
exclusive partnership with Kiva in 2012 to create an incentive 
solution for the marketing research industry and to harness 
the sheer scale and reach of our survey-taking panel members. 
In just over one year, we are happy to say that our members, 
employees and clients have combined to fund almost $700,000 
of micro-loans that have supported over 10,000 entrepreneurs 
in developing countries.

How did you first get involved in Kiva? 

As some of your readers may know, I took a few years off from 
the research industry to devote my time to charitable and social 
entrepreneurship. I really didn’t know what I was doing at first, 
but committed myself to a lot of study and hands-on efforts 
to discover what solutions were making the biggest positive 
difference in the world. I spent time in Sierra Leone, West Africa 
and Mexico, among some of the poorest communities in the 
world. It was through those experiences that I made a personal 
list of humanitarian approaches that I observed having a major 
impact on alleviating the poverty I saw around me: vaccinations, 
clean water solutions, orphan sponsorship models, and micro-
lending. Because of my business background, I was particularly 
fascinated with the concept of micro-lending for which 
Muhammad Yunus was awarded the Nobel Peace Prize in 2006. 
In a nutshell, micro-lending helps smart, driven entrepreneurs 
in developing countries emerge from poverty by providing 
them access to capital they could not otherwise obtain. When I 
returned to Research Now, a thought occurred to me one day, 
“What if we could connect our millions of survey-takers to a 
micro-lending solution?” I thought that it could not only drive 
higher marketing research engagement levels within the more 
intrinsically-motivated segments of the population, but that 
it also had the potential to drive a significant amount of social 
benefit at the same time. That’s where Kiva came in – they had 
the micro-lending platform side of the equation, we had the 
other. 

Why that particular organization? 

We found we had a lot in common with the Kiva folks. We 
shared common values, had similar creative, technology-
oriented cultures, and employees with a client-focused bent. We 
also shared a global perspective, and we wanted a partner who 
was active throughout the world. Lastly, they were a pioneer 
and the largest micro-lender out there, so that brought a lot of 
credibility to the table.

How have you used Kiva across your clients, employees and 
members?

We want everyone to be involved. For employees and clients, we 
have found that providing Kiva Cards, in essence gift cards, is a 
great way to introduce them to Kiva and provide them with an 
initial opportunity to choose deserving borrowers to support. 
When their loans are repaid (over 98 per cent are repaid in full), 
they can use those funds again and again to make even more 
loans on Kiva. People who try it say, “Wow. What an amazing 

way to make a difference!” For survey panel members, they 
can redeem the rewards they earn by taking surveys to support 
entrepreneurs in a geographic region of their choice. We call it 
“Changing the World One Survey at a Time™.”

With regard to members, can you provide some specifics on how you 
went about implementing the program, and on member reactions? 

Of course, being a marketing research company, the first thing 
we did was poll our members and find out if they liked the idea 
of using their rewards for Kiva and micro-lending. While the 
feedback was overwhelmingly positive, we learned that there was 
actually only a 10 per cent pre-awareness of Kiva and micro-
lending. This informed us that we needed to really take the 
time to explain the concept in simple terms for our members. 
Next, we launched a pilot among a subset of our member base 
to confirm a positive actual member response and executional 
feasibility. After that, we rolled it out to the broader panel in 
Q1 2013. Since then, we have seen robust reward redemption 
activity for Kiva micro-loans, and we are very pleased with the 
results. A typical feedback response from our research panel 
members would be: “Great idea. So easy to do so much good.” 
Our research shows that people participate in surveys for three 
primary reasons: 1) to give back, 2) to give feedback, and 3) to 
get something back. To maximize representativeness, we try to 
engage people for all three reasons. With Kiva, we have a sound 
way to engage the segment of the population that is motivated 
to take surveys to give back. 

Why is it important to be a philanthropic company in general?

First of all, as a successful company, I feel we actually have a 
responsibility to give back to the greater society in which we 
operate. Ultimately, the health of our company is directly linked 
to the health of the communities where our employees work 
and live. Furthermore, I believe that business has become one of 
the biggest forces in the world, if not the biggest, and with that 
comes the need for businesses to operate in a global society both 
consciously and responsibly. 

Secondly, there are many reasons that it makes great “bottom 
line” business sense to be a philanthropic company:

Teamwork. It brings us together and builds teamwork (another 
one of our core values). By involving our employees and 
encouraging them to give back to the community, we provide 
an opportunity for them to band together for a worthy cause 
and practise teamwork in an environment outside their normal 
daily commercial pursuits. Employees who work in different 
functions or departments, from programming to project 
management to sampling to client service, get to know each 
other better by serving on volunteer teams together. 

Motivation and Productivity. It motivates our employees who 
want their lives to be more purposeful at work. This is especially 
true of the millennial generation. Our employees tell us that 
it feels good to work for a company that cares, and that they 
appreciate the ways we give back to the community. It’s certainly 
a morale-booster and leads to happier employees. Simply put, 
happier employees do a better job.
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Employee Recruitment and Retention.  
People want to work for companies that 
care, and whose caring goes beyond the 
company’s office doors. Therefore, giving 
back helps us both attract and retain the 
best employees.

Stakeholder Loyalty. I’ve found that 
many of our clients really do care about 
how we are working to make the world 
a better place. We think our community 
involvement helps distinguish us from 
our competitors leading to more loyal 
customers and partners.

Leadership. Volunteering provides 
leadership opportunities for employees 
outside of their normal jobs. It provides 
a way for them to take on extra 
responsibility by organizing a charitable 
event on behalf of their co-workers. The 
skills they acquire from these giving 
opportunities transfer back to other 
aspects of their life as well.

What’s next for Research Now? 

We want to push the envelope further in 
2014. We believe that every marketing 
research company can find creative 
ways to contribute to the greater good. 
We would love for other companies to 
join us in our Kiva cause, or to organize 
joint service projects together. I invite 
other CEOs and industry executives to 
reach out to me if they are interested 
in supporting this type of marketing 
research industry solution and building 
a stronger industry reputation for giving 
back. We can do more together!

Kurt is president and CEO of Research 
Now and is responsible for the company’s 
overall performance and development. Kurt, 
who joined the company in 2000, has been 
instrumental in the company’s rise to one of 
the largest and fastest growing companies 
in the market research industry. A leader 
known for turning innovative thinking 
into results, he holds an MBA degree 
from Dartmouth and a BBA degree from 
Baylor University. Kurt can be reached at 
kknapton@researchnow.com.
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Mission determines method. 

A for-profit marketing research 
industry organization focused on its 
mission to maximize profit for its 
owners cannot adequately serve the 
industry across a broad range of services. 
Non-profit associations focused on a 
mission of serving the best interests of 
the industry, however, can do just that.

The key determinant is the 
motivation of the organization and its staff. With a for-profit 
structure, the organization and staff have an obligation to 
maximize profit. By necessity, these organizations develop a 
culture focused on the “bottom line” and offer products and 
services that generate a financial return.   

On the other hand, non-profits are “industry focused.” They 
develop a culture that is focused on the betterment of the 
industry, not the bottom line. These associations attract staff 
that are passionate about the mission and see organizational 
profit, or surplus, as necessary to the mission, not the sole focus 
of the association itself. 

As an industry, the marketing research profession has 
many needs that cannot, and will not, be met by individual 
companies because they are either not profitable, or not within 
their mission to provide. These include government affairs, 
ethics codes, best practices and industry promotion, among 
others. Undoubtedly, these activities benefit the industry but 
they are cost centres, not profit centres. A for-profit association 
would have little reason to provide these services, while a 
mission-driven, non-profit association considers such services as 
central to its existence.  

A contrary view could make the case that a for-profit would 
bundle these services with more valuable services to drive 

This is what happens when two 
researchers are told to argue an 
opinion they might not agree with.

Should marketing research industry 
associations operate as for-profit or 
non-profit entities? For those of us 
who have seen the growing impact and 
forward thinking of for-profit industry 
organizations, like GreenBook or the 
U.K.-based Market Research Society 
(MRS), the answer is for-profit. At the 
heart of this debate is how crucial it is for 
marketing research industry associations 

to have what I call a “value mindset” – a mindset that manifests 
itself in for-profit organizations in the following ways:

No margin, no mission. For-profit organizations can deploy 
their profits to the most strategic assets of the firm – their 
“products” or their client-focused employees. For-profits are 
able to hire and motivate talented folks who live and breathe 
research – encouraging an innovative and forward thinking 
mindset. These client-focused employees are driven to provide 
value for their clients/members, whereas non-profits must focus 
instead on their central mission (such as “advancing the industry 
of marketing research”). For-profits are driven to answer, “How 
would my client’s market say this?” or “Why would someone buy 
this product?” Their passion comes from a complete engagement 
in their clients’/members’ burning business needs. In contrast, 
non-profits retain their profit for self-preservation and growth. 
Self-preservation is an outcome of good work done well at a for-
profit.

Attract exceptional staff. For-profits attract exceptional 
employees by offering the highest rewards. Researchers find 
those rewards both in what they are paid, and in the intellectual 
stimulation and connectedness they feel with their clients and 
the broader research community. In contrast, non-profit research 
volunteers almost always have full-time jobs – this limits their 

Julie KurdJim Bryson

SHOULD MARKETING RESEARCH INDUSTRY ASSOCIATIONS BE FOR-PROFIT OR NOT-FOR-PROFIT?
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greater member “added value” resulting in more members, 
more revenue and, thus, more profit. This view would hold 
that such value-added services might not be profitable by 
themselves, but bundled together they create a greater member 
value that is attractive to more members.  

This view has two primary flaws. First, for such an “added 
value” argument to be valid, each service must add more value 
to the “membership bundle” than it costs, otherwise it reduces 
profit and is contrary to the mission. Not all needed services 
will add sufficient value to pass this test. Therefore, some very 
important and needed services will never be available.  

The second flaw in the “added value” argument is that some 
services are crucial to a healthy industry but irrelevant to most 
members. A perfect example is an enforceable code of ethics. 
The vast majority of members do not need a code of ethics 
because they generally abide by widely-held ethical standards, 
whether they are written and enforceable, or not. For such a 
company, an enforceable industry code of ethics has little value 
in day-to-day operations. Such a code would be unlikely to 
create sufficient “added value” in the membership bundle to be 
included in a for-profit association.  

However, for the marketing research industry, an 
enforceable code of ethics is crucial. One bad actor can ruin 
an industry’s reputation and create hardship for all members. 
A non-profit association will consider a code of ethics as 
central to its mission and enforce it with passion. A for-profit 
association would likely drop it as unsustainable because it 
would not add sufficient value for most members.

The belief that members will pay for services that benefit 
the industry as a whole, even if they get no direct benefit, 
is mistaken. The best example of this is society’s need for 
government. Government is given the power to coerce citizens 
because without coercion many individual citizens would not 
pay for shared benefits such as infrastructure, defence, safety, 
etc. Industry associations are not generally given governmental 
powers to coerce, so they must be driven by mission to provide 
the shared services that are not profitable in and of themselves.

Mission sets culture and determines activities. For-profit 
industry associations have a mission to make a profit and will 
focus on activities that contribute to that mission. Non-profit 
industry associations have a mission to serve the best interests of 
the industry and will focus on activities that contribute to that 
mission.

Jim Bryson is founder and CEO of 20|20 Research, a leading global 
qualitative firm providing both in-person and online qualitative 
research software and services. He is on the Marketing Research 
Association (MRA) Board of Directors, served three terms as 
president of Qualitative Research Consultants Association (QRCA) 
and was recently named Market Research Executive of 2013 by 
Research Business Report. He has also moderated over 2,000 focus 
groups and in-depth interviews. Email him at jimb@2020research.
com, or follow him on Twitter at @jimbrysontn.

ability to live and breathe the cause. For-profits are motivated 
to hire well and to continuously develop and train talent. Peak 
performance is necessary to deliver even more value to their 
clients. It’s critical that employees are constantly thinking, “My 
team and I are delivering great work to my client. My client is 
happy. I am happy. What else can I do to add value?”

Assigning worth in a time sheet trade-off. A time sheet is a 
beautiful thing. Rather than say “we plan to do this and that,” 
a for-profit company knows it needs to deploy the right people 
to the right efforts for the right amount of time, and this is 
because all work is not created equally. For-profit employees, in 
any industry, need to ask themselves: “Client A is paying me to 
do this work. I believe it’s going to take me 20 hours to do this 
activity, but I believe it’s only worth 15 hours to the client. How 
can I provide those 20 hours of value in the most effective way 
possible?” This is where process improvement and employee 
development are centre stage. In a for-profit company, it’s 
critical that owners keep asking how much it costs to do (or not 
to do) something, and to generate quantifiable value to clients.

Volume and/or niche offerings. For-profit organizations need 
to “declare a major” so they niche up, or focus, on specific 
offerings rather than try to serve the entire industry. For-profit 
companies end up with a lot of volume in their niche specialty 
which gives them more experience. More experience drives out 
costs as employees work more efficiently which generates more 
value for their clients. One company told me it took them two 
semesters to complete a non-profit discrete choice project but 
if they had employed a for-profit company, the effort would 
have just taken eight weeks.  

Marriage. For-profit organizations marry their clients. That 
is to say, the value of the partnership is so mutually beneficial, 
it is actually similar to a strong marriage. Sometimes there 
are voiced concerns, other times just pure sharing. In any 
event there is a shared commitment and purpose, and the 
partnership is self-sustaining. While a non-profit may want to 
serve a mission of furthering the advancement of marketing 
research in the world, a for-profit actually advances marketing 
research as a by-product of the passion and commitment they 
bring to their client work each day. 

The market tells us right away what is meaningful. I maintain 
that marketing research industry associations should be for-
profit.

Julie Kurd is an account executive at Chadwick Martin Bailey or 
CMB, a Honomichl Report (American Marketing Association) Top 
50 market research consultancy. CMB partners with a select group 
of the world’s leading brands to deliver critical insights for confident, 
strategic decision-making. Julie is a follower and occasional 
contributor to the for-profit GreenBook and a proud member of the 
non-profit Marketing Research Association (MRA). Share advanced 
thinking on research topics with her on Twitter @Julie1research.

SHOULD MARKETING RESEARCH INDUSTRY ASSOCIATIONS BE FOR-PROFIT OR NOT-FOR-PROFIT?

FACE OFF
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Anastasia Arabia, 
President, MRIA

As a volunteer president of the MRIA, it is a 
privilege to have a role running a not-for-profit 
association. 

I believe that the overriding factor for success 
when leading a not-for-profit is a commitment 
and passion for what you are doing. This type 
of role can be very rewarding, but also demands 
a lot of time and attention. If you are not fully 
engaged and passionate about the mission of your 
association, not only will your resolve falter, but 
you will not be able to inspire and impassion 
other volunteer leaders and by extension the 
membership at large.

 As an owner of a marketing research firm, 
I believe it is important to run a not-for-profit 
association, such as the MRIA, like a business – 
with an eye on the bottom line to ensure we can 
offer services that are important to members. 
Revenues should support our mission statement 
and allow us to follow through on initiatives in 
MRIA’s strategic plan.  

Strategic planning with input from members 
allows the board and executive to determine 
our focus and where to direct revenue. For 
professional associations, and it’s especially true 
for MRIA, this direction is usually in areas such 
as standards and education, as well as providing 
networking opportunities such as conferences. 

Standards are especially important because 
they are the backbone of our industry and the 
foundation that supports everything we do. 

MRIA’s biggest asset is our diverse, engaged, 
smart and passionate board members. Consensus 
building and input from many different 
stakeholders on any given issue is the norm. The 
importance of mutual respect, a willingness to 
listen and work toward a common goal cannot be 
understated.  

Continually and clearly communicating with 
members and stakeholders is also critical in a 
not-for-profit – it sounds simple but it is an 
area many not-for-profits continuously work to 
improve.    

Perhaps the toughest part of being a volunteer 
leader at MRIA is being able to let go. On 
the one hand, a one-year term is just the right 
amount of time to dedicate to the position when 
you have a full-time job. On the other hand, one 
year is not enough to see all of the initiatives you 
helped develop come to fruition. Letting go can 
be tough. But as a very wise past-president told 
me when I started:  “Letting go can be tough – 
but think about it in terms of steering a ship. You 
won’t get to port on everything, but you will set 
the direction for the next president.”

Running a Marketing Research Association  

as a Not-For-Profit

FEATURE

Whether you live in Canada, USA, Australia or Great Britain, 
chances are you look to one industry association for guidance 
on standards and education in marketing research. Did you know 
that many, but not all, of these associations are run as not-for-
profit businesses? In this article, leaders from four not-for-profit 
marketing research associations discuss how they make it work.
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The Marketing Research Association 
(MRA) was established as a non- or 
not-for-profit entity in 1957. As the 
industry has changed and grown, so 
has MRA. 

When you are a non-profit 
association, you can concentrate 
on the reason why your group 
was created – to be a partner for 
those involved in this dynamic 
industry. Over the years, subjects 
and technologies come and go, but 
the need for strong consumer and 
marketplace feedback never lets up. 

It is with those intentions that 
MRA has a laser focus on its vision 

and mission. Our vision is to be “the pre-eminent association 
promoting, unifying and advancing the insight, opinions and 
marketing research profession.” Our mission is to “vigorously 
support and advocate for our members’ professional growth 
and success.”

Being a non-profit allows you to think about the best 
interest of your members. Perhaps the best example of this is 
advocacy, which comes in “four flavours”: government affairs, 
media, business and professionalism. As an advocate MRA 
makes no money, but it is vital to the profession’s growth and 
success, and the interest and passion we bring to each are the 
hallmarks of a successful not-for-profit association. For us, 
it is about reinvesting in the industry in order to provide the 
products and services that will move our members and the 
industry forward. 

In-person conferences and online events have become a 
mainstay for MRA to stay connected to our members. It’s 
a platform to share knowledge, business ideas and build 
friendships. It’s also a unique platform to listen to our members 
so we can continue to update and create new products and 
services that will strengthen their professional growth and 
consequently the growth of their business. 

As we grow our online training library of lectures and 
webinars, it has strengthened our ability to provide those 
resources to all of our members, regardless of location and 
budget. Those are the successes any non-profit is looking for – 
a way to have an impact on all of our members.

Having a positive impact was also the inspiration for 
MRA’s Professional Researcher Certification program. This 
continuing education program not only offers a certification 
that distinguishes its holders in the marketplace, but it also gives 
members an easy venue to find and participate in subjects that 
will keep their skills on the cutting edge. This program is a great 
example of listening to the needs of our members and creating 
an innovative solution that benefits individuals and companies.

In this new and ever-changing digital age, connections are 
easier to make but harder to sustain. Non-profit associations 
are continuing to find ways to work smarter and harder in 
order to be responsible with the funding our members provide. 
Partnerships with other non-profit associations or like-minded 
industry supporters have been a wonderful way to stretch our 

resources and still provide impactful learning events. It is about 
moving smartly forward with our goals in mind.

Most non-profits are created by people with a shared goal or 
interest. Our association is no different. It is the members that 
make any non-profit successful. After all, that is why we exist 
and why we continue to thrive.

The Australian Market and Social 
Research Society (AMSRS) is 
a not-for-profit corporation. 
AMSRS’ mission is to promote 
and develop the market, social and 
organizational research profession 
for Australia by providing 
standards, professional development 
opportunities and member 
services, and by representing the 
profession to external stakeholders. 
AMSRS’s non-profit status has 
had a considerable influence on 
its structure as well as how it 
functions, at both a strategic and 

operational level.
In September 2012, AMSRS’ members overwhelmingly 

voted to adopt a new constitution and streamlined 
organizational structure. A key driver of this reform was the 
desire to adopt best practice governance arrangements for a 
modern non-profit member organization, including a small and 
directly-elected board of qualified directors, an audit committee 
and a clear separation between strategic and governance 
oversight of AMSRS (board responsibility) and its operational 
management (CEO responsibility).

For strategic decision-making, the AMSRS board (which 
I chair) takes the non-profit status into account, and it is 
sometimes a key consideration. For example, the Board’s 
budget strategy is founded on the principle that AMSRS should 
only aim for surpluses (profits) to the extent that they are 
necessary to support a prudent level of financial reserves for the 
Society, and use any excess profits to fund additional member 
services and benefits.

At an operational level, AMSRS employees aim to adhere to 
the following values which are prioritized ahead of return on 
investment and the profitability of individual activities:
•   Ethics – we strive to act with integrity, honesty and 

transparency;
•   Quality – we are committed to better practice;
•   Service orientation – we are focused on delivering value to 

our members; and
•   Accountability – we report on our performance to members 

in a transparent manner.
Of course, this does not mean that the financial and non-

financial costs of service delivery are unimportant operational 
considerations. AMSRS is committed to making the most 
effective use of the time and funds contributed by members; 
rigorous cost control is a key way in which we deliver on this 
commitment.

FEATURE

Jill Donahue, Board 
Chairman, MRA

Szymon Duniec, 
President, AMSRS
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AMSRS’s non-profit status also underpins its ability to 
entice its members to volunteer their time. AMSRS depends 
heavily on member volunteers, including its directors, 
committee members and many others. Members are motivated 
to volunteer primarily because they feel that they are making a 
direct contribution to their profession and fellow members. It 
would be very difficult to sustain this level of commitment if 
AMSRS was a for-profit entity.

In summary, AMSRS’s non-profit status is essential to the 
ongoing success of the organization.

ESOMAR is a global research 
professional society that has grown 
significantly since its founding 
in 1948. From its inception, 
ESOMAR forged strong links 
among professionals engaged in 
marketing research, social research, 
and polling, not only within the 
business world but the academic 
community as well. 

As a not-for-profit, we serve 
both our members and the research 
profession as a whole. Our key 
activities involve establishing 
standards, advocacy, and facilitating 

the exchange of information. The 
ICC/ESOMAR Code of Conduct 

is now accepted as the basis for ethical standards in dozens of 
countries. In fact, it was recently adopted by the Canadian 
Marketing Research and Intelligence Association (MRIA), 
with appropriate amendments to meet legislative requirements. 
In addition, we are continuously preparing guidelines for 
emerging practices. 

We also devote considerable energy to promoting the value 
of research to government officials and regulators, co-ordinating 
our efforts closely with national and regional associations. 

While historically an individual member association, 
now approaching 5,000 members, we have recently added a 
corporate membership program for both suppliers and buyers 
of research. 

As a non-profit, we are self-sustaining, striving to deliver the 
highest quality programs, materials, and activities within strict 
budgetary constraints. Our purpose is not to generate profits, 
but to avoid losses and plow any surpluses back into services 
for our members. Besides members, the society has an elected 
council that acts as a governing board and a highly professional 
staff based in our Amsterdam office. But the key to our 
success lies in the contributions of time and expertise made by 
volunteers, including the council itself, country representatives, 
members of event program committees, and speakers and 
panelists, among others. 

Like many research associations, we are focused on dramatic 
changes in the industry that go far beyond those related to new 
sources of data or means of data collection to encompass new 
ways of understanding human motivation and the distillation 
and utilization of insights. We are also focused on changes 
within the market research function, including the professional 
skills required, and the evolving roles played within corporate 
structures.

ESOMAR will continue to evolve as the world does, but 
will maintain our commitment to promoting the core ethical 
principles that have guided our work since our inception. In 
fact, we expect this ethical underpinning, especially in terms of 
the need to protect privacy, to become even more critical in the 
future. 

C. Frederic John,  
Vice-President, 
ESOMAR

FEATURE

http://www.elementaldci.com
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MRIA INSTITUTE OF PROFESSIONAL DEVELOPMENT
VISIT MRIA-ARIM.CA/EDUCATION FOR A FULL COURSE LISTING AND  
A DETAILED DESCRIPTION OF EACH COURSE.

MRIA Institute for 

Professional Development

MRIA Institute for 

Professional Development

Institut de développement 

professionnel de l’ARIM

Institute for Professional Development 

Institut de développement professionnel 

 

http://mria-arim.ca/education/in-class-learning/professional-development-courses

Please go online to mria-arim.ca/portal to register.

Semiotics, Introduction: How Symbols, Packaging & Advertising Communicate  April 8, 2014 

Measuring Customer Satisfaction: Advanced April 17, 2014

Metrics Madness: Is Your Client’s Digital Marketing Working? April 17, 2014

Conjoint Analysis: Design, Analysis and Reporting that Leads to Better Marketing Strategy April 22, 2014

SPSS: Analyzing Survey Data: An Introductory Workshop April 23, 2014

SPSS: Analyzing Survey Data: An Advanced Workshop April 24–25, 2014

Create Winning Research Presentations and Reports That Deeply Connect with Your Audience May 13, 2014

Courses covering the core knowledge requirements of the  
Certified Marketing Research Professional (CMRP) are as follows:
Course  Next in-class session Register by

401-Online Research, Best Practices and Innovations Fall 2014-Spring 2015 online available now

204-Qualitative Marketing Research Fall 2014-Spring 2015 online available now

403-Advanced Qualitative Marketing Research Fall 2014-Spring 2015 online available now

302-Market Intelligence April 3, 2014 March 6, 2014

301-Competitive Intelligence, Mystery Shopping, and Benchmarking April 29, 2014 April 1, 2014

201-Marketing Research Design: An Applied Course September 30, 2014 September 2, 2014

101-Introduction to Marketing Research November 4, 2014 October 2014

102-Ethical Issues and Privacy in Marketing Research Fall 2014 online available now

202-Questionnaire Design Fall 2014 - Spring 2015 online available now

203-Marketing Research Statistics & Data Analysis* Fall 2014 - Spring 2015 online available now

303-Marketing Management for Researchers Fall 2014 - Spring 2015 online available now

402-Advanced Analysis Techniques Fall 2014 - Spring 2015 Fall 2014 - Spring 2015
 
http://mria-arim.ca/education/online-learning/online-learning-faq

11 of  
these 12 core  
courses are 
available  
anytime  
online 

GET $100 OFF the regular price by registering before the early bird (approximately 4 
weeks before the course starts). Registration closes approximately 1 week prior to course start.

Marketing Research and Intelligence Association
l’Association de la recherche et de l’intelligence marketing

Looking BEYOND basic knowledge requirements? MRIA offers the following specialized or advanced 
areas of marketing research courses taught in-class. 

IPD

http://mria-arim.ca/education/ipd-news-updates
https://www.mriaportal-arimportail.ca/mpower/mpp/welcome.do
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“Innovation and Transformation” – these were the key 
themes of the MRIA’s Net Gain 8.0 conference that was 
held on January 30, 2014 at St. Andrew’s Conference 
Centre in Toronto, Ontario. The conference was 
streamed live to 10 locations across the country, making 
it the biggest audience yet! Attendees and volunteers 
had the pleasure of listening to a multitude of engaging 
speakers from across the globe, in addition to a well-
spoken trio of Georgian College Research Analyst 
students. 

As an eager, young market researcher currently 
enrolled in the Georgian College Research Analyst 
postgraduate program, I had the opportunity to attend 
the Net Gain 8.0 conference as a student volunteer and 
learn about the exciting new direction of the market 
research industry. 

There is a major change emerging; new tools and 
methodologies are being leveraged to produce insights 
and strategies to inform businesses. Consequently, 
presentations spoke to the following themes: fusing 
qualitative and quantitative methods together, the 
transformation towards instantaneous data and 
automated analysis, and understanding the balance 
between humans and technology in this new landscape.

After a welcoming speech delivered by conference 
co-chairs Cam Davis and Sandy Janzen, Jeffrey Henning 
(Researchscape International) kicked off the day with 
a presentation about the transformation of market 
research, and how the tools and methods researchers 
use are becoming increasingly automated. The next 
speaker, Mark Michelson (Mobile Marketing Research 
Association) spoke to the audience virtually about the 
opportunities and challenges mobile research can present 
when it comes to collecting data. The application of 
social media to generate foresight, protect brands and 
manage public relations was presented next by Chris 
Long (Customer Intelligence Solutions). Afterwards, 
Annie Pettit (Peanut Labs) delivered an interactive 
speech on behavioural economics, and illustrated how 
deeper insights could be uncovered by using consumer’s 
past behaviour as a predictor of their future behaviour.

Three Georgian College Research Analyst students 
(Vincent Cuevas, Samantha Gelinas, and Melissa 
Zazulak) then took the stage and illustrated how EthOS, 
a mobile research app that captures video, could be 
used to conduct ethnographic research in the context 
of campus safety. Tom De Ruyck (InSites Consulting), 
who travelled all the way from Belgium, gave a lively 
talk illuminating how the opinions of consumers could 

Innovation + Creativity = Endless Opportunities  
NET GAIN 8.0

Amanda Vena

Brian Singh and Sandy Janzen

Student Volunteers

INDUSTRY NEWS
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be leveraged on a regular basis through the use of online 
communities to gain a competitive advantage in the market. 
Two product demos followed – the first on the topic of world 
wide survey data collection presented by Eric Meerkamper and 
Grant Miller (RIWI), and the second about the visualization of 
big data (Rudy Nadilo, Dapresy).

Caroline Fletcher (Sound Research) then revealed how 
mobile self-ethnography could transform tiresome tasks 
into fun and engaging activities for participants, while 
simultaneously providing researchers with output that is both 
emotional and functional. Switching over to the quantitative 
side of research, Frank Graves (Ekos) and Anne Crassweller 
(NADbank Inc.) introduced interactive voice response (IVR) 
technology to the audience. Last but not least, Bernie Malinoff 
(Elemental54) rounded off the conference by highlighting 
the major market research trends affecting the industry today, 

which included emerging concepts such as gamification, micro-
surveys, online communities, social media, facial analysis, and 
mobile ethnography.

Ultimately, the event’s major takeaway was that the 
“Researcher of the Future” needs to be an open-minded, 
synthesizing and strategic storyteller who utilizes the most 
appropriate tools to achieve the research objective. This may 
require blending different methods and technologies, old or 
new, together to create the ideal mix.  

After learning about some of the innovative and emerging 
trends and technologies at the Net Gain 8.0 conference, and 
seeing how they are transforming the market research industry, 
I can see that the opportunities for collecting information 
are truly endless. I look forward to seeing how they shape the 
industry in the years to come.

Lunch Buffet Wins Again

Speakers Prepping for the Conference Tom De Ruyck Makes a Point

Donya Germain Photobombs

INDUSTRY NEWS
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QUALITATIVE RESEARCH REGISTRY (QRR)
In accordance with federal privacy laws, 
MRIA’s Qualitative Research Registry (QRR), or Registre de la 
recherche qualitative (RRQ) in French, was created to provide 
an ongoing, user-friendly vehicle for tracking those who do 

not want to be contacted or should not be contacted for 
qualitative research studies.

Qualitative Research Registry submis sions should be sent to: QRRQ@MRIA-ARIM.CA 
Submission templates and payment forms can be found at 

http://mria-arim.ca/about-mria/qualitative-research-division/qualitative-research-registry-fees

Rules of Conduct and Good Practice for Members of the Marketing Research and Intelligence Association (2007),  
Section C Rules Specific to the Conduct of Qualitative Research:

20.  Recruiters should provide accurate data to the Qualitative Research Registry, where such exists, on a consistent 
basis and check all respondents against the Registry.

21.  Moderators buying recruiting services should give primary consideration to recruiting agencies which submit to 
the Qualitative Research Registry, where such a service exists, on a regular and ongoing basis.

THE FOLLOWING COMPANIES HAVE SUBMITTED NAMES TO QUALITATIVE RESEARCH REGISTRY

AUGUST 

2013 Barbara C. Campbell Recruiting
Consumer Vision
CRC Research
Dawn Smith Field Management Services Inc.
I & S Recruiting
Ipsos Reid
Nexus Research
Quality Response
Research House Inc.

Ipsos Reid

Barbara C. Campbell Recruiting
CRC Research 
Ipsos Reid
Trend Research

ONTARIO QUEBEC

WEST

QRR is a comprehensive do not call list of those who 
have recently participated in qualitative research studies, those 
who have asked not to be contacted further, and those felt 
by recruiters and moderators to be best served by not being 
contacted. These respondents are marked as “do not call” in 
accordance with established MRIA Standards.

All field and full-service companies are encouraged to submit a 
list of their qualitative respondents for entry into the QRR system 
each month, including those who do not wish to be contacted.

Participating firms will receive monthly updates of respondents 
to be screened from qualitative recruitment samples. QRR works 
effectively to increase the quality and integrity of the qualitative 
research process, by serving as a control to ensure respondents 
are not contacted more frequently than is necessary.

However, the ability of the system to function effectively is directly 
related to the co-operation received from firms who provide 
recruitment services. If you are a full service research firm or field 
supplier that is currently participating in the Qualitative Research 
Registry program – thank you very much and keep up the good 
work!

If you are not currently participating, please get involved! If you 
are interested in submitting to QRR, please visit the MRIA website 
at http://mria-arim.ca/about-mria/qualitative-research-division/
qualitative-research-registry for further explanation and guidance 
on how to submit qualitative research participants’ names, along 
with the required electronic forms.
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GOLD SEAL CORPORATE RESEARCH AGENCIES
Academica Group
Advitek Inc.
BBM Analytics
BBM Canada
Blue Ocean Contact Centers
Campaign Research
Canadian Viewpoint Inc.
Cido Research
Consumer Vision Ltd.
EKOS Research Associates Inc.
Greenwich Associates
Harris/Decima Inc.
Head Count
Hotspex Inc.

Ifop North America
Ipsos Reid
Maritz Research Canada
MBA Recherche
MD Analytics Inc.
MQO Research
Nanos Research
NRG Research Group
Opinion Search Inc.
Research Dimensions
Research House Inc.
Tele-Surveys Plus / Télé-Sondages Plus
The Logit Group Inc.
TNS Canada (Canadian Facts)
Trend Research Inc.

BASIC CORPORATE RESEARCH AGENCIES
Barbara C. Campbell Recruiting Inc. (BCCR Inc.)
Goss Gilroy Inc.
Nexus Market Research Inc.
SmartPoint Research Inc.

INDIVIDUAL MEMBER ORGANIZATION
Illumina Research Partners

Combined with other self-regulatory initiatives such as our Code of Conduct 
and Good Practice and our Charter of Respondent Rights, the RRS has paid 
huge dividends in protecting the industry’s positive reputation and good 
name with Canadians.

All Gold Seal and Basic Corporate Research Agency members of the 
Association are obligated to register all of their research projects with the 
RRS, and Client-Side Corporate members are encouraged to require their 
agency suppliers to do so.

MRIA’s Research Agency Council provides strategic, policy-level oversight of 
the Research Registration System, and receives aggregate data-only on the 
System’s performance.

Questions about the Research Registration System should be addressed to 
Erica Klie, Manager, Member Support Services, at 1-888-602-6742 or  
(416) 642-9793, ext. 8727 or eklie@mria-arim.ca.

MRIA’s Research Registration System (RRS) has long been a cornerstone self-regulatory mechanism for the marketing, 
survey and public opinion research and market intelligence industry in Canada.

The following companies have registered research projects with the Research Registration System during AUGUST 2013:

Rules of Conduct and Good Practice 
For Members of the Marketing Research and Intelligence Association (2007):

Section A (5)
Members must uphold the MRIA Charter of Respondent Rights.

Charter of Respondent Rights, Article 2 
You can verify that the research you have been invited to participate in is legitimate in one of two ways. You can either obtain a registration 
number and the MRIA’s toll-free telephone number for any research registered in the MRIA’s Research Registration System or you can obtain 
the contact information of the research director who is conducting the study.

RESEARCH REGISTRATION SYSTEM
Since 1994, the RRS has allowed respondents to verify the legitimacy of a research project; helped legislators  

and regulators differentiate between legitimate survey researchers and unscrupulous telemarketers,  
phishers and scammers; and protected the industry from unnecessary and unwanted regulation.

http://mria-arim.ca/about-mria/research-registration/research-registration-overview

http://mria-arim.ca/about-mria/research-registration/research-registration-overview
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New Directors of Analytics and Research  
Announced at Pricing Solutions
Pricing Solutions Ltd. is pleased to announce Mr. Frederic Puech 
and Ms. Madeline Stein have been named Directors of the Pricing 
Research & Analytics practice. Mr. Puech has been appointed new 
Director of Analytics, and Ms. Stein, new Director of Research. Both 
are longtime consultants, having worked with Pricing Solutions… 
Read full article  
Website: www.pricingsolutions.com 

Fiona Isaacson Joins Delvinia to Help Launch  
e-Democracy Initiatives
Delvinia is pleased to welcome market researcher and former 
journalist Fiona Isaacson to our team. Fiona joins Delvinia as 
Research and e-Democracy Consultant and will work with CEO 
Adam Froman on the development and launch of our Voice of 
e-Democracy initiative and the Centre… Read full article   
Website: www.delvinia.com 

Join Our MRIA Team! Reply by March 21!
Social Media Coordinator
This new position offers an exciting opportunity for a “digital 
native” to play a key role in launching and managing a social 
media program with the association. The right person for this 
position must be extremely curious how about “how to improve the 
way we do things” and be able… Read full article   
Email: amgabriel@mria-arim.ca 

Member Development Officer
We are looking for a Member Development Officer (MDO) whose 
primary role is to execute market development programs in the 
Canadian workplace and post-secondary markets, ultimately 
resulting in an increased awareness and demand for the CMRP 
designation, Gold Seal Programs, and general membership...  
Read full article 
Email: gwoo@mria-arim.ca

Nielsen Buys Shopper Marketing Specialist Nexium
Nielsen has acquired Madrid-based shopper marketing and sales 
intelligence specialist Nexium Customer Solutions. Terms of the 
deal were not disclosed. Nexium, which also has offices in Mexico 
and Brazil and employs around 150 staff, offers a range of retail 
analytics services for store plan design, assortment analysis and 
space management, along with marketing science methodologies 
for packaging tests and shopping surveys.  
Websites: www.nielsen.com and www.nexiumcs.com
 
Ipsos and comScore Target Affluent Americans
Ipsos Affluent Survey, which has been running since 1976, provides 
a source of information about the lives, lifestyles, spending and 
media habits of 62 million “affluent” Americans with $100K+ 
household incomes. Feedback from the survey has been combined 
with the Media Metrix audience measurement database to help 
marketers better understand the profile of these consumers, and 
develop “more sophisticated” targeted media plans.  
Websites: www.ipsos.com and www.comscore.com 

New COO and CFO for Nielsen
Nielsen has promoted CFO Brian West to Chief Operating Officer, 
replacing Mitchell Habib; and has appointed Jamere Jackson, 
who joins from General Electric, to fill the vacant finance role. The 
changes are effective March 10. West, a 16-year veteran of General 
Electric, has been Nielsen’s CFO since 2007 and was closely 
involved in returning it to the public domain.  
Website: www.nielsen.com

SurveyMonkey Launches Mobile App
Palo Alto, CA–based DIY research specialist SurveyMonkey has 
launched its first mobile app, allowing the creation, monitoring 
and analysis of surveys on-the-move. The firm has also introduced 
a tool to enable developers to gather in-app feedback. In addition, 
the firm’s new “Mobile Feedback SDK” solution provides a means 
for developers to collect qualitative feedback at any point during 
a user’s experience within an app. This feedback can be used 

n  To read more news online, or to submit your “People and 
Companies in the News,”  simply fill out our online form at  
http://mria-arim.ca/news/people-and-company-news.

 
n  The Vue editorial team reserves the right to select and 

edit your submission for appearance in Vue.

n   MRIA is neither responsible for the accuracy of this 
information nor liable for any false information.

People and Companies in the News sponsored by:

http://mria-arim.ca/news/people-and-company-news/view/new-directors-of-analytics-and-research-announced-at-pricing-solutions
http://mria-arim.ca/news/people-and-company-news/view/fiona-isaacson-joins-delvinia-to-help-launch-e-democracy-initiatives
http://mria-arim.ca/news/people-and-company-news/view/join-mria-as-our-social-media-star
http://mria-arim.ca/membership/career-opportunities/career-047
http://smres.com
mailto:SMRinfo@smres.com
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EVENTS 
MARK YOUR CALENDAR

MRIA Excellence in  
Research Awards
Submission Deadline is 
April 15, 2014

May 15–18
AAPOR Annual Conference 
Anaheim, CA

June 8–10
MRIA National Conference
2014 – Dig Deeper & Discover
Saskatoon, SK

June 10
MRIA Gala Awards Dinner  
Saskatoon, SK

September 28–October 2
CASRO Annual Conference 
Four Seasons Denver, Denver, 
Colorado
September 7–10
ESOMAR Congress 
Nice, France

**JUST RELEASED** 
2014 MRIA President’s Tour
April 3 – OTTAWA 
Lunch
 
April 4 – OTTAWA 
Board Meeting and Officer Lunch
 
April 15 – HALIFAX 
Breakfast
 
April 24 – TORONTO 
Evening event
 
Apri l 25 – MONTREAL 
Lunch
 
April 29 –  VANCOUVER 
Lunch
  
May 2 – CALGARY 
Breakfast
 
May 7 – WINNIPEG 
Lunch

Look for Registration 
Information on MRIA’s Portal 
starting next week! 

H E L L O
my name is

Ryan Brown, CMRP 
Toronto, Ontario

Purdue Pharma

•
•
•

•

What two music albums are  
you currently listening to?  
Arcade Fire – Reflektor 
Daft Punk – Random Access Memories

When I was ten, I wanted to be: Archeologist  
(well, really Indiana Jones)

My first job was: Tree planter in Northern Ontario  

A researcher I admire is: Rudy Carson

Why I became a market researcher: I was finishing my 
MSc and looking for jobs when a friend told me the research 
company they worked for was hiring. It was a great fit with a 
balance of research and elements of health care and business 
which I was interested in. I applied, was hired right away and 
have been in the field since.

CMRP date: August 2013

•

by developers to enhance their products and address customer 
concerns, in order to improve app ratings and decrease negative 
reviews. Website: www.surveymonkey.com 

CASRO
U.S. market research association CASRO has appointed Abby 
Willman for its new position of Director of Government and Public 
Affairs, to review, track and report on various government and 
legislative issues and assess their potential impact on the industry 
and CASRO members. Founded in 1975, CASRO represents 330 
research organizations in the U.S. and abroad, all of which annually 
reaffirm their adherence to the CASRO Code of Standards and 
Ethics. Willman joins with a background in law, legislative and 
regulatory affairs, and public policy. Website: www.casro.org

GfK Extends CEO Hartmann’s Contract to 2019
GfK has extended CEO Matthias Hartmann’s contract by a further 
five years, to 30 November 2019. Before joining the firm in 2011 
for an initial three-year period, Hartmann spent 23 years at IBM, 
latterly as Global Head of Strategy and Industries. Earlier, he worked 
in IBM’s banking and insurance divisions in Germany, Europe 
and the U.S., before holding various positions in the former IBM 
Unternehmensberatung GmbH. Website: www.gfk.com 

Peanut Labs Expands to Europe
San Francisco–based Peanut Labs has set up an office in London, 
from where it will offer social media sampling services across the 
U.K., France and Germany. Will Carroll and Lewis Reeves join from 
sister company Research Now, to lead the new office. Peanut Labs 
was launched in 2007, to profile members of social networking 

sites and provide market researchers with access to them. In 2010, 
the firm was acquired by e-Rewards, the parent company of online 
panel specialist Research Now. Website: www.peanutlabs.com

Schlesinger Swaps San Francisco and Chicago Leaders
U.S.-based fieldwork provider Schlesinger Associates has transferred 
Pam Lintner from San Francisco to Chicago to oversee its Midwest 
market, while Scott Baker will take her place in San Francisco, 
overseeing West Coast markets.The firm has a network of fourteen 
focus group facilities in the U.S., and also owns Paris-based 
fieldwork services agency ConsuMed Research and focus group 
facilities provider Passerelles; London firm The Research House; and 
Schmiedl Marktforschung, a fieldwork services agency and provider 
of focus group facilities in Germany.  
Website: www.schlesingerassociates.com

Research Now 
Research Now Healthcare, a portfolio company of Research Now, 
today announced the launch of its Autoimmune Panel, providing 
a resource for creating a better understanding of the concerns of 
Americans and Canadians who suffer from autoimmune-related 
diseases. As a result of the launch, researchers now have access 
to a targeted audience of over 80,000 deeply profiled panelists in 
the U.S. and Canada who have been diagnosed with celiac disease, 
irritable bowel syndrome (IBS), lupus, multiple sclerosis, or psoriasis. 
This is the third market research panel based around therapeutic 
areas to be launched by the company. Research Now Healthcare 
also provides deeply profiled panels consisting of diabetes and 
arthritis sufferers. Website: www.researchnow.com
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ALBERTA CHAPTER
The Alberta Chapter has worked with Edmonton-based marketing 
and communications expert Tema Frank to develop a new 
professional development course on social media metrics. 
The new half-day course, called “Metrics Madness,” focuses on 
evaluating digital and social media marketing activities. It will be 
held in Edmonton on April 17. Details are available on the MRIA 
website and portal.

The Alberta Chapter also held a live simulcast of  
Net Gain 8.0 in Edmonton and Calgary on January 30.

ATLANTIC CHAPTER
Members of the Atlantic Chapter from Saint John, Fredericton and 
Moncton watched the live simulcast of Net Gain 8.0 on January 
30 in Moncton.

   Christina Waddy and Spencer Wood, of the Atlantic Chapter, discuss some of  
the topics heard during the live simulcast of Net Gain 8.0 on January 30.

OTTAWA CHAPTER
The Ottawa Chapter kicked off 2014 with a little bit of everything, 
from diverse professional development to fun networking 
opportunities.

The Chapter hosted a two-day “Social Media and 
Crowdsourcing” workshop in collaboration with Algonquin 
College Corporate Training (ACCT) on January 8 and 9. Mike 
Sloboda of Magic Eye Consulting led the group in exploring 
a series of theories and case studies about integrating social, 
mobile and traditional research, actionable crowdsourcing 
techniques, and current apps and technology. Next, the Chapter 

held its first “Friendly Feud”-themed networking event, at The 
Lieutenant’s Pump pub on January 23. Seven teams of at least 
five “feudsters,” including students, clients, and suppliers shared 
some great food, drinks, laughs and a very good feud. But 
there could only be one winner and congratulations go out to 
the “Deltanators” of Delta Media Inc. who won our inaugural 
event. Stay on the lookout for future networking events like 
this!

Finally, we capped off January with a live streaming of  
Net Gain 8.0, hosted at Opinion Search.

    Atlantic Chapter members, from left, Spencer Wood, Margaret Wicken  
and Eleanor Austin (right) chat during a break of the live stream of  
Net Gain 8.0 on January 30.

   Members of the Alberta Chapter watch a live simulcast of Net Gain 8.0  
in Calgary on January 30.
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QUEBEC CHAPTER
Le 22 janvier une trentaine de membres de l’industrie de la 
recherche du Québec se sont rendus dans un hôtel du centre-
ville de Montréal. Ils y étaient venus entendre Dominique Bonin, 
Directrice du Groupe de recherche marketing à La Presse, discuter 
du rôle qu’a joué la recherche dans le lancement de La Presse+. 
Le tout dans le cadre d’un déjeuner-conférence organisé par le 
chapitre québécois de l’ARIM.

En une heure, en les exposant tantôt aux hypothèses de 
départ et au raisonnement qui ont menés aux projets de 
recherche, tantôt aux défis et embuches rencontrés, et surtout 
aux résultats obtenus, Mme Bonin a réussi à transporter les 
personnes présentes dans les coulisses de cette aventure qui 
aura duré 36 mois et nécessité plus de 40 millions de dollars 
en investissement. 

La conférence aura permis de démontrer que le succès de 
l’application est le fruit d’efforts considérables et d’un travail 
d’équipe acharné et concerté dans lequel la recherche à jouer 
un rôle central.

On January 22, 30 members of the Quebec research industry 
gathered at a hotel in downtown Montreal to hear Dominique 
Bonin, Director of the Marketing Research Group at La Presse, 
discuss the part research played in the launching of La Presse+. The 
breakfast meeting was organized by the MRIA Quebec chapter.

By presenting the basic assumptions and reasoning that led 
to the research project, the challenges and pitfalls encountered 
and mostly the results achieved, Mrs. Bonin succeeded 
in giving those present a behind-the-scenes view of this 
adventure which lasted 36 months and required an investment 
of over $40 million. 

The meeting served to demonstrate that the success of 
the app was the result of concerted efforts and considerable 
hard work on the part of the team, in which research played a 
major role. 

BC CHAPTER
While the BC Chapter has had a slow start to 2014, we plan to go big in March with a full-day advertising research seminar with Majid 
Khoury (@adresearchguy) and a social event at an ice-skating rink. Stay tuned to our chapter page, the MRIA event newsletters, or 
follow the BCMRIA on Facebook (https://www.facebook.com/bcmria) or Twitter @BCMRIA for details.

   Dominique Bonin, director, Groupe Recherche Marketing, La Presse, speaks at 
Quebec Chapter event held on January 22.

   About 30 members of the Quebec marketing research industry attended a 
breakfast event to learn about La Presse’s new mobile app on January 22. 

Members and guests are welcome at all MRIA events: 
Check our online calendar at http://mria-arim.ca/events-awards/calendar for more information on all events and how to register. Members receive 

emails directly with event updates, so please check your inboxes for instructions on how to register for all upcoming events!

CHAPTER CHAT
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Recently, MRIA members have 
questioned whether tax should be 
charged to clients on incentives 
distributed to participants. This article 
will hopefully put this topic to rest and, 
more importantly, ensure that MRIA 
members are prevented from costly 
mistakes!
A decade ago, at the request of a 
client, Corporate Research Associates 
Inc. sought clarification from Canada 
Revenue, asking if incentives should 
be taxed. Two specific scenarios were 
presented for clarification, namely, 
should tax be charged: 

1.   When we pay each participant 
directly an agreed amount of cash 
incentive and invoice the client for 
the amount paid, or

2.   When the client provides the 
incentive to us prior to the groups 
(often the case with facility 
bookings) and the funds are 
distributed to each participant after 
the group?

 The rulings for both scenarios were 
quite clear and are consistent with what 
the tax rules are today: Yes – tax must 
be charged on incentives.  

According to the Canada Revenue 
Agency: “For GST/HST purposes, the 
entering into of an agreement to supply 

any service is treated as a supply of the 
service made at the time the agreement 
is entered into. GST/HST applies to 
any prepayment or part payment of 
the compensation for a supply, even if, 
at the time of payment the service has 
not yet been rendered.  Also, the actual 
provision, if any, of the service under 
the agreement is treated as being part 
of the supply of the service made at the 
time the agreement is entered into and 
not as a separate supply.  

Where a client is required to issue 
a payment to the total amount of the 
incentives to be paid to the focus group 
participants, this is considered to be 
part of the cost of making the supply, 
and thus subject to GST/HST.”

While this ruling is especially relevant 
for qualitative research, it also applies 
for any quantitative studies where 
incentives (cash or purchased items) are 
provided to respondents and charged to 
the client.  

Make sure that your business is in 
compliance with the law. More so, 
understand that if audited, businesses 
that do not charge taxes on incentives 
will be responsible for payment of all 
taxes outstanding.  That’s the facts 
(and the law)! 

 If you have questions, contact a 
Canada Revenue Agency Technical 
Interpretations Officer in your region.

 Incentive News

Bundled up in a sleeping bag in my 
frozen living room, I tuned in to 
Newstalk 1010 for information about 
the Christmas 2013 ice storm that 
left hundreds of thousands of people 
without electricity, some for more 
than a week. I was amazed as one 
spokesperson after another advised the 
powerless and connectionless to “check 
our website” for information. What 
seemed reasonable to the spokespeople 
was obviously ridiculous to me – 
clearly they were not immersed in the 
experience of their customers. 

The power of great qualitative is 
that it brings the whole team into 
the world of the customer. Being 
immersed in the customers’ experience 
of your product or service doesn’t just 
provide useful insights, it is fertile 
ground for building genuine empathy, 
which galvanizes creative thinking and 
motivates action. 

The technology to support 
qualitative immersion just gets better 
and better. Activity-based platforms, 
online discussions, participant video, 
online projectives, mobile access – 
the tools for online qualitative are 
fantastic.

Consumers generally have few 
technical problems using these sites. 
But clients, using a locked-down 
computer standardized on out-of-date 
browser technology, often can’t watch 
the live action unfolding unless they 
do it from their own computer at 
home. Apparently IT did not get the 
memo about the importance of seeing 
through the customers’ eyes. 

If you don’t have this problem, 
go hug your IT person. If you are 
using Explorer 7 or 8, show them 
this column and tell them you need 
a current browser in 2014 to do your 
job.  

 It’s a Qual World

Susan Abbott, CMRP
Abbott Research & Consulting

Margaret Brigley, CMRP
Corporate Research Associates

Dear Dr. Ruth:

I ran a focus group session on a 
controversial political topic. A 
participant surreptitiously recorded the 
session, and then gave her recording 
to a journalist. Excerpts of the focus 
group discussion appeared in the 
newspaper, and my client is furious. 
Can my (now former) client bring a 
complaint about me to MRIA? Who 
can I sue?

Wrongfully Wrecorded

Dear Wrongfully:

This doesn’t sound like promising 
circumstances for jumping on the 
lawsuit bandwagon. Think about 
the formidable costs, the additional 
publicity, and the uncertainty of how 
the law will be applied.      

As for your client, he can send in a 
complaint about anything, including 
the day you wore mismatched socks 
to a meeting with his CEO. The 
question is whether MRIA will hear 
the complaint through its complaint 

Ruth Corbin, CMRP
CorbinPartners Inc.

 Ask Dr. Ruth



 vue  |  MARCH 2014      33 

I’m a researcher at Snickers and 
Lighter. This is my story.

Report due tomorrow. First the title 
slide. Pretty charts are for clients with 
no imagination (or too much money).  
Just about have the formatting 
right when my boss storms past my 
cubbyhole. Good morning, I smiled 
bravely.

“Umm, Ric…I understand that 
you told the client that I no longer 
moderate?” 

“Correct,” I replied. McCrow had 
lamented about how sad it was that 
he had to come out of retirement to 
save the company and that while he 
was the only qualified moderator in 
the company, perhaps all of Ontario, 
he simply would not be moderating 
anymore.

“Ric, why on earth would you say such 
a thing?”

“You told me you would not be 
moderating groups anymore.”

“For goodness sakes, you don’t tell the 
client that.”

“I see, very sorry, will not happen 
again.”

“OK…good, now how did the 
Sudbury groups go?”

What a gong show – how many truths 
should I tell? First rule at branch 
offices of Snickers and Lighter: Blame 
HQ.  

“It was sort of Winnipeg’s fault. You 
know how they stop recruitment once 
the budget has been reached? Well, our 
validated qualitative model requires at 
least 12 participants.

“We only had 11 show, so we sent 
a call centre agent to be the 12th. 
Kid suddenly pipes up and says that 
correlation doesn’t imply causation right 
in the middle of a green pen/red pen 
exercise. Sandy lost it and nailed him 
with the flip chart. She can’t stand that 
saying ever since she did the study that 
shows Dome Depot sold tons of paint 
in Richler Hill, but no paint brushes.”

The client was into their 5th bottle of 
Pinot Grigio, so they didn’t really see 
what happened. 

Thanks to David Kwechansky for the 
inspiration of the validated qualitative 
model.

Le mirage des sondages payants

Si vous ne l’avez déjà fait, je vous suggère 
d’entrer les termes « sondage rémunéré » 
sur notre bon vieil ami Google. C’est fou 
tout ce qu’on y trouve : « Recevez jusqu’à 
10 $ par sondage! », « Payons 50 $ à  
150 $ ». Certaines compagnies sans 
scrupules promettent mer et monde aux 
plus naïfs pour les attirer dans leur panel. 

Des sites se sont même spécialisés dans 
le recensement des panels « payants ». On 
y donne d’ailleurs des conseils de la plus 
haute importance : 
•   Plus vous faites de sondages, meilleures 

sont vos chances de gagner des 
récompenses. (Les probabilités pour les 
nuls!)

•   Pour maximiser vos gains mensuels, 
il est important de vous inscrire à 
plusieurs panels. (Vous ne saviez pas 
comment occuper vos temps libres, 
hein?)

•   Faites de l’argent en recommandant des 
amis. (Vous aurez ainsi de beaux sujets 
de conversation!)

•   Si le sondage ne vous fait pas gagner 
assez d’argent, choisissez un sondage 
mieux payé. (Gambling, quand tu nous 
tiens!).
Mais voici la meilleure : « Il n’est pas 

nécessaire d’aller sur Emploi-Québec* 
pour trouver un travail payant, vous 
pouvez obtenir un travail à domicile en 
remplissant des sondages sur le web. » 
Wow, je ne savais pas que « répondant » 
était maintenant une profession de choix!

Heureusement (!), ces sites proposent 
également un code d’éthique du panéliste 
qui se décline en quatre principes : 
fournissez des réponses de qualité, soyez 
honnêtes, prenez votre temps et donnez 
des renseignements sociodémographiques 
exacts. Ouf, me voilà rassurée!

En rémunérant les répondants à 
la pièce, avons-nous créé un monstre? 
Combien de ces « répondants 
professionnels » se retrouvent dans les 
grands panels de l’industrie? Quelle est 
leur influence sur la qualité des données? 
Un jour, il faudra se poser ces vraies 
questions… et y répondre.

*Site d’emploi gouvernemental.
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 La Belle Vue

 Humour in Research

Julie Fortin
SOM inc. (Québec)

Rick Hobbs, CMRP

resolution process. MRIA will only 
accept complaints if they are related 
to standards of professional conduct 
and research integrity as laid out in the 
industry’s professional standards and 
Code of Conduct.  

The Code expects you to take 
all reasonable steps to preserve 
confidentiality. Consider upgrading 
your future processes in what you ask 
focus group participants to agree to at 
the time they sign in, what you remind 
participants in your opening comments 
as moderator, and what alertness you 

exercise during the group regarding 
unauthorized recording.  (While leaving 
a recent Mirvish theatre production, we 
saw an usher approach a guest and ask 
her to delete the video she had been seen 
to be making during the performance. 
The usher stood by until the deletion 
was complete. Sign of the times!)      

New technologies call for changing 
our assumptions about where 
confidentiality can reasonably be 
preserved. A focus group among 
strangers isn’t the best place to be 
testing top-secret ideas. 

 Ask Dr. Ruth
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Neil Gains was kind enough to send me a 

copy of his new book, Brand esSense, and I 

want to share my thoughts about this useful 

book.

This book is really two books in one. The 

first three-quarters of the book do a great job 

of taking the reader through a well annotated 

and easy to read overview of the role of 

senses in marketing and market research, and 

the way these link to the way people make 

sense of the world around them. This sense 

making focuses especially on symbols, signs, 

storytelling, and archetypes.

Most market researchers and marketers 

have an incomplete understanding of the 

senses. Somebody might be quite good 

on taste, but less familiar with the body 

of learning about touch, or familiar with 

symbols and semiotics, but less familiar with 

the use of brand archetypes. Neil’s book 

facilitates a levelling up of one’s learning, 

highlighting to the reader areas where their 

knowledge might be weaker, giving them an 

initial grounding and signposting options for 

further reading.

The final quarter of the book shows how 

Neil has developed methods of utilizing the 

approaches described in the earlier part of 

the book – which he terms the esSense of the 

brand. Neil illustrates how to find the esSense 

of a brand and how to apply his esSense 

framework.

The book is an easy read for anybody 

broadly familiar with brands, the senses, and 

qualitative research. Even for people deeply 

steeped in these areas, there are nuggets that 

they will find illuminating or useful. So, I 

would warmly recommend it.

As I flick back through my annotated 

copy (I have become an inveterate scribbler 

in textbooks – ones I own), I can see plenty 

of things I highlighted for review, and only 

one or two where I put an exclamation 

mark (my sign for disagreement). My only 

double exclamation mark was the reference to 

Mehrabian and the extent to which language 

contributes to presentations. When you read 

the book, see if you agree with my concern 

and, if you do, you might enjoy this short 

presentation from Russ Wilson.

The book is published by Kogan Page and 

is available from all good online bookstores. 

From the Kogan Page website you can 

download a sample chapter.

A Review of  
Brand EsSense: Using Sense, Symbol  
and Story to Design Brand Identity  

Ray Poynter

See more at: http://newmr.org/brand-essense-two-books-in-one-from-neil-gains/#sthash.vnz91KHG.dpuf
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