


MRC Excels in Sophisticated Research Design & Analysis
and Marketing Application

Traditional Market                     Meyers                           Strategic
Research Firms                         Research Center           Partner

�‡�����5�H�O�L�H�G���R�Q���I�R�U���V�W�U�D�W�H�J�L�F���U�H�V�H�D�U�F�K���D�Q�G���V�W�U�D�W�H�J�L�F���P�D�U�N�H�W�L�Q�J
    implications.
�‡�����&�R�O�O�D�E�R�U�D�W�H���Z�L�W�K���Y�D�U�L�R�X�V���H�Q�G���X�V�H�U�V�����V�X�F�K���D�V���F�O�L�H�Q�W���E�U�D�Q�G
���������W�H�D�P�����D�G�Y�H�U�W�L�V�L�Q�J���D�J�H�Q�F�L�H�V�����3�5���I�L�U�P�V���D�Q�G���F�R�Q�V�X�O�W�D�Q�W�V��

�‡�����)�U�H�T�X�H�Q�W���F�R�Q�V�X�O�W�L�Q�J���D�V�V�L�J�Q�P�H�Q�W�V���L�Q�F�O�X�G�H���G�H�V�L�J�Q�L�Q�J���Q�H�Z
    methodologies and being an outsourced MR department
���������I�R�U���)�R�U�W�X�Q�H�����������F�R�P�S�D�Q�L�H�V��

MRC Mission Statement

MRC provides the tools necessary for “mission critical” 
measurement of the impact on customers experience 
resulting from your marketing programs.

Our dedication to the right research design, measurement
process, sampling methodology and advanced analytic
�J�X�D�U�D�Q�W�H�H�V���D�F�F�X�U�D�W�H���D�Q�G���U�H�O�L�D�E�O�H���D�Q�V�Z�H�U�V���I�R�U���\�R�X�U���G�H�F�L�V�L�R�Q��
making.

Our mission is to integrate data, models and analyses for the
development of effective strategic marketing plans for and by
our clients.

Although Research Pioneers, We Have Evolved

�0�H�\�H�U�V���3�'�$���7�H�F�K�Q�R�O�R�J�\   

Dynamic programming
�‡  you can better automatic skips, routing,piping,rotation

Nightly transmission
�‡�� better field management and oversight

Para data collected
�‡�����T�X�D�O�L�W�\���F�R�Q�W�U�R�O���Y�D�O�L�G�D�W�L�R�Q

Barcode Scanning
�‡����for accuracy

Other Benefits
�‡�����&�D�S�W�X�U�H���V�F�U�H�H�Q�L�Q�J���G�D�W�D���Z�L�W�K�L�Q���W�K�H���P�D�L�Q���T�X�H�V�W�L�R�Q�Q�D�L�U�H
�‡�����$�E�L�O�L�W�\���W�R���L�Q�W�H�U�Y�L�H�Z���D�Q�\�Z�K�H�U�H
�‡����Meyers has the ability to monitor and validate interviews
    as data collection is in progress
�‡�����6�H�O�I���$�G�P�L�Q�L�V�W�H�U�H�G���R�U���,�Q�W�H�U�Y�L�H�Z�H�U���$�G�P�L�Q�L�V�W�H�U�H�G

�2�W�K�H�U���7�H�F�K�Q�R�O�R�J�\

�9�L�G�H�R�����W�R���H�Q�K�D�Q�F�H���F�R�Q�V�X�P�H�U���L�Q�V�L�J�K�W�V��
�2�Q�O�L�Q�H�����I�R�U���I�R�O�O�R�Z���X�S���R�U���V�W�D�Q�G���D�O�R�Q�H���V�W�X�G�L�H�V

�9�L�U�W�X�D�O���6�K�R�S�S�L�Q�J�����V�L�P�X�O�D�W�H���W�K�H���L�Q���V�W�R�U�H���H�[�S�H�U�L�H�Q�F�H��
�(�\�H���7�U�D�F�N�L�Q�J�����Y�L�V�X�D�O���D�Q�G���H�P�R�W�L�R�Q�D�O���W�H�F�K�Q�R�O�R�J�\��
�6�P�D�U�W���3�K�R�Q�H�V�����H�Q�J�D�J�L�Q�J���F�R�Q�V�X�P�H�U�V���L�Q���D���Z�K�R�O�H���Q�H�Z���Z�D�\��

Category Expertise

Service Sectors

�‡�����)�L�Q�D�Q�F�L�D�O���,�Q�V�X�U�D�Q�F�H
�‡����Health care
�‡�����0�H�G�L�D�����7�9�����0�D�J�D�]�L�Q�H�V���H�W�F����
�‡�����5�H�V�W�D�X�U�D�Q�W�������)�D�V�W���)�R�R�G
�‡����Retail
�‡����Telecommunications
�‡�����3�X�E�O�L�F�D�W�L�R�Q�V

�1�R�Q���3�U�R�I�L�W���6�H�F�W�R�U�V

�‡�����*�R�Y�H�U�Q�P�H�Q�W���2�U�J�D�Q�L�]�D�W�L�R�Q�V
�‡����Industry Organizations
�‡�����6�R�F�L�D�O���$�J�H�Q�F�L�H�V

Product Sectors

�‡�����$�S�S�D�U�H�O�������)�D�V�K�L�R�Q�������)�R�R�W�Z�H�D�U
�‡���'�X�U�D�E�O�H�V
�‡��Entertainment
�‡���+�%�$�������3�H�U�V�R�Q�D�O���3�U�R�G�X�F�W
�‡���3�D�F�N�D�J�H���)�R�R�G�V�������%�H�Y�H�U�D�J�H�V

�$�J�H�Q�F�L�H�V���D�Q�G���&�R�Q�V�X�O�W�D�Q�W�V

�‡�����$�G�Y�H�U�W�L�V�L�Q�J���$�J�H�Q�F�L�H�V�����0�D�Q�D�J�H�P�H�Q�W���D�Q�G���0�D�U�N�H�W�L�Q�J��
���������&�R�Q�V�X�O�W�L�Q�J���)�L�U�P�V

Research Expertise

�7�\�S�H�V���R�I���5�H�V�H�D�U�F�K

�’  �$�W�W�L�W�X�G�H���	���8�V�D�J�H���6�W�X�G�L�H�V��              
�’  Concept Testing / Copy testing         
�’�� Market Segmentation                        
�’�� �1�H�Z���3�U�R�G�X�F�W���7�H�V�W�L�Q�J
�’�����3�R�V�L�W�L�R�Q�L�Q�J���6�W�X�G�L�H�V
�’�����3�U�L�F�L�Q�J�����3�U�R�G�X�F�W�����&�R�Q�F�H�S�W���2�S�W�L�P�L�]�D�W�L�R�Q
�’�����&�R�P�P�H�U�F�L�D�O�����3�U�L�Q�W�����$�G���7�H�V�W�L�Q�J
�’�����7�U�D�F�N�L�Q�J���&�X�V�W�R�P�H�U���6�D�W�L�V�I�D�F�W�L�R�Q���	���/�R�\�D�O�W�\
�’�����7�D�V�W�H�������%�H�Y�H�U�D�J�H�������)�U�D�J�U�D�Q�F�H���7�H�V�W�L�Q�J
�’�����,�Q���6�W�R�U�H���7�H�V�W�L�Q�J

�2�W�K�H�U���6�X�U�Y�H�\���5�H�V�H�D�U�F�K

�‡�����3�2�6���Œ�����������������‡�����7�U�D�G�H�6�P�D�U�W���Œ�����������‡�� Virtual Shopping
�‡�����)�L�W���7�H�V�W�L�Q�J���������‡����Sensory Testing

�5�H�V�H�D�U�F�K���0�H�W�K�R�G�V

�‡�� Telephone
�‡��Online
�‡���3�'�$�����+�D�Q�G���+�H�O�G���0�R�E�L�O�H���'�H�Y�L�F�H��
�‡���0�D�O�O���,�Q�W�H�U�F�H�S�W���&�/�7���7�H�V�W�L�Q�J
�‡���4�X�D�O�L�W�D�W�L�Y�H�������(�W�K�Q�R�J�U�D�S�K�\�����,�Q���'�H�S�W���,�Q�W�H�U�Y�L�H�Z�V��
�������)�R�F�X�V���*�U�R�X�S�V
�‡���4�X�D�Q�W�L�W�D�W�L�Y�H

Syndicated Research Services

Manufacturers of new products and promotions are 
often faced with the issue of understanding 
�W�K�H�L�U���³�V�R�X�U�F�H���R�I���E�X�V�L�Q�H�V�V�´�������6�\�Q�G�L�F�D�W�H�G���L�V���D���F�R�V�W��
effective research alternative, designed to collect 
large amounts of primary information on a shared 
cost basis.

�:�H���R�I�I�H�U���S�U�R�S�U�L�H�W�D�U�\���6�\�Q�G�L�F�D�W�H�G���5�H�V�H�D�U�F�K���Z�K�L�F�K��
provides a wealth of channel specific shopper insights 
�D�W���W�K�H���I�U�D�F�W�L�R�Q���R�I���W�K�H���F�R�V�W���R�I���D���F�X�V�W�R�P���V�W�X�G�\�������7�K�H����������
Convenience Store���6�K�R�S�S�H�U���&�O�R�V�H���8�S���6�W�X�G�\���L�V��
�F�X�U�U�H�Q�W�O�\���D�Y�D�L�O�D�E�O�H�������/�D�W�H�U���W�K�L�V���\�H�D�U�����Z�H���Z�L�O�O���E�H���I�L�H�O�G�L�Q�J��
wave five of the Dollar Store���6�K�R�S�S�H�U���&�O�R�V�H���8�S���6�W�X�G�\����
as well as the inaugural wave of the Warehouse Club 
�6�K�R�S�S�H�U���&�O�R�V�H���8�S���6�W�X�G�\��

�2�W�K�H�U���6�\�Q�G�L�F�D�W�H�G���3�U�R�G�X�F�W�V��
  
�'�U�X�J���6�W�R�U�H���6�K�R�S�S�H�U���&�O�R�V�H���8�S��
�&�U�R�V�V���&�K�D�Q�Q�H�O���6�K�R�S�S�H�U���&�O�R�V�H���8�S

�
�1�H�Z���3�D�W�K���7�R���3�X�U�F�K�D�V�H���5�H�V�H�D�U�F�K���6�H�U�Y�L�F�H�V

�4�X�D�O�L�W�D�W�L�Y�H

�0�H�\�H�U�V���Q�H�Z���6�K�R�S�S�H�U���,�P�P�H�U�V�L�R�Q���(�W�K�Q�R�J�U�D�S�K�L�F���3�U�R�J�U�D�P�V
���X�W�L�O�L�]�H���R�X�U���6�K�R�S���D���/�R�Q�J���5�H�V�H�D�U�F�K���P�H�W�K�R�G�R�O�R�J�\���W�R���P�R�U�H
 fully understand the functional and emotional influences 
 that shape shoppers’ attitudes and behaviors throughout 
 the purchase cycle.  These immersions start and end at 
the respondent’s home and also include visits to retail 
outlets.

�4�X�D�Q�W�L�W�D�W�L�Y�H

�8�W�L�O�L�]�L�Q�J���0�H�\�H�U�V���Q�H�Z���0�R�E�L�O�H���,�Q�W�H�U�Y�L�H�Z�L�Q�J���P�H�W�K�R�G�R�O�R�J�\���Z�H
�D�U�H���D�E�O�H���W�R���F�R�O�O�H�F�W���T�X�D�Q�W�L�W�D�W�L�Y�H���G�D�W�D���D�E�R�X�W���S�U�H���S�O�D�Q�Q�L�Q�J���S�R�V�W
�V�K�R�S�S�L�Q�J���D�F�W�L�Y�L�W�L�H�V���D�Q�G���F�R�P�E�L�Q�H���W�K�L�V���Z�L�W�K���D�F�W�X�D�O���L�Q���V�W�R�U�H��
�E�H�K�D�Y�L�R�U�V�����������G�L�U�H�F�W�O�\���I�U�R�P���V�K�R�S�S�H�U�V���D�Q�G���Z�L�W�K�R�X�W���J�D�L�Q�L�Q�J��
�U�H�W�D�L�O�H�U���F�R�R�S�H�U�D�W�L�R�Q�������:�H���F�D�Q���D�O�V�R���F�R�O�O�H�F�W���V�K�R�S�S�H�U���G�D�W�D���I�U�R�P
 the same individuals as they visit multiple outlets or across
 multiple purchase occasions.


