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Our Company

Mision
Collect, process and analyze key information and knowledge to enhance our customer’s strategic
management in business areas such as marketing, advertisement and sales

Vision
Establish new paradigms in terms of market research and training for sales and marketing staff, by
focusing on quality as an ethical commitment. This is achieved by way of our customers’ active
involvement, the use of innovative and truly productive techniques as well as impeccable
management in all stages of the process.
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Our Company

Philosophy
We are a young company, made up of professionals with a high academic level; we also have
extensive experience and specialized training. We engage deeply with our clients, their staff, their
work philosophy and their problems.

We partner with specialists in direct marketing, advertising and data analysis.

We integrate market research, training and marketing consultancy, this enhances your company’s
potential and provides you with a greater return on investment.
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•Founded in 2002
•Founding partners of AVAI, also affiliated to Esomar and
Wapor

Strenghts

•Our own focus room located at our own permanent
office in Chacao, equipped with One Way Mirrow and digital
recording

In-house CATI stations expandable to twenty-five
through a strategic alliance with Call Productivity Consulting.
Voice over IP, which allows economy in LDN and LDI calls

Fieldwork on a countrywide scope with permanent
contacts in Maracaibo, Barquisimeto, Valencia, Puerto La
Cruz and Puerto Ordaz
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Strategic alliance with I&M Systems for the programming and
processing of quantitative data. This alliance has enabled the
development of EasyTab® Net 2.0 resulting in speedier processing
time and enhancing the ability for statistical analysis.

Strenghts

In-House Processing at our offices in Chacao, including coding,
transcription, cleaning and analysis.

Professionals with university credentials in multivariate
statistical techniques (PCA, BCA, MCA, Cluster Analysis, Conjoint
Analysis, etc). View our catalog of Statistical Analyses.

Representation offices in Panama through In Market RDS
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Types of Study
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Types of Study

Consumer Awareness

Public Opinion
Studies

Brand Health

New
Developments

Advertising Studies

Consumer relations
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Consumer Awareness

Segmentation and Emotional Targeting
Knowing our customers’ segmentation in terms of psychographics enables the
development and promotion of products aimed at specific emotional targets, relying
on generating attractiveness and loyalty in very specific market segments.
RDS In Market has developed its own product "Emotional Brand Tracking", with a
model generated through its own research using psychometric methodology, based on
the use of Main Component Analysis and Cluster Analysis. You can see this in the
section on ”Company Products”.

By means of this type of study, it is possible to get to know the uses and habits of
consumers or potential consumers regarding a product category or a specific brand,
such as: frequency of use, reasons for use, replacement behaviors, people who
influence the purchasing decision, instances or reasons for rejection, media
consumption habits, use of leisure, etc.

Uses and Habits

Habit studies are particularly suitable for identifying market segments (i.e, Heavy, Medium and Light consumers; Risky or
Loyal consumers). This is why they are usually handled statistically with Cluster Analyses and Segment Analyses.
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Image Study

Brand Health

Provides information about the position of a specific brand or company in the mind of consumers (or prospective
consumers) compared with its direct competitors.
An image study can be conducted following a qualitative methodological approach (especially when it comes to
exploratory research) or a quantitative methodological approach. In the latter, the use of Perceptual Maps, IPA Matrixes
and Cluster Analyses is common.

Image studies are invaluable as a tool for the company to clarify what their position is
in the market, and thus serve as a basis for the design and evaluation of marketing and
advertising plans.
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Market Survey

This study seeks to understand the different segments in which a population can be
segmented according to their consumption behavior and knowledge in relation to a
product or specific brands.

Brand Health

It can be carried out by means of various research methods, but a qualitative approach is especially useful to
explore the reasons for consumption or rejection of the product. The information obtained helps to adjust our offer
to modify the message or the advertising medium used.

Brand Equity
The brand is most companies valuable asset. A brand with a high value (Great Equity)
brings higher profit margins, lower price sensitivity, more responsiveness to promotions,
increased confidence of shareholders and customers, better perceived quality and lower
vulnerability to competition.
Through this study you may know your brand’s capital and determine its performance with
respect to various elements that affect it, such as: loyalty, familiarity, knowledge,
differentiation, etc.
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Concept Testing

New Developments

It measures on an idea level, the degree of interest of potential consumers for a product that
exists only in concept. The Concept Test is usually carried out following a qualitative approach,
which allows a deeper approach to the process.
A quantitative approach allows to identify potential test markets between the profiles most likely
to purchase.

Allows a comprehensive evaluation of the products to be introduced or changed in the
market, in terms of image, packaging (label, size, containers) and quality to best suit
the consumer requirements.

Product
Evaluation

It can be carried out by means of focus groups or in-depth interviews with users or potential users, for obtaining a greater
amount and variety of responses that enrich the information.
In quantitative studies with beta testing, application of an ANOVA is appropriate to assess whether the differences in
preference are significant. If it is a line extension, there are many advantages in the application of a TURF Analysis.

HUT

This is a specific type of product testing, where users are called to spend a period of time testing the use
of the product according to their habits. A HUT (Home Use Test) allows the understanding of patterns of
brand supplement / replacement, the volume of use, times of use, the estimated frequency of purchase,
etc.
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Consumer Relations

Satisfaction Surveys

Satisfaction is a complex process, which is usually handled by breaking it down into various
components: satisfaction towards systems or facilities, satisfaction towards the treatment
received, satisfaction with problem solving, etc. The customer experience at different stages of
their relationship with the company or the product is what determines its overall satisfaction.
RDS In Market has developed the CSI Benchmark Tracking for measuring satisfaction (see
section Company Products) based on statistical analysis such as multiple regression models and
the use of IPA Matrixes.

With this study it is possible to assess the quality of treatment provided to the
customer at retailers' stores of a particular brand, as well as measuring the knowledge
of the vendors about the products they offer, verify the correct implementation of
company policies, detect if promotions are being applied correctly in your company,
etc.

Mystery Shopper

The Mystery Shopper also allows to compare several companies in terms of the quality of treatment offered by vendors and
the overall shopping experience (product availability, quality of facilities, etc). The aspects to be evaluated, such as the
qualitative-quantitative evaluation, the number of visits and their duration are agreed with our client.

RDS in Market has developed the SERVQUAL Mystery Shopper, when complementing its traditional dimensions with the
SERVQUAL model (see Company Products section).
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Consumer Relations

This study allows getting to know closely the inner workings of the competition. It is especially useful
when it comes to direct marketing systems and when we want to know the competition’s price
structure, their mechanisms for information transmission or benefit programs for the sales force.

Trojan Horse

A person is introduced to competitor’s system, which ranks as a consultant or part of the sales force itself and joins its
activities permanently, allowing ongoing retrieval of information on key issues.

User Panel

The user panel is a quantitative study continuously performed on a relevant target for
a brand or company, with the purpose of assessing changes in behavior, opinions and
attitudes of respondents. The study is carried out within a fixed schedule (usually
short periods, say one month), always evaluating the same group of people.

The Time Series Models and Linear Regressions are statistical analyses frequently carried out when performing a User
Panel.

It enables us to determine needs satisfaction and customer expectations. Through it
we seek to improve internal coordination, reducing the processes that are inefficient
and hence increase profitability and customer loyalty.
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Customer’s Voice

Advertising Studies

It is often related with qualitative studies where an advertising concept or a model
(Story Board or Animatics) is presented to a group of the product’s customers, or
potential customers, then probing the elements of their like and dislike.

Publicity
Post Testing

Publicity
Pre Testing

Its objective is the evaluation of a communication strategy regarding the value of
communication, degree of recall, message impact, and mainly to the contribution and
adequacy of this communication to the brand.

The publicity tracking is carried out through periodic measurements that assess the
efficiency of an advertising campaign on issues such as satisfaction, recall, depth,
understanding, etc.

Publicity Tracking

Media Audience Research
Seeks to collect qualitative and quantitaive information as well as the attitude,
credibility and aceptance of a particular media outlet.
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Public Opinion Studies

Public opinion studies are carried out through research and analysis of public issues that are known by ordinary
citizens, such as evaluation and expectations about political, economic and social aspects.
Many reasons lead to conduct a public opinion survey: to evaluate the impact of social plans and programs, probe into
voting preferences before an election, serve as a channel for communication between citizens and government, etc.

The richness of Public Opinion Studies make them particularly suitable
for the application of statistical techniques such as Cluster Analysis or
Segmentation, which contribute to identifying specific social or
political targets.
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Company Products
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CSI Benchmark Tracking

When the products and services we offer our clients satisfy their expectations,
wishes and needs, we get satisfied customers.

CSI Benchmark Tracking

Exploring how customers perceive our products and services allows us to know our strengths and weaknesses as a
company, as well as focus our efforts on improving areas where satisfaction might be compromised, increasing its levels
and, in consequence, obtaining more loyal customers.
If in addition we know the weaker points regarding the competition’s customers, we can build a platform in order to
capitalize on that dissatisfaction and work to increase our market share.
To reach this goal, we evaluate customer satisfaction based on the five dimensions that the Servqual model proposes,
namely:

Empathy

Tangible
Elements

Assurance

Quality

Reliability

Response
Capacity
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CSI Benchmark Tracking

CSI Benchmark Tracking

This model is ideal to know the record satisfaction of your customers as well as the competition’s, focusing on areas that
affect satisfaction more profoundly. This study allows:
Regarding the company:
•
•

•
•
•

Know the degree of your customer’s general satisfaction with regard to your company’s performance.
Know your customer’s general variations in satisfaction through time, thanks to ongoing measurements of this
variable.
Know your customer’s degree of satisfaction in each of the dimensions that influence satisfaction, namely,
Reliability, Empathy, Assurance, Responsiveness, and Tangible Aspects.
Know your customer’s variations in the degree of satisfaction in each one of the dimensions that influence
satisfaction.
Know what the company’s strengths and opportunities for improvement are, if taken advantage of, they could
increase customer satisfaction.

Regarding the competition:
•
•

Compare the company’s performance regarding customer satisfaction, with its closest competitors, and know the
position it holds within the general ranking of satisfaction.
Compare the company’s performance with its closest competitors in each one of the dimensions that influence
customer satisfaction, and know the position the company holds within the ranking of satisfaction of each one of
the dimensions.
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RECORD OF SATISFACTION

Applications and Analysis

IMAGINARY DATA
Customer
RECORD OF SATISFACTION BY DIMENSION

IMAGINARY DATA

STRENGTHS AND OPPORTUNITIES FOR IMPROVEMENT

IMAGINARY DATA

Performance

Strenths to maintain
It is less important for the
customer but the company is
well rated

0,20

Areas of strength

0,15
xxx

It is impoirtant for the customer the
company is well rated

0,10

xxx
xxx

0,05

xxx

0,00

Asociacion

CSI Benchmark Tracking

RECORD OF SATISFACTION BY DIMENSION

-6

-4

-2

Improve in
the mid-term

0

2

-0,05
-0,10

-0,20
-0,25

It is important for the customer
and the company is badly rated.

Importance
Importancia
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8

10

xxx
xxx
xxx
xxx
xxx
xxx
xxx
xxx

-0,30
-0,35

6

Improve in
the short
term

-0,15

It is of little importance for
the customer and the
company is badly rated

4

SERVQUAL Mystery Shopper

This model is based on an initial evaluation of the importance the customer
allocates to quality dimensions of the service suggested by the SERVQUAL
model. This rate on the importance is complemented by the evaluation carried
out through the traditional quantitative Mystery Shopper methodology.

SERVQUAL Mystery Shopper

This study allows:
•
To detect in a timely manner situations out of specifications, so as to take corrective actions for each case.
•
To evaluate, from the perspective of visitors / clients, the quality of the service provided at outlets / stores.
•
To measure the impact of programs and/or actions aimed at improving the experience of visitors / clients, by means
of evaluating the historical evolution of indicators.
•
To compare indicators of the different outlets / stores considering their performance regarding service quality.
Based on the organization’s operations manual, a register template is created to allow to evaluate each one of the “steps”
or “elements” that the visiting experience encompasses.
Template
Step 1

Question 1
+

Operations
Manual

Step 2

Question 2
+

Step 3

Qiestion 3
+

Step n

Question n
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SERVQUAL Mystery Shopper

Presentation of results includes regular reports, historical evaluation
on the evolution of indicators, and access to collected data.
Orange or red flags are alerted at the exact time of the
measurement when an indicator is below the minimum level.

Applications and Analysis

IMAGINARY DATA

LOCAL

IMAGINARY DATA

Tangibles

Reliability

Responsiveness

Assurance

Em pathy

80
75
70

72
76
65

75
80
79

75
65
83

70
82
75

75

71

78

74

76

AVERAGE INDEX

Store 1
Store 2
Store 3
…
TOTAL BY AREA

74,4
75,6
74,4

IMAGINARY DATA
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75

Statistical Analysis
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Cluster Analysis

Statistical Analysis

Perceptual Maps

Classification

Regression
Analysis

Conjoint
Analysis

Analysis of
Variance
(ANOVA)
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Factor
Analysis

Statistical Analysis

Cluster Analysis

The idea that any population is composed of distinct segments is common in marketing. The cluster analysis comprises a
set of techniques oriented to reveal concentrations of subjects, to group them efficiently in clusters according to their
homogeneity. Subjects in each cluster are similar among themselves and dissimilar to those of other clusters.
In market research, this type of analysis is carried out to:
• Segment the market
• Understand the behavior of shoppers
• Identify opportunities for new products
• Select test markets
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Classification techniques

Statistical Analysis

Classification techniques are useful when you want to build predictive models to forecast the group to which an individual
belongs, based on certain observed characteristics that define his or her profile. In other words, these are techniques to
evaluate the differences between groups and assign or classify new individuals into predefined groups.

In market research, classification techniques provide answers to
questions like:
• What are the demographic differences between loyal
customers and others?
• Which psychographic characteristics distinguish technology
buyers on the Internet?
• Which variables predict the credit behavior of a subject?
• Which psychographic variables allow to distinguish between
frequent and occasional smokers?
• What market segment do subjects having certain
characteristics belong to?
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Conjoint Analysis
In general, the usefulness or preference that individuals exhibit towards a particular product or service can be
predicted based on their attributes or distinguishing factors.

Statistical Analysis

The conjoint analysis determines what attributes contribute most to the choice made by one person among several
offers of goods or services.
In market research, conjoint analysis is used to:
• Determine the relative importance of attributes in the consumer
decision process.
• Estimate the market share of brands that have different levels of
attributes.
• Segment the market according to similarities in preferences.
• Determine the composition of the preferred brand (i.e.: Describing
what the characteristics of a soda that aspires to be the favorite
among children between 7 and 11 years should be ).
• In market segmenting it identifies the basic variables according to
which consumers are grouped.
• In product research it determines the attributes of brands that
influence consumer choices.
• In advertising studies it allows understanding of media
preferences of the target market.
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Statistical Analysis

Factor Analysis

Lifestyles, the brand image, purchase attitudes, among other market phenomena can not be measured directly
since they arise in a large range of situations, feelings, behaviors and specific views.
Factorial methods are a set of techniques used to combine questions (variables) in order to gain new dimensions
that can not be measured directly, but have a real meaning that transcends specific aspects and accounts for a
relevant event. Among the applications of factor analysis to market research we find:
• In market segmenting it identifies the basic variables according to which consumers are grouped.
• In product research it determines the attributes of brands that influence consumer choices.
• In advertising studies it enables the understanding of media preferences of the target market.
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Statistical Analysis

Analysis of Variance

The analysis of variance (ANOVA) is a simple way of accounting for differences between groups of
responses measured in numerical scales.
In the field of market research, analysis of variance allows, for example:
• To compare a group of tourist destinations in terms of customer satisfaction with accommodations.
• To evaluate the differences in the level of satisfaction of consumers towards several detergent
containers.
• To compare the number of visits to a store for each day of the week.
• To test the differences in the electronic shopping preferences with various economic risks
• To contrast the purchase intentions of a market segment to several brands of juices.
• To compare various countries in terms of levels of alcohol consumption in young adults.
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Regression Analysis

Statistical Analysis

Regression analysis is a powerful and flexible procedure for analyzing the relations of association between a metric
dependent variable and one or more independent variables.
It is used in the context of market research to answer questions like:
• Could a variation in sales be explained by means of a variation
in expenses on advertising, pricing and level of distribution?
• Could the size of the sales force, advertising expenses and
promotion budgets explain variations in market share?
• What are the work-related variables that have greater weight
on determining employee satisfaction?
• What are the attributes of a service that has the most impact
on customer satisfaction?
• What percentage of the variation in sales could be explained
by means of advertising expenses?

www.rdsinmarket.com.ve

Statistical Analysis

Perceptual Maps

Perceptual maps are graphical representations of consumer perceptions about a product, brand or company. Through
them, we can identify the relative position of a product, brand or company, both in relation to competitors as well as in
relation to an "ideal" product.
Among the applications of perceptual maps in marketing research we
find:
• Assessment of the consumer's perception about a car maker in terms
of their attributes and in comparison with other brands.
• Observation of the sportswear market landscape and the brands that
conform it in order to identify available unattended niches.
• Identification of the position of a company as part of the job market,
and its differences with respect to other employers in the industry.
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Our Customers
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Our Customers

By In Market RDS Panamá

Our Customers

IFF Sabores y Fragancias (Colombia)
Givaudan (Colombia)

Alco Publicidad (Chile)
ENFOQUE ESTUDIOS DE MERCADO (CHILE)

QualiQuanti (Brasil)

Kroll (Mexico)

I.T. Información Total
(Costa Rica)

