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'i-C“?C?lTCh Gongos: the step between guessing and knowing®

NEW TECHNOLOGY TRANSFORMS THE VOICE OF THE CUSTOMER

Gongos Research Leverages the Internet to Introduce
“Gongos i‘Communities” and “Active Intercept”

Auburn Hills, MI — November 10, 2006 — As society transforms and is transformed by technology, so
too does technology elevate the impact of marketing research. As a marketing research company
who partners with major worldwide brands, Gongos Research is transforming the voice of the

customer by leveraging the Internet to develop technologies that lead to deeper levels of insight.

Gongos Research introduces Gongos i'Communities, a custom platform that encourages
consumers to interact with one another in an interactive, online environment; and Active Intercept,
which offers real-time qualitative interaction with respondents during quantitative online surveys.
Developed by Gongos Research, both innovations leverage the Internet and proprietary

programming to yield a more immersive exchange between marketing researcher and consumer.

Gongos i'Communities engage select customers in a web-based environment where natural
dialogue allows them to take an interest in the direction, and even the success, of brands. Usually a
six-month period of engagement, Gongos Research analysts continually facilitate communities while

guiding interactions such as live chats, flash polls and online surveys designed to enrich the dialogue.

“I’‘Communities create an environment to uncover those ‘aha’ moments that every company needs

to quickly and cost-effectively develop better products and services,” says president John Gongos.

Gongos i'Communities offer a more holistic approach than independent point-in-time marketing

research, allowing companies to continually observe and interact with consumers.

Active Intercept, a program initially developed for a study for Hallmark Cards, allows moderators
the ability to “live probe” select respondents as they participate in an online survey. The program
facilitates real-time exchanges between researcher and respondent — a feature that allows qualitative

analysis to be injected into traditional quantitative online surveys.

“We always look for the story behind the numbers,” said Beth O'Shaughnessy, Research Project
Leader for Hallmark Cards. “Active Intercept allows us to uncover invaluable qualitative insights,

bringing new life to the quantitative study.”
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“In the last five years, technology has allowed us to make great strides in providing quicker and
more useful insights to our clients,” adds Christi Walters, Principal and leader of the development of
Active Intercept. “The next step is ‘real-time’ interactions that provide decision makers with

immediate feedback.”

Since 1991, Gongos Research has worked with leading companies including Hallmark, Best Buy,
Nestlé Purina, Masterfoods USA, Domino’s, Borders, Lowe’s, Sprint, GM, OnStar, and Polaris.

Gongos Research is a custom marketing research company that forms trusted research partnerships
with companies around the world.  Blending strategic thinking, top-talent, breakthrough
technologies and proprietary software, Gongos’ offerings help refine, enhance and advance products

and services across many industries. For further insight into the Gongos culture, visit gongos.com.
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