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World Class Research RESIDES AT THE FOOT OF THE CAUSEWAY

KIRSTY NUNEZ

ROBIN WALLACE

MIRIAM MARCAIS

Have you heard the one about an in-
ternational research guru who decided to
form her own shop within a male-dom-
inated industry, build an international
clientele among top shelf marketing
executives, and base the whole operation
in the New Orleans marketplace? Wait,
make that: “base the whole operation in
Mandeville/Covington?” Yeah, youre
right, sounds too hard to believe.

Well, incredible as it may seem, we
walk among giants on the north shore.
Funny thing about north shore entre-
preneurs. They lurk behind the foliage.
They base sophisticated operations
from their home offices or nondescript
commercial space. Few see the need for
slick, corporate office digs. But the tell-
tale signs are there if you merely look
closely: stacks of Fed Ex deliveries and
pick-ups; upscale food being delivered
at lunch; international clients standing
in line at their door. Really.

Kirsty Nunez is just one such
giant. She won’t admit to it and she
doesn’t cut an intimidating pose in
your conference room. But just wait
until her staff of analytical minds apply
themselves to your strategic planning
process. That’s where magic happens.
The kind of magic that gives a subtle
twist to your launch positioning or to
your sales message. The kind of magic
that unlocks the mysteries of the con-
sumer psyche or provides insight for
the BtoB service that turns a prospect
into a customer. Marketing research
has been called one part statistics and
then equal parts meteorology and
witchcraft. In the hands of a master
craftsman like Nunez, marketing re-
search is being called essential services.

Nunez has always been in research.
Her two Masters degrees (Research
Psychology and Applied Statistics) earned
her start in Australia with Millward
Brown one of the world’s foremost and
largest marketing research suppliers.
Her career, both domestic and abroad,
included work to craft a world-wide
launch of a new gasoline product. Sales
reached into the billions. Nunez believes
her corporate and agency experience
provide better perspective in her current

projects: "The combination of an aca-

demic background in behavioral research
psychology and applied statistics helps
me understand human behaviors as they
relate to brands, products, services and
advertising. It also gives me the ability
to use multivariate statistics to model
attitude and behaviors.”

Kirsty might have remained in
the Pacific but for her marriage to
college professor Paul Nunez. His
career started in San Diego and led to
Tulane in the mid-80s. Kirsty landed
a research position on the corporate
side with Entergy. “Having experienced
the research process on both the client

and vendor sides of the table has given
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so clients had no real problem in that
regard”, Nunez quipped.

Industry came calling right away.
I had enough contacts who were
themselves advancing to positions of
authority within their respective fields
that I maintained a steady stream of
work. “My services as a moderator
for focus groups has always provided
a steady stream of work. The only
trouble with that service,” adds Nunez
“is that moderators can only be in one
place at a time. We often need to travel
from market to market throughout the
nation. While it is thrilling to witness

perspectives from across the nation,

“We have to work hard to keep Focus
Research on the cutting edge,” explains
Nunez. “This year, we are attending
seminars in Barcelona and the U.K. Last
year, we attended seminars in Vancouver
and Washington D.C. Alocal ad agency
sponsored an incredible seminar on Account
Planning discipline in New Orleans last year.
Our region is now emerging as an
important resource for research.”

me a powerful understanding of how
research is really used by my clients. I
work to make sure our reports become
actionable, not just a bound set of
papers to sit upon a bookshelf.”

In the early 90s, Nunez realized that
she and Paul could indeed spend their
careers in New Orleans and determined
to open her own research firm. She
elected to base the business in Mandev-
ille because most of her clients would be
national in scope rather than Louisiana
centric. “Mandeville is about the same

distance to the airport as downtown,

the time away can be very demanding.
My goals have been to build staff as
well as other services within my busi-
ness that are less bound by travel. Our
business is built upon custom research
projects tailored to the specific needs
of the assignment or goal. We still
conduct focus groups when and where
needed; but that is merely a single com-
ponent of our overall capabilities.”
“The services we offer fit into four
broad categories: Secondary Research;
Qualitative Research (i.e. focus groups

and in-depth interviews); Quantitative

Focus Research has four Masters degrees among the
staff and a wealth of experience in industries vanging from
consumer product marketing to banking to healthcarve
to utilities and professional services marketing.



