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1. Introduction

The B2B Barometer is the ‘state of the nation’ study for B2B marketers
providing an up-to-date and definitive assessment of key issues and trends
in the industry.

Wave 1 of the benchmark study (conducted April 2009) canvassed the
opinion of 100 leading client-side B2B marketers and found that despite
gloom about the economic situation, a majority of B2B marketers
remained confident about the outlook for their own organisations.

Wave 2 (conducted November 2009) canvassed the opinion of 197 client-
side and agency marketers, and found that:

e Business optimism was gradually returning, with three fifths of
respondents anticipating an economic recovery within the year

e Newer media was continuing to increase its share of the wallet,
accounting for 41% of total marketing spend

e There was a noticeable trend towards measuring Return on Marketing
Investment (ROMI)

e Social media was perceived to be relevant in a B2B context, but
continued to be an area which challenged marketers

This report contains the latest findings from Wave 3 of the B2B Barometer.
A total of 120 interviews were conducted in June 2010 with client-side B2B
marketing professionals and B2B marketing agencies (principally offering
integrated marketing services).

One of the key requirements of a study of this nature is to monitor and
track trends. In order to ensure comparability, relevant questions from
Waves 1 and 2 were repeated. In addition, this report aims to provide real
insights into important and topical areas of interest in B2B. In Wave 2,
clear areas of opportunity for social media were identified. In Wave 3 the
contexts in which social media is relevant are highlighted.

As before, the B2B Barometer has been prepared by Circle Research, and
the Institute of Direct Marketing (IDM) and the Association of B2B Agencies
(ABBA). Our thanks are extended to everyone who supported the research
by taking part.
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2. Executive summary

More revenues and enquiries suggest mostly bright future for agencies

e One half (49%) of agencies report higher revenues in the past 12 months

e Two thirds (64%) of agencies report an increase in the quantity of
enquiries in the past 12 months

Agencies are optimistic about their own future, and that of the wider
economy. Revenues are rising for some, but it appears that even more
will benefit in the next 12 months from the increase in enquiries seen in
the past year. Two fifths (41%) of clients anticipate a greater marketing
budget in the next year.

Yet a sizeable minority will continue to struggle:

e Three fifths (59%) of agencies report a decline in the quality of
enquiries in the past 12 months

= One third (30%) of agencies are still experiencing declining revenues
Social media is declining in relevance, but it is not a passing fad

The endless discussion of it is getting tiresome, businesses are concluding
that it is not relevant to them, yet spending on it is increasing. ‘It’ could
only be social media.

e 86% of client-side respondents expect their spending on social
media to increase over the next 12 months

e 70% of client-side organisations still have no social media strategy
in place.

e 79% of client-side organisations do not measure the impact their
social media activities has on their reputation, even though 64%
believe it is possible

Social media is relevant to some organisations, but not all, and only in
certain contexts. Some of those that hurried to jump on the social media
bandwagon are increasingly questioning its relevance to their business.
28% of respondents have a social media strategy in place, and they are
the ones most likely to stick with it in the long-run.
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Social media is not the only show in town

Respondents also made clear that discussion of social media fails to
appreciate other important trends in B2B at the moment:

= Increasing recognition of the need to maintain a two-way dialogue
in the customer relationship. There is hope that email marketing will
be a more effective tool in relationship marketing

e The importance of data quality to marketing

e Continuing cost pressures on clients’ budgets, versus the need to
balance quality and creativity, according to agencies, to achieve dif-
ferentiation in the market place

e Growing willingness to measure the return on digital investment

The challenges of measuring ROMI remain a large obstacle

More integrated systems and better sales force alignment are required to
make the measurement of ROMI more effective. Still only 43% of client-
side respondents measure ROMI, and the metrics used tend towards
calculations that are the easiest to measure, not necessarily the right ones
for business. The anticipated rise in marketing spend is likely to make
measurement of return more important than ever, but it is not yet clear
whether this will be able to overcome such obstacles. Yet to be seriously
considered as a major contributor to business success, Marketing must
measure and clearly demonstrate impact to the bottom line revenue
results.
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3. Budgets and economic confidence

= Respondents trust government’s economic competence
e Agencies getting greater quantity of enquiries, but lower quality

» Newer media likely to continue to take an increased share of wallet
3.1. Confidence in the wider economy

When the pulse of the B2B community was last tested in Wave 2 (November
2009), there was a marked improvement in confidence compared to Wave 1
(April 2009). When digging deeper into the results, the story seemed to be
one of falling pessimism, rather than of a new-found bullishness. Yet there
were signs for hope. Like mammals emerging from a long hibernation, B2B
marketers could finally see the first signs of economic spring.

Much has changed since November 2009. The UK economy has crawled
its way to positive growth. The all-singing, all-dancing new coalition
government has acted quickly to change the direction of economic policy.
Fiscal austerity is the new watchword.

The spending cuts announced in the emergency budget are designed to
prevent a sovereign debt crisis, but also serve the purpose of reducing
the size of the public sector, in theory allowing the private sector to step
in and take the slack. Fiscal tightening may have set a long-term path to
prosperity, but there has been a lot of speculation that these cuts may
cause a double-dip recession. What is the opinion of the B2B community?

Of the 120 client and agency-side B2B marketers interviewed for this wave
of the Barometer, 59% told us that they were very or quite confident in
the ability of the current government to effectively manage the economy,
while only 12% were not particularly or at all confident.

The survey was administered in a two week period prior to the emergency
budget, when political briefings were being used to manage expectations of
the budget’s severity, so respondents will not have been taken by surprise
at the extent of cuts.
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How confident are you in the ability of the current
government to effectively manage the UK’s economy?

| Very confident

. Quite confident

D Not sure

| Not particularly confident
Jl Notat all confident

[ ] No opinion

3.2. Confidence within the B2B community

As with the wider economy, so with the B2B community. Once again,
results are mostly positive: 49% of agencies report higher revenues in the
past 12 months, an increase from 34% in Wave 2. It is worth cautioning
that revenue continues to decline significantly for 10% of agencies, down
from 27% in Wave 2, but overall 30% of agencies are seeing declining
revenues of some magnitude.

Thinking about your organisation’s revenue, to what
extent has it changed over the past 12 months?

Nov 2009 Jun 2010

B Revenue significantly up

1 Revenue slightly up

[0 revenue remained
largely static

B Revenue slightly declined

B Revenue significantly
declined

0
Don’t know 2% 0%
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When we consider the quantity and quality of enquiries, we also get a
slightly mixed outlook. What has been encouraging in the last six months
has been the growth in the quantity enquiries. The percentage of agencies
reporting an increase in enquiries has almost doubled, from 36% to 64%.
This result would anticipate higher revenues in the next six to twelve
months as enquiries translate into revenues.

34% of agencies have found that this increase in enquiry volume has been
accompanied by a rise in quality. But interestingly 59% of agencies have
seen a fall in quality, suggesting poor return in investment in the long-
term.

In the past 12 months, how would you say the number of enquiries
you have received has changed?

Nov 2009 Jun 2010

47%

24% B significant increase
Slight increase
________________________________ [] Stayed the same
I Slight decline

H Significant decline

Don’t know 2% 0%
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And now thinking about the quality of these enquiries,
would you say they have...?

B 'mproved
.Worsened
[ stayed the same

Agencies are optimistic about their own outlook, with two-thirds of
agency respondents telling us they were very or quite confident about
their prospects for the next 12 months. This almost matches the level of
confidence shown in Wave 2, when 73% of agencies were bullish about
their prospects. As we have seen, only 49% of agencies have actually seen
revenues increase in the last 12 months, so such high levels of confidence
shouldn’t be used as a solid predictor of future performance.

How confident are you with your organisation’s

own outlook for the next 12 months?

Nov 2009 Jun 2010

8%
16%
19%

M Very confident

Quite confident
[] Neutral
B Not particularly confident

M Not at all confident
Il No opinion
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What can be used as a solid predictor for future agency performance is
the likely size of clients’ budgets. 41% of client-side respondents told us
that their projected budget for the next 12 months is likely to increase
relative to the previous 12 months, while 27% anticipated a lower budget.
This figure of 41% is a large improvement on the preceding two waves, in
which only 14% and 16% respectively of client-side respondents foresaw
a budget increase in the following 12 months.

Compared to the previous 12 months, does your budget for the
next 12 months represent an increase, no change or a decrease?

B significant increase
Slight increase

[0 No change
m Slight decrease

B Significant decrease

B Don’'t know

30%

Page 11



£

B2B

Barometer

3.3. Budget Allocation

Questioning of client-side marketers on how budgets are allocated yields
some interesting results:

The biggest proportion of marketing spending is on email and direct
mail marketing

Regardless of supposed trends, budget allocation continues to be
spread across many channels

Trade shows are likely to account for a smaller proportion of the
marketing budget over the next 12 months, suggesting a possible
trend away from face-to-face marketing

Spending on newer media is likely to account for 42% of marketing
budgets in the coming year. Social media is still only a minor contributor
(4%) to this figure, in spite of its share doubling since Wave 2

Over the next 12 months, what proportion of your organisation’s B2B
marketing budget do you expect to be allocated to these areas?

Print advertising 7% (7%)

PR 11% (99%)
Trade shows 11% (169

Marleting research 4% (5%

Direct mail 14% (13%) Development of marketing
strategy 4% (3%
Brand identity 2% (2°%)

Social media 4% (2%)

Online advertising 11%e (12%:)

Other 3% (59%:)

Website development 13% (11%)

Ernail 14% (16%)

MNov 2009 figures shown in brackets

Spending on most channels is likely to increase over the next 12 months:

All of the newer media channels are expected to see a significant
increase in spend

In particular, 86% of respondents believe that spending on social
media is likely to increase from its low base in the next 12 months

Expenditure on PR and brand identity is also expected to rise

As Iin Waves One and Two, expenditure on print advertising is
expected to decline
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Compared with the previous 12 months, would you say your level of spend in
each of these areas will increase, stay the same or decrease?

Social Online Email campaigns Website Brand identity PR
media advertising development

23%

23%
63% 60%
39% 39%

10%
|
28% 28%
32%
96% 40%
_ —
14%
E
+70% +60% +49% +50% +8% +22%

Compared with the previous 12 months, would you say your level of spend in
each of these areas will increase, stay the same or decrease?

Direct Trade Developmentof  Marketing Print
mail Shows marketing research advertising
strategy

32% 28% B ncrease significantly
13% 16% I -
9% [ Increase slightly

[[] stay the same

27% A
36% 31% [l Decrease slightly

[l Decrease significantly
59%

62%
29%
26% 34%
16%
-
— =
22%

Net% in

last wave 27% +38% +0% -3% -26%
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4. Measurement of marketing effectiveness

e Sizeable minority still don’t measure ROMI

e Considerable challenges to ROMI measurement remain

In Wave 1 we found that only 49% of clients measured ROMI, and that
the diverse methods employed by clients were more suited to measuring
sales effectiveness than marketing effectiveness. There were more reas-
suring results in Wave 2, since following the slight improvement in client-
side organisations’ fortunes as many as 65% of organisations claimed to
measure ROMI. In Wave 3, there has been a slight fall in enthusiasm for
measuring ROMI, as only 57% of clients claim to measure it.

Does your organisation currently measure ROMI?

Apr 2009 Nov 2009 Jun 2010

)0 o

B Yes, measure ROMI

M No, don’t measure ROMI

Those that do measure ROMI use a wide variety of metrics. Of the nine
metrics featured in the survey, seven are used by a majority of respondents.
The most used metric, web traffic, happens to be the one that is easiest
to measure, while the least used is one of the most difficult to measure.
This result may warrant further investigation in Wave 4 — are tangibility and
accessibility major factors in choosing how to measure ROMI?

Page 14



As a client, what metrics do you use to measure ROMI?

. . 89%
Web analytics/ traffic

71%

83%
Closed sales

67%

80%
76%

Conversion rates

69%
78%

Lead generation

63%
57%

Cost per enquiry

60%
56%

Sales pipeline

57%
65%

Spend per enquiry

43%
48%

Profitability

35% M Client-side Jun 2010

Brand awareness
19% Client-side Nov 2009

Regardless of the method of measuring ROMI, client-side marketers iden-
tified the challenges they face when measuring marketing success:

e Lack of sales force alignment means enquiries into contact centres
aren’t recorded properly, making it difficult to track the link between
market-generated leads and sales, particularly if the selling process
is complex with many variables and inputs

e Hard to get an overall picture when information is not integrated
into one system — different programmes give different numbers

e |t's difficult to demonstrate direct ROMI when the lead time is over
a year
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There are clearly challenges to measuring ROMI which mean that a sig-
nificant minority of client-side marketers are still not measuring it. This
means that not only are clients missing out on direct benefits — the ability
to channel spend effectively, the ability to demonstrate value of marketing
to management — they are also missing out on the ability to effectively
gauge the performance of their marketing partners. Indeed, the majority
of agencies believe that only some of their clients measure their perform-
ance against ROMI metrics.

To what extent do you believe your performance
as an agency is measured against these ROMI metrics?

Nov 2009 Jun 2010

R W

[l All our clients measure our performance against these metrics

[ Most of our clients measure our performance against these metrics
Some of our clients measure our performance against these metrics
[l None of our clients measure our performance against these metrics

Don’t know
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5.

Marketing trends and issues
Agencies see a variety of trends as important, including data quality
Spending on social media marketing is increasing

Many businesses are realising social media is not appropriate for them

5.1. An overview of key B2B marketing trends

Clients and agencies were asked to give their perspective on the key
issues and trends that will shape the future direction of B2B marketing.

Agencies were asked to spontaneously identify the most important
current trends in B2B marketing. After all, in a fast-moving
marketplace, the last wave’s social media can be next wave’s WAP.
This wave’s social media was, once again, social media. Even though,
as one respondent put it, ‘it’'s been done to death’. The findings
highlight some key themes:

Uncertainty exists about the true benefit of social media to business.
Respondents still take a considered approach to social media strategy

Budgets are increasingly allocated to digital marketing, and there
is a growing willingness to measure the return on investment.
There is hope about using email marketing for relationship
building, but also fear that email may be over-used

Some agencies feel that pressure to increase effectiveness and
reduce costs must be balanced with the need for quality and
creativity, and that in order to make money go further clients must
avoid falling into the trap of being risk-averse

The importance of quality contact data to marketing is increasingly
clear. Quality data is not always seen as an end in itself, but
instead as a means to greater insight

Clients and agencies were then asked for their perspectives on four questions:

Two thirds of respondents agreed that there has been a shift from
strategic to tactical marketing activities recently

67% of agents and clients agreed that sales and marketing are
effectively aligned, while 60% agreed that marketing still plays a
secondary role to sales

60% of respondents feel that they now understand social media.
Interestingly, this sentiment is stronger for agencies (68%) than
for clients (52%)
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Would you generally agree or disagree with the following statements?

There has been a change in
emphasis from strategic to more
tactical marketing activities

Marketing still plays a secondary
role to sales in B2B
organisations

| don’t feel | know enough

60% about social media

Social media is of little

71% relevance to B2B organisations

67%

60%

Both agency and client opinion

To what extent would you agree or disagree that your organisation’s
sales and marketing functions are effectively aligned?

Nov 2009

Jun 2010

Don’t know 2% 0%

[ | Strongly agree
Slightly agree

[ | Slightly disagree

. Strongly disagree
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5.2. Social media

Spending on social media continues to increase, but there is a growing
sense of fatigue with the subject, while more businesses seem to be
reaching the conclusion that it is not suitable for them.

It was clear from Wave 1 that social media is relevant to some businesses
but not necessarily all. 71% of client-side marketers believed social media
was relevant to B2B organisations in Wave 1, and since then this number
has steadily fallen, to 60% in Wave 2 and now to 53% in Wave 3. Similarly,
there has been a decline in the number of agencies with the belief that
social media is relevant to their clients. Faith in the relevance social media
may be in decline, but a majority still feel that it has a part to play in a
B2B environment.

Currently how relevant is social media to your organisation?

Nov 2009 Jun 2010

‘ B Very relevant ‘

| Quite relevant

¥ Not very relevant

. Not at all relevant
. Don’t know
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Which of the following best describes how relevant
you think social media is to your clients?

Nov 2009 Jun 2010

‘R A

. Relevant to all my clients

Relevant to most of my clients
. Relevant to a few of my clients

. Not relevant to any of my clients
. Don’t know

On the one hand, spending on social media marketing is likely to rise in the
next 12 months. On the other, interest in social media marketing is falling.
Are these two results contradictory and irreconcilable?

Many firms jumped eagerly onto the social media bandwagon as it came
hurtling past. Just as quickly, some are stepping back off the bandwagon
as they struggle to realise its relevance to their business. But this does not
mean that social media is irrelevant. It is particularly useful when:

e There is a strong sense of community identity within the target mar-
ket

e Suppliers will be welcomed into the community
e There is engagement with a product category

e There is the opportunity to add value in ways not directly related to
the product area

So if social media is a tool in the marketing toolbox with relevance
in specific contexts, surely B2B organisations are approaching social
media marketing with more of a strategy than previously? In November
2009, there was certainly a sense that marketers were making plans
on an ad hoc basis, with 63% of client-side marketers reporting that
despite accepting the importance of social media they had no strategy
in place.

Page 20



In Wave 3, this ad hoc attitude looks to still be the case, as even more
client-side marketers (70%) report that they have no social media strategy.
Those with a strategy are those taking a more nuanced approach to social
media marketing, and are likely to be those who stay with it in the long-
run. The proportion of businesses using social media marketing is likely to
continue falling, but it is clear this decline will stop at some point.

Does your organisation have a social media strategy?

Nov 2009 Jun 2010

¢

. Yes, have a social media strategy

. No, don’t have a social media strategy

. Don’t know

Based on what you know, do you think
your clients have a social media strategy?

Jun 2010

B All my clients have a social media strategy

[l Most of my clients have a social media strategy

Some of my clients have a social media strategy
.None of my clients have a social media strategy

[ Don’t know
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Social media is a fast-moving arena, with channels’ popularity rapidly
rising and falling. In the past six months, social networking and micro-
blogging sites have been increasingly valued as channels to engage with
target markets. Our respondents highlighted three growing channels for
social media marketing: podcasts, wiki and webinars.

Which of the following social media channels does your organisation
currently use to help your clients engage with their target market/to
engage with your target market?

Social networking sites - LinkedIn 63%

Micro-blogging -Twitter 50%

Blogs 43%

Video marketing 37%

Multimedia sharing - YouTube 36%

Social networking sites - Facebook 34%

Discussion forums 32%

Online communities 31%

Podcasts 26%

Viral marketing 24%

Social bookmarking e.g. RSS 2304

Wiki

Other/ not relevant to agency’s offer 30%

Organisations were then asked which of the social media channels they
thought had the most powerful impact, video marketing, online communities
and blogs were all put forward, but it was clear that social networking sites
are seen as having the most powerful impact. Micro-blogging sites may be
used by a large and increasing number of respondents, but few respondents
believe micro-blogging to be the channel with the most impact.
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Social media can be more than another channel for marketers to engage
their target market. It can be a source of learning, a source of potential
suppliers of services and a professional community. It is interesting then
to consider how client-side marketers and their agency counterparts
personally engage with social media. In this respect, usage levels on a
personal basis are significantly higher than on an organisational basis with
two channels — social networks and blogs — dominating. For the most
part, the more popular activities (reading a blog, watching video from
others, listening to podcasts) were the more passive ones, and the more
interactive activities remained niche.

As an individual, which of the following activities do you currently engage in?

Read blogs, online forums 79%

Maintain social networking profile 78%
Visit social networking sites 73%

Watch video from other users

‘Vote’ on websites online

Listen to podcasts

Use RSS feeds

Write articles and post them

Post ratings/review products

Comment on someone else’s blog

Contribute to online forums or wiki articles

Add ‘tags’ to web pages or photos

Publish a blog or your own webpage

Upload video/audio you created

None of the above

Measurement of the impact of social media activities on a clients’ reputa-
tion has risen, but remains at a low base, with only 219% of clients measur-
ing it. As spending on social media marketing continues to rise, this metric
is expected to become more important.
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Do you currently measure the impact of social media activities
on your organisations’ reputation?

B ves
89% o

Agencies and clients were then asked whether they thought that the
impact of social media activities on an organisation’s reputation can be
measured. The response was a resounding ‘yes’, with almost two-thirds of
respondents agreeing with the statement. However, as observed above,
there is a big difference between believing something can be measured
and actually measuring it.

Do you think the impact of social media activities on
an organisation’s reputation can be measured?

Nov 2009 Jun 2010

. Yes
B o

. Don’t know

Client opinion only
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Do you think the impact of social media activities
on an organisation’s reputation can be measured?

Nov 2009 Jun 2010
" V)
W ves
. No
I pon't know Agency opinion only

When clients and agencies were asked how the impact of social media
activities can be measured, it became clear that there is a strong belief
that it is possible to quantify mentions of a brand in a social media
environment, at the same time as tracking overall brand health using
traditional techniques. No single measurement method was preferred
over others, and responses demonstrated a nuanced approach which
changes according to the social media channel used (e.g podcast, viral
marketing).
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6. Appendix — respondent profile
6.1. Client-side respondents

Annual Revenue

Inclustry that Client Operates in

Professional and support services
La=ms than £1 million

Banking and finance
£1 mullson - £2, 999, 999 Futailing
Media
£3 million - £4, 999, 999
Comstruction and property
£5 million - £9, 999, 938 Indusstrials
Transpart
£10 million - £14, 989, 999 Engineering
Telecoms
E£15 million - £19, 999, 995 ®
Leisura
£20 millien - £29, 3599, 992 Utilities
Health
£30 million - £39, 999, 999 =
Ratailing

£47 millicn - £49, 999, 9940 Canssmer goods

Matyral Fesources

Mare tharn £20 million Cther

M Client-sida Jun 2010
Client-sice Moy 2003

How much is your organisation likely to spend on B2B marketing activities
over the next 12 months?

38%
Less than £100,000
37%
B
£100,000 - £499,999
14%
. -
£500,000 - £1,000,000
7%
More than £1,000,000
27%
. 8% B Client-side Jun 2010
No set budget/don’t know Client-side Nov 2009
12% ) .
[ Client-side Apr 2009
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Head of Marketing/Communications

Head of Interactive/Online Marketing

Sales and Marketing Director

Marketing Manager

Owner/Managing Director

Marketing Director

Marketing/Sales Executive

Other Director

Product/ Brand Manager

Job Title

Other

26%

6.2. Agency-side respondents

Less than £100,

ELCHD, D0Q - £499,

ESOH, D00 - £999,

£1 million = £1, 4945,

£

=

, 500, 000 -

[
b

-

£3 million = £4, 999,

£5 million - £3, 999,

£10 mallion = £2%, 999,

., 999,

eyl

gL

9499

a4

999

a4

999

3849

Miore than £30 mullion

B Ggency Jun 2010
Agency Moy 2009

annual Revenue

Industry that sgency Clisnts Operata in

. Technaology
! 14% Frofessional services
- 15% Banking and finance
22%
J Telecoms
[
W 5 Litilites
19%
' . Retailing
B
o Consbruction and propaerty
:- L2% Irnelustrial
B Media
L Consumar goods
I 12% Ledzire
L Health
5%
1 ransport
.
5 Engine=ning
’_ T30 Matural rescurces
7% it ber

2%

17%
4%

Ll
o)
F

#
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Agency Type

Integrated marketing 47 %
Direct marketing
Advertising

Digital marketing
Fesearch

Marketing technology
FF.

Sales promaotion
Design

Media Buying

Cther
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Visit the website for a full update where you can read more about the B2B
Barometer and even register for the next wave if you are a company or
agency in the qualifying B2B sector.

Further details of the research and the background to the project can be
obtained from the following sponsors and contributors:

L
CIRCLE

RESEARCH

s

abbd

the association of b2b agencies

© THE INSTITUTE

JT1

DIRECT = DATA = DIGITAL

Andrew Dalglish — Director

Circle Research

Hudson House

8 Tavistock Street

London

WC2E 7PP

T: +44 (0) 20 3178 7651
andrew.dalglish@circle-research.com
www.circle-research.com

Olwyn Bloor — General Secretary

Association of Business to Business Agencies
Clarence Mill,

Clarence Road

Bollington,

Macclesfield,

SK10 5JZ7

T: 01625 578511

info@abba.co.uk

www.abba.co.uk

Caroline Robertson F IDM — Membership Director
The Institute of Direct Marketing

1 Park Road,

Teddington,

Middlesex

TW11 OAR

T: +44 (0)20 8977 5705
http://www.theidm.com/
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Copyright notice

© 2010 ABBA — The Association of Business to Business Agencies. All rights
reserved. Republication or redistribution of the B2B Barometer research content,
including by framing or similar means, is strictly prohibited without the prior written
consent of ABBA, Circle Research or the IDM. The B2B Barometer symbol and text
is a registered trademark belonging to ABBA.

Any person or persons wishing to reproduce part or parts of this research should
contact ABBA or Circle Research using the contact information listed opposite.
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