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“In marketing it is better to be 

approximately right than exactly wrong.”

Mark Jeffery, 
Director of Technology Initiatives, 
Northwestern University

Seth Godin, 
Marketing Guru

“Good marketers measure.”

“If we knew what it 

was we were doing, it 

would not be called 

research, would it?”

Albert Einstein, 
Theoretical Physicist

WHY RESEARCH?

“Why predict something we can test?  

Why guess when we can know?”

Chip and Dan Heath,
Best Selling Authors

“To the extent you can 

eliminate beliefs and biases, 

and replace them with data, 

you gain a clear advantage.”

John Henry, 
Boston Red Sox Owner

“Don’t waste anyone’s 

time or effort on 

untested assumptions if 

you don’t have to.”

Erika Hall, 
Co-Founder of Mule Design Studio
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The Executive Summary Answer: We try our best to tap into consumer thoughts and 

behaviors through multiple sources and methods to uncover valuable insight impacting 

a myriad of business decisions…or, in three words, we access intelligence.

The Nerdy Breakdown Answer: The “cranium” is the part of the skull that encloses the 

brain, or a container for the mind, thoughts, intelligence, and information. All of us are 

the “cranium” part of the name (businesses, consumers, and researchers’ thoughts, 

intelligence, and analyses). “Tap” roughly translates as: to access, a way to get inside, 

a mechanism to extract something, or a mechanism to direct the flow of 

something. Sometimes you “tap” on someone to get their attention.

The Brand Development Answer: Honestly, it’s different, slightly nerdy, metaphorical,  

not too serious and reinforces what we do (elements important in brand development); 

plus, good luck finding a seemingly obvious and cool website url that’s still available or 

affordable to purchase; hence CraniumTap and not DataNinjas; although, 
NerdWorldDomination.com is still available.

?SO, WHY THE NAME 

ABOUT US

Pictured from left: Siobhan Barbour (Research Executioner), Heather Carpenter 

(CraniumTap Nerd Alumna), Lucy Hall (Nerd Broker), Badger (Exterminator), and Adam 

Cook (Chief Research Nerd)



OUR BRAND PROMISE
Why businesses love us and competitors hate us.

• We aim to be faster, cheaper, credible, reliable, direct, and to understand marketing.  

We’re honest; possibly to a fault, but this is important in our industry.

• We get to the point by boiling analyses down to key insights. We link those insights to 

possible actions and decisions.

• We are flexible and creative in measures never before attempted (we love a 

challenge), but are disciplined in our processes and best practices used. If we can’t 

do it, we’ll let you know.

• We stay focused on the guiding purpose and don’t run astray by frivolously adding 

obscure measures.

• We keep up to date with the latest practices in marketing and marketing research.

• We reserve our geek-speak for fellow geeks and understand that industry jargon only 

confuses rather than enlightens.

• We admire our competitors, their histories and experience, yet recognize some don’t 

like us, which means we must be onto something. We will expose research posers 

because we believe in a higher marketing research standard of effectively collecting 

and analyzing data. We welcome the same criticism back.

• We take our work seriously, but not ourselves.

• We love what we do and know that if you give us that chance, you can love 

research too.

ABOUT US
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We advise clients to work 
with an “inside-out” research 
strategy that maximizes the 
intelligence closest to them 
and then working their way out 
to identify market, growth and 
expansion opportunities. It just 
makes more sense.

Make it purposeful, disciplined, methodical, flexible, creative, 

understandable, simple and actionable. And be enthusiastic 

about where it can take you.

OUR PHILOSOPHY

INSIDE-OUT RESEARCH STRATEGY

LEARN-ADAPT PROCESS
We also employ a “learn and adapt” process that enables our clients to 
maximize the intelligence gathered to strengthen multiple short and long 
term business and communication strategies. The initial analysis or study 
objectives can have much bigger implications than you ever intended 
when you see the results. By working inside-out and cyclically, the research 
and analysis continues to build and strengthen over time.
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1. REVIEW OF NEEDS AND CAPABILITIES
Basically, either one of us or someone representing us will talk to you 

about what we do, answer any questions you have and ask you 

questions about what you need.

2. RESEARCH PROPOSAL
We will follow up with a proposal that includes: research objectives, 

outlines, potential timelines and estimated investment levels; usually 

within a week if not a couple of days, if it’s not a completely bizarre 

and complicated request.

3. INITIAL PROJECT APPROVAL AND UPDATES
(Boring Stuff, Part 1)

With approval, we will move forward by developing detailed plans, 

next steps and, if required, draft questionnaires. Final investments will 

be determined based on the type of service, scope of solution and 

analysis involved within the service line(s) to meet your research 

objectives.

4. FINAL PROJECT APPROVAL AND IMPLEMENTATION 
(Boring Stuff, Part 2)

After approval, we will implement the agreed solution within the 

timeline specified. If a primary study is part of the solution, we code 

the results, weight the samples to reflect the market and conduct an 

analysis for review. It’s boring to you, but this is the stuff we live for.

5. REVIEW INSIGHTS AND IMPLICATIONS
We will not leave a 100+ page research report, unless you’re dying to 

see it. We will bring only the most relevant and important insights to 

the table for review. We will summarize the findings and include next 

steps, actions to consider, and possible strategic implications based 

on those results. This is when a beam of light will shine on a bar or pie 

chart and a choir can be heard singing in the background.*

*spotlight equipment and choir fees will be charged separately.

THE PROCESS
If we could do this in one step, we would, but some things do 

need a process. We strive to keep it simple and direct.
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INVESTMENTS
As a Virginia Media property, we have access to resources that can save 

our customers money. Our structure enables us to offer research projects at 

half the cost or less of traditional research companies. We’re a little bit like 

the Robin Hood of marketing research, without the tights, archery, sword 

fighting, stealing or bubonic plague.

TURNAROUND TIME
We don’t need months to complete the project.  Depending on the service 

requested and the scope of the project, we can have data, analysis, 

implications, and strategic recommendations back within 4 to 15 business 

days. We still don’t get why the other guys take months.

ANALYSIS AND SYNTHESIS
We don’t send endless spreadsheets unless you really want them. We work 

directly with you to clearly outline implications, possible correlations, and 

insight not easily seen in massive spreadsheets. We also don’t work within a 

research vacuum. We integrate years of studies, analysis, secondary intel

and the latest marketing insights to determine the best courses of action.

METHODS
Warning: Some geek speak will be uttered in the following sentence. We 

employ a number of survey and analysis methods that minimize respondent 

“leading” or “biasing,” minimize the time/length of surveys, yet maximize 

the insight collected, and produce clear and actionable insight.

LOCALLY OPERATED CONSUMER PANEL
If you are looking for a regional assessment, we have access to a panel 

with more than 1,500 active participants enabling us to generate responses 

that exceed three times the rate necessary for statistically reliable 

samples. We don’t charge based on the number of respondents.

CREDIBLE AND ACCESSIBLE
Just because we don’t take ourselves too seriously doesn’t mean we don’t 

have serious experience in research methods, designs and analysis. We 

have an award winning and published research staff. We also work directly 

with the clients to ensure the process, approach and insights are clear. 

We want to make sure the insights are used.

We’re not solely reserved for Fortune 500 

companies. Our research is reliable, timely, 

actionable, and affordable – seriously.

HOW WE’RE DIFFERENT
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THE VALUE OF INSIGHT
Do you truly understand what surrounds your location? How much do demographics 

change the further away you get? How different is one location from another? Are you 

looking to open a new location? A detailed breakdown of residents’ characteristics and 

purchasing behaviors is an important component in developing effective growth and 
targeting strategies. 

GEO ANALYSIS

THE RESEARCH AND ANALYSIS
We utilize drive-time radius analyses over the traditional “miles” radius analyses; especially 

in a market like Hampton Roads, where water, state parks and military bases can limit 

your scope of understanding the true nature of your trade area(s). It’s also widely 

understood that consumers make decisions based on time of travel, not necessarily 

distance of possible travel. 

This analysis includes current year and five year projections broken down by age, 

income, family composition, race/ethnicity, education, occupations, commuting data, 

expenditures (multiple product/business categories) and social living attributes.

TO GET STARTED
We will need to aggregate addresses and identify drive-radii for analysis.

Most people do more research on the 

area around their homes than the area 

around their businesses. You’ve got as 

much at stake around your business.

A traditional distance-radius does not 
adequately represent your location:

3 mile radius

A drive-time radius is best for market 
representation in location-site analysis:

10 minute drive radius
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CUSTOMER PROFILE ANALYSES

THE VALUE OF INSIGHT
Do you truly understand what your customers look like and how they live their lives or are 

you relying on information collected anecdotally or through personal observation?  A 

detailed breakdown of customer characteristics and behaviors is an important 

component in developing growth and targeting strategies.

THE RESEARCH AND ANALYSIS
This research enables us to take customer address data and translate it into a detailed 

portrait of social groupings, demography, purchasing habits, lifestyle behaviors, media 

usage, and geographic opportunity. The insights collected are useful in improving 

efficiencies in messaging development, media buying, targeting, sales training, 

merchandising, and identifying cross-promotional opportunities.

TO GET STARTED
We will need to identify target customers for analysis and aggregate address information.

Example Customer Profile Metrics/Report:

Customer demos are nice, but let’s get 

the creepy details on behaviors, habits 

and preferences so you can be 

disturbingly efficient in targeting efforts.
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Collect specific customer input that will impact your 

business and marketing decisions. “Pats on the back” or 

“rose colored glasses” need not apply here.

THE VALUE OF INSIGHT
Consumers inherently don’t like going out 

of their way to provide feedback to 

businesses unless driven by extreme 

circumstances.  Systemically understanding 

your silent majority is critical in assessing 

products, service, communications, the 

competition, pricing, decision making, your 

website, interactions, experiences, 

satisfaction, event evaluations, 

expectations, performance, and more.

THE RESEARCH AND ANALYSIS
By offering an anonymous means of 

evaluating customers, you can weed through 

the emotionally charged or biased comments 

(overly negative and positive) to make 

reliable and data-driven decisions. Based on 

specific business needs and customer 

concerns we can develop the appropriate 

study and methods to provide actionable 

data and prioritize improvements.

TO GET STARTED
We will need to conduct a needs assessment to develop the custom study.

Example Improvement Gap Report:

DIRECT CUSTOMER FEEDBACK

10



ONGOING 
CUSTOMER SURVEYS

THE VALUE OF INSIGHT
Consumers are now expecting 

businesses to provide live and easily 

accessible platforms for feedback.  With 

the right design and mechanisms to 

handle feedback, you can identify 

potential issues before they balloon out 

of control.  This insight, correlations and 

trends collected can impact operations, 

communications, promotions, training, 

product and service improvements, 

testimonial collection, social strategies, 

and more.

THE RESEARCH AND ANALYSIS
Based on your specific business model and customer interactions, we will devise a 

solution that is simple, timely and actionable.

TO GET STARTED
We will need to conduct a needs assessment to develop the questionnaires, outline 

communication strategies, incentives, reporting, and methodologies.

Customers are expecting you’ll ask for real time feedback, 

so continually track it and use it to make informed product, 

service and communication decisions.
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TO GET STARTED
We will need digital copies of your ad(s), along with when and where they will be 

running on specific media channels.

AD TESTING

THE VALUE OF INSIGHT
Understanding your advertisements’ 

effectiveness can directly impact 

improvements to creative, messaging and 

media placement. Different ad units have 

different objectives.  Understanding if 

elements of design, images, message, and 

brand are helping or hindering potential 

responses can mean the difference between 

missing and achieving your objectives. 

THE RESEARCH AND ANALYSIS
Areas measured include the ad’s ability to 

grab attention, hold attention, communicate 

brand advantages, and impact decision 

(actions/responses).  When available, 

analyses comparing results spanning your 

industry from a local database of more than 

1,000 ads will help guide decisions to improve 

the effectiveness of your communications 

and ultimately your ROI.

Know when to hit the reset button or when to pull the 

plug. Identify what elements are working or need 

improvements and better yet, why they work.

Example Advertising Report:
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COPY TESTING

THE VALUE OF INSIGHT
By testing different copy options before 

developing your creative, you can learn 

which direction will be most effective for 

your brand before spending time and 

money on the wrong message.

TO GET STARTED
We will need a list of statements (headlines, 

taglines or short copy) or all long copy to 

be tested.  We will also need information on 

your target audience, if available.

Some lessons don’t need to be 

learned the hard way. Knowing 

the most effective options will 

empower your decisions from 

the start.

Example Headline/Tagline/Statement Report:

THE RESEARCH AND ANALYSIS
Statements (headlines, taglines or short 

copy) will be tested in stopping power 

(ability to garner attention) and ability to 

provide the most valuable information or 

call to action.  Testing 8 to 10 statements is 

recommended. 

Long copy will be tested for its ability to 

grab attention, hold attention, 

communicate brand advantages, and 

impact decision (actions/responses).  

Testing 2 to 4 long copy messages is 

recommended.
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CONCEPT TESTING

THE VALUE OF INSIGHT
Evaluate advertising communication options before investing in significant campaigns 

and learn which and why some elements (visuals, copy, narrative, music, people, etc.) 

can help improve the maximum impact of campaign performance over others.

THE RESEARCH AND ANALYSIS
Creative concepts tested will be measured in stopping power (ability to garner 

attention), brand awareness/perception, messaging elements and impact 

(actions/responses).

TO GET STARTED
We will need digital copies of your creative, along with information on your target 

audience, if available.

That campaign proposal you love so much may be a dog 

(no offense to dog lovers). Knowing ahead of time can 

save you from becoming the goat.

Example Concept Test Report:
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THE VALUE OF INSIGHT
Whether it’s brand perception, brand 

association, market awareness, or industry 

perceptions, knowing what you are up against 

and whether you were able to impact these 

measures can be a significant competitive 

advantage.  Knowing where the market 

stands before a campaign begins can impact 

your approach in communications.  

Understanding your campaign’s impact 

directs possible changes and improvements 

that will go beyond the campaign itself.

THE RESEARCH AND ANALYSIS
Based on your marketing objectives, we will devise the best method for conducting an 

initial customer or market assessment.  Depending on the length of the campaign, we 

will conduct an update to the baseline measures and assess the campaign’s impact.  

Results will quantify impact and help identify strengths and weaknesses for optimal 

improvements.

TO GET STARTED
We will need to conduct a needs assessment to develop questionnaires and 

methodologies.

Example Awareness/Perception Report:

CAMPAIGN IMPACT STUDIES

Some things are still difficult to measure in our digital 

information age (brand awareness, perceptions, and 

associations). We can do it and measure impact.
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CONTENT TESTING

THE VALUE OF INSIGHT
Whether it’s your web pages, television or radio programs, speeches, social posts, 

brochures, videos, podcasts, or articles, we can apply the same methods applied in ad 

testing to help evaluate the effectiveness of varying communication tools.

THE RESEARCH AND ANALYSIS
Areas measured include the content/program’s ability to grab attention, hold attention, 

communicate value, and impact decision (actions/responses). 

TO GET STARTED
We will need digital copies of your content/programs, along with when and where they 

will be running (if running at all) on specific media channels.

Is the stuff you say, write or provide junk, bland, harmful or 

magical? If content is king, let’s make sure it’s treated 

accordingly – measure it.

Example Content/Program Report:
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DECISION MAKING 
ASSESSMENTS

THE VALUE OF INSIGHT
Understand what is and isn’t important, 

valuable, or influential to consumers when 

they are choosing to do business with you or 

competitors.  This insight will prove invaluable 

in communications spanning website 

development, advertising, media planning 

and all interactions with prospective and 

current customers.

THE RESEARCH AND ANALYSIS
We will measure what factors are important 

or valuable to customers and what sources of 

information or influential factors they use 

when making a decision to do business with 

you or a competitor.  These factors will be 

specific to your industry.

TO GET STARTED
We will need to conduct a needs assessment to develop importance/value and 

sources/influencing factors.

Example Decision Impact Report:

At its core, this is probably one of the most important things 

you can do. What’s important to you may be meaningless 

to customers.  Clarify your priorities.
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COMPETITIVE BRAND 
ASSESSMENTS

THE VALUE OF INSIGHT
Knowing who your closest competitors 

are and how you are perceived by the 

market are essential factors in the 

success of your business.  These insights 

will help you determine which businesses 

are truly your closest competitors and 

how consumers perceive you and them.  

These insights can also help define the 

focus or changes for your 

communications plans to better position 

your business within the market.

THE RESEARCH AND ANALYSIS
Using a list of your possible competitors, we will test the market’s perceptions, such as: 

brand familiarity, reputation, quality, or price, and the order of consideration within the 

market between your business and competitors.  We will also break out the data to 

understand how you are perceived by those who consider you as their first choice versus 

those who do not.

TO GET STARTED
We will need to conduct a needs assessment to choose areas of perception to measure 

and a list of possible competitors.

Example Competitive Reports:

Customers’ perceptions represent some form of reality.

Are you the emperor that wears no clothes?                     

Of course not….right?
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What should or could you be offering that competitors have 

or no one else provides? Some may be more valuable 

than current products. Assess opportunities now.

NEW PRODUCT &                      
SERVICE EVALUATIONS

THE VALUE OF INSIGHT
If you’re getting ready to change current 

products or services or expand them, 

evaluating the market and/or your 

customers’ perspectives can prove to be a 

valuable investment.  The insight uncovered 

can validate, redirect, or uncover other 

opportunity areas for improvement.  The 

insight can also direct decisions in 

communications spanning customer 

interactions, your website, sales materials 

and advertising.  Better communications 

can help with more effective results.

THE RESEARCH AND ANALYSIS
We integrate current product/service features with potential ones to help prioritize 

decisions.  We can also help assess pricing thresholds and frequency needs.  Our 

analysis will include product/service improvement and expansion considerations and 

recommendations in communication strategies.

TO GET STARTED
We will need to conduct a needs assessment to develop product/service evaluations 

and methodologies.

Example Opportunity Report:
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EMPLOYEE SURVEYS

THE VALUE OF INSIGHT
Uncover what correlates with job satisfaction 

to develop plans that focus on those areas. 

Our core survey metrics are based on what 

makes for the best places to work by using 

information collected and published by 

industry experts in U.S. News & World Report, 

Entrepreneur, Fast Company, Inc., Forbes, 

NYT Best Sellers, and Harvard Business 

Review.  

THE RESEARCH AND ANALYSIS
Ratings on 33 different measures will be 

evaluated.  Five major areas of value will be 

evaluated in agreement through these 

measures. These statements of agreement 

will be widely dispersed among company 

benefits, personal values, workplace 

environment, management, and 
communications.

TO GET STARTED
An email distribution list and, if needed, a 

short needs assessment to develop a custom 

approach.

Keeping the best starts by listening and seeing                             

what they have to say. Use a third party source to                     

get honest feedback.

Example Employee Survey Measures:
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OTHER SERVICES

Logo designs, website evaluations, out of market studies, 

data consulting, and whatever else you can throw our way.

If it’s creative, we can test it. If it’s data, we can analyze it. If we can’t do either, we’ll 

point you in the direction to help make it happen. Just because it hasn’t been done, 

doesn’t mean it can’t be.

FOCUS GROUPS

Use them for seeking insight on subjects with very little information currently available or to 

help design surveys, but not to make key business decisions. Be aware that the group 

setting/dynamics, moderator or participant bias, inexperienced moderators, and time 

spent impact insights collected.

In unique client circumstances, we do conduct informal focus groups or brainstorming 

sessions to help flesh out research needs for further evaluation. This is one of those things 

we’re willing to admit we can’t do (or is it, we don’t want to do because it requires data 
nerds to directly interact with the public).

(well, not really)

Sorry, that’s a no-go for us, but read our summary about 

focus groups for advice on what to look for when 

considering this option.
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1Customer Profile = A specific set of customers identified for analysis. It can be all customers, your most loyal customers, least loyal 
customers, highest spending/lowest spending customers, specific event or grouping of events, etc.

2Short copy – 8 to 10 statements; long copy – 2 to 4 messages.

3Only $300 for annual Inside Business Best Places to Work in Hampton Roads participants.

4Question = Measurements collected. For example: If a question is posed – “How satisfied were you with the following six factors,” we 
are really asking answers to six questions; whereas, “Which of the following six factors best describes you,” is only asking for one 
answer to one question. Multi-select questions (questions where you can select multiple answers) are assigned with a two question 
minimum charge.

5Projects = Custom analysis, moderating brainstorming sessions, and marketing consultative or nerd advisory services.

INVESTMENTS

A marketing research company providing investment info?

Get the ^#@* outta here!

To receive a custom 

quote or more info, 

contact us.

$500 per ad/content test

$250 per geographic area analyzed

$150 per question4 on custom surveys

$150 per hour for custom projects5

$1500 per customer profile1 analyzed

$1500 per copy test group2

$750 concept test

$600 per employee survey3
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17 years experience in brand, content, marketing, and consumer 

research. He has earned eight national research awards and two 

international research awards, including “Case Study of the Year” and 

“Analyst of the Year,” and two travel scholarships. He is also a four-time 

published author in the world’s leading marketing research magazine 

(Quirk’s Marketing Research Review: March 2011 Edition, October 2012 

Edition, November 2013 Edition, March 2018 Edition) among other industry 
publications.

ADAM COOK
CHIEF RESEARCH NERD
acook@craniumtap.com  

757.446.2664

9 years of experience in sales, marketing and analysis, advertising, media 

buying, content, brand and social media. Her work was the subject of the 

published case study, “Hi-Ho Silver: Using Metrics to Drive Integrated 

Marketing Communication Decisions” by Dr. Lisa Spiller, professor of 

marketing at CNU. The study has been published in business case 

textbooks utilized across the country (International Journal of Integrated 

Marketing Communications; Spring 2013). She’s a regular AltDaily.com 

contributor.

SIOBHAN BARBOUR
RESEARCH EXECUTIONER
sbarbour@craniumtap.com 

757.446.2165

LUCY HALL
NERD BROKER
lhall@craniumtap.com 

757.222.3860

3 years experience as an account executive, with 7 plus years experience 

in outreach, fundraising, organizing and research. She's earned a Masters 

in Political Science from the University of Rhode Island and authored her 

thesis on “The Effects of Structural and Partisan Constructs on Municipal 

Elections” and used statistical regression to analyze varying factors. 

Following her first year as an account executive, she received the "Rookie 
of the Year" award.

EXPERIENCE
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NOTABLE GUEST SPEAKER EVENTS
Our work has had an impact locally, regionally, nationally, and globally:

EXPERIENCE
PUBLICATIONS
Our methods and analysis are published in world leading research magazines and have 

been recognized by ResearchRockstar.com.

2014 National Corporate Researchers Conference; Chicago, IL

2014 College Communicators Association Conference; Regent University

2013 National Corporate Researchers Conference; Dallas, TX (Keynote)

2012 European RAM Research Conference; Stockholm, Sweden (Keynote)

2011 Virginia Press Association/Associated Press Conference; Norfolk, VA

2010 International RAM Research Conference; Stockholm, Sweden (Keynote)

INDUSTRY EXPERIENCE
Our diverse experience is valuable in providing creative and innovative research and 

analysis methods.  Research proves diverse work like this drives innovation (go figure).

Arts and Entertainment ∙ Automotive Sales ∙ Automotive Service ∙ Clothing and Accessories ∙
Department Stores ∙ Discount Retail ∙ Furniture ∙ Grocery ∙ Healthcare and Medical ∙ Heating, AC
and Ventilation ∙ Higher Education ∙ Jewelry ∙ Legal Services ∙ Media and Communications ∙
Property Management ∙ Real Estate ∙ Restaurant/Food Service ∙ Technology

CERTIFICATIONS AND MEMBERSHIPS
By completing the University of Georgia’s Principles of Marketing Research course, 

endorsed by the Insights Association, ESOMAR World Research and the Marketing 

Research Institute International, Adam was awarded Professional Researcher 

Certifications (PRC).  We are also members of the Insights Association.

12 Actionable Tips from the 2014 MRA 

Corporate Researcher’s Conference
by Kathryn Korostoff

on September 23, 2014
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