
Senior software and computer system analyst working on the 
design, development, production and maintenance of initiatives in 
support of a medium-sized homecare agency operating principally 
in the five boroughs of New York City. Analyzes requirements, 
conceptualizes and delivers visually-compelling solutions.

> Develops, deploys and maintains SSIS 
packages to integrate data from external 
sources into local SQL databases

> Extensive VBA scripting and testing
> Writes, tests and deploys C# to clean data and 

perform tasks not available natively in SSIS
> Prepares clinical, regulatory and compliance 

reports to be presented to federal and state 
departments of health and labor, and to remain 
in compliance with Medicare regulations

> Conducts data analysis in Excel, VBA and SQL
> Uses HHA Exchange software to generate 

reports for analysis in Excel,VBA and SQL
> Employs best practices, including tables of 

precomputed results, to increase performance

> Developed precisely-designed, pixel-
perfect interactive graphical life sciences 
dashboards in VBA and Microsoft Excel

> Developed and deployed scrapers creating large 
local repositories of healthcare policy coverage data

> Transitioned publications from QuarkXPress to 
Adobe InDesign; created programmatic style sheets

> Developed automated marketing science operations 
research reporting in Excel, VBA and SQL

> Liaison with GFK-NOP-UK in Oxford to learn 
existing VBA system for NA business unit

> Implemented new SSRS-based reporting solution
> Developed solutions to assignment problems

> Developed reporting and analytical modules 
in SQL Server Reporting Services; conducted 
data analysis using Excel, VBA and SQL.

Developed and maintains complex Microsoft BI 
solution using SSIS to integrate FTP data, and and 
SSRS to generate reporting; extenstive use of Excel 
and VBA to perform ad hoc analysis of complex 
financial and medical claims and clinical data

567 Sanderling Court
Secaucus NJ 07094-2220 USA

matthew.staller@gmail.com
+1-917-922-8010 SAMPLEMatthew Staller

SENIOR SYSTEM ANALYST

May 2017-Present
Forest Hills, New York

CARING PROFESSIONALS

THE DEDHAM GROUP

HAYMARKET MEDIA

GFK

HHA EXCHANGE

VISUAL DEVELOPER

ART DIRECTOR

VISUAL DEVELOPER

REPORT DEVELOPER

New York, New York
June 2015 — January 2017 

August 2007 — April 2008
New York, New York

June 2008 — April 2014
New York, New York

June 2014 — April 2015
Long Island City, New York

MYSTERY SHOP BENCHMARK STUDY RESULTS
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RETAIL FUNDAMENTALS

MONTH OF SHOP

GREETED WITHIN 10 SECONDS

ASSISTED WITHIN 5 MINUTES

SEPTEMBER 2011

80%

70%

GAIN
AGREEMENT

OFFER
SOLUTIONS

NOTE: EDUCATE IS NOT REVIEWED BY MYSTERY SHOP

PERFORMANCE SUMMARY

September Averages VPGM Nat’l
Exterior Clean 88% 82%
Interior Clean 87% 85%
Doormat, Ceiling, Carpet 86% 79%
Lighting 85% 88%
Teams Colors, Name Tags 84% 82%
Sales Floor Fully Stocked 83% 85%
Phones Displayed, Live, Working 82% 79%
Staff Knowledgeable, Accessible 81% 88%
Manager On The Floor 80% 81%

R E TA I L  F U N D A M E N TA L S

September Averages Nat’l
Positive Attitude 88%
Customer Name 87%
Undivided Attention 86%
Walk Toward Door, Genuine 85%
Genuine Greeting 84%

5  K E Y  B E H AV I O R S

September Averages Region Nat’l
Gain Agreement 88% 82%
Build Value 87% 85%
Thank and Depart 86% 79%
Offer Solutions 85% 88%
Greet and Approach 84% 82%

AT & T  R E TA I L  E X P E R I E N C E

KEY
90+

80<90

<80

AT&T RETAIL EXPERIENCE

5 KEY BEHAVIORS

REGION INFORMATION
REGION NAME SOUTHEAST

TOTAL SEPTEMBER VISITS 82

NOTE: EDUCATE IS NOT REVIEWED BY MYSTERY SHOP

NOTE: ALL EVALUATIONS ARE YES/NO 
QUESTIONS AND ALL SCORES ARE 
REPRESENTATIVE OF THE PERCENTAGE 
OF THOSE STORES THAT HAD THE 
QUESTION ANSWERED YES.

Store Experience Assessment (SEA)

94.79%
Visited on March 1, 2010 and March 2, 2010
Store Number: 1768 EAST HOUSTON TX

Score This Month
Store 1768

FY11 March 2010

Overall Trends and Averages

Component Trending

Visit ID 17319 Copyright © 2010 GfK Custom Research Published March 8, 2010Page 2

Visit ID 17803 Copyright © 2010 GfK Custom Research Published March 8, 2010

Store Experience Assessment (SEA)

90.65%
Visited on March 1, 2010 and March 2, 2010
Store Number: 372 FEDERAL WAY WA

Score This Month
Store 372

FY11 March 2010

SEA Results: FY11 March 2010
BBY
Goal Score

Points
Possible

Points
Earned Component

98.00% 77.06% 36.00 27.74
Replenishment
(4 pts per department/area checked)

98.00% 99.78% 36.00 35.92
Pricing Accuracy
(4 pts per department/area checked)

95.00% 91.83% 30.00 27.55 Media Farming

95.00% 94.41% 24.00 22.66
Functionality
(4 pts per department/area checked)

98.00% 100.00% 30.00 30.00 Ad Set

97.00% 92.23% 156.00 143.87 Fundamentals Average

100.00% 3.00 3.00 Asset Protection Checklists
100.00% 5.00 5.00 Asset Protection Coverage
100.00% 6.00 6.00 Big Joe
100.00% 5.00 5.00 Communications Room
100.00% 5.00 5.00 Electrical Room/Cage
100.00% 5.00 5.00 Fire Exits
100.00% 2.00 2.00 Fire Extinguishers
100.00% 5.00 5.00 Geek Squad
100.00% 5.00 5.00 Safety Stickers
100.00% 5.00 5.00 Trip/Fall Hazards
100.00% 6.00 6.00 Weekly Safety Checklists

95.00% 100.00% 52.00 52.00 Asset Protection Average

100.00% 5.00 5.00 Atmosphere (Look & Feel)
83.33% 3.00 2.50 Consumer Info Board

100.00% 3.00 3.00 Correction Notices
85.71% 4.00 3.43 ESRB Information
0.00% 5.00 0.00 Policy Signs
0.00% 5.00 0.00 Posters - BBY Required

100.00% 5.00 5.00 Posters - Federal/State Required
100.00% 5.00 5.00 Recycling
100.00% 5.00 5.00 Store Created Drawings Sweepstakes

100.00% 72.32% 40.00 28.93 Risk Principal Average

Overall 90.65% 248.00 224.80

Page 1

> The SEA program includes foundational components, plus Risk Principal checks for 
elements that could pose challenges from a legal, brand, or safety perspective.

>
Encompassing elements of the entire store experience, the SEA program can help 
you see where to focus your energies. Please visit the Store Experience Assessment 
(SEA) Wiki page for more details on the SEA program including a component 
summary, full auditor instructions, etc:

http://www.bbyportal.com/wiki/index.php?title=Store_Experience_Assessment_%28SEA%29

> The SEA results website can be accessed at the following URL:
https://bestbuy.gfkmysteryshopping.com/clientreporting/private/Home.aspx

MYSTERY SHOP BENCHMARK STUDY RESULTS

service
REGION INFORMATION

REGION NAME
MONTH OF SHOP SEPTEMBER 2011

SOUTHEAST

GREETED WITHIN 10 SECONDS

ASSISTED WITHIN 5 MINUTES

80%

70%

PREPARED FOR AT&T BY GfK CUSTOM RESEARCH
PUBLISHED OCTOBER 10, 2011

SEPTEMBER AVERAGES REGION NAT’L

GENUINE GREETING
Welcome you with a friendly greeting? 92% 92%

Welcome you with a genuine greeting? 92% 92%

CUSTOMER NAME
Ask you for your name? 92% 92%

Use your name during the interaction? 92% 92%

UNDIVIDED ATTENTION
Maintain positive eye contact? 92% 92%
Provide you with their undivided attention 
throughout the entire process?

92% 92%

Get pulled away from your transaction, 
at any point during the interaction, to do 
something else?

92% 92%

Seem distracted or disinterested, at any 
point during, your interaction?

92% 92%

POSITIVE ATTITUDE
Maintain an eager and enthusiastic 
interaction?

92% 92%

WALK TOWARD THE DOOR
Walk with you towards the door when you 
were finished?

92% 92%

Thank you for visiting AT&T? 92% 92%

R E TA I L  F U N D A M E N TA L S5  K E Y  B E H AV I O R S AT & T  R E TA I L  E X P E R I E N C E

SEPTEMBER AVERAGES REGION NAT’L

STORE EXTERIOR IS CLEAN
Was the exterior of the store clean and free 
of trash? 

92% 92%

STORE INTERIOR IS CLEAN
Was the interior of the store clean and free 
of trash? 

92% 92%

DOOR MATS, CEILING TILES, CARPET
Welcome mat is in good (like new) 
condition and positioned inside entry with 
“welcome” facing outside?

92% 92%

Was the ceiling and flooring in good (like 
new) condition?

92% 92%

LIGHTS WORKING
All Lighting in working order. 92% 92%

TEAM COLORS
Wear a name tag and a shirt, sweater or 
blazer containing the AT&T Globe? 

92% 92%

ACCESSORIES ON DISPLAY
Were accessories well stocked (no empty 
peg hooks)? 

92% 92%

PHONES DIPLAYED, LIVE AND WORKING
Were live phones accessible to customers? 92% 92%

Were display phones in good condition? 92% 92%

Were there interactive displays/booths? 92% 92%

KNOWLEDGEABLE STAFF
Did the associate come across as 
intimately knowledgeable about the phone, 
service plans and/or accessories they 
shared with you?

92% 92%

MANAGER ON THE FLOOR
Did you see a manager working on the 
floor? 

92% 92%

SEPTEMBER AVERAGES REGION NAT’L

GREET AND APPROACH
Greeted within 10 seconds 92% 92%

Ask you for the reason for your visit to the 
store?

92% 92%

Help you in the order of arrival or were 
you queued by a clearly explained waiting 
process?

92% 92%

Introduce himself/herself? 92% 92%

BUILD VALUE
Ask you questions to fully understand your 
needs without you having to prompt them? 

92% 92%

Take ownership of your issue and make 
you feel that they truly owned it?

92% 92%

OFFER SOLUTIONS
Do all that they could to resolve your 
problem?

92% 92%

Get a manager involved to help resoluve 
your issue?

92% 92%

Resolve your issue or question? 92% 92%

GAIN AGREEMENT
Verbally confirm they had addressed your 
needs for today’s visit?

92% 92%

THANK AND DEPART
Make a positive lasting impression? 92% 92%

Provide a genuine departure comment? 92% 92%

Voluntary offer you their business card? 92% 92%

TOTAL SEPTEMBER VISITS 28

PERFORMANCE SUMMARY

KEY
90+

80<90

<80

NOTE: ALL EVALUATIONS ARE YES/NO 
QUESTIONS AND ALL SCORES ARE 
REPRESENTATIVE OF THE PERCENTAGE 
OF THOSE STORES THAT HAD THE 
QUESTION ANSWERED YES.

Section Two

Building Value: Associate Interaction

Section Three

Building Value: Identifying Needs

Section Seven

Store Environment
Section Eight

Famous Behaviors

Ask for the Sale
Section Five

Section One

Greet and Approach

Section Four

Offer Solutions

Section Five

Gaining Agreement

Section Six

Thank and Depart

Section Seven

Store Environment
Section Eight

Famous Behaviors

Ask for the Sale
Section Five

Project Famous
Benchmark Service

Prepared for AT&T by GfK Mystery Shopping • Copyright © 2009 GfK Custom Research • All Rights Reserved

Page 1 / 3

VIN GfK Visit ID

1.0a Visit Date

1.0d Time of entry into store

1.0e Time of exit from store

1.0f Were the store's hours posted on the door or window? YES NO N/A

1.0g Were you able to conduct your shop? YES NO N/A

1.0o Which of the following service scenarios did you conduct?

947796

07-04-09

19:39

19:57

Sub-scenario C:  Inquiry about Billing

Us Politics
The Subtle Knife

10 | The Policy Monitor | MGA | Medley Global Advisors | May 2, 2008

The contentious democratic battle for the 
nomination only gets more contentious. at this 
point, hillary clinton has all the momentum, and 
a string of major primary victories to her credit, 
but still has no way to win the nomination without 
the support of a large majority of the party’s 
superdelegates. These party leaders, however, 
continue to ring up their support for barack obama, 
including two former dnc chairman this week. 

however, hillary’s constant refrain regarding barack 
obama’s problem as a candidate (“he’s can’t win 
in november”) has never seemed more true. his 
former pastor Jeremiah wright’s public appearances 
this past week, followed by obama’s belated rejection 
of the paranoid themes that reverend wright 
propounds, only cemented the image of obama as 
someone whose roots in a radical community will 
make white, middle-class voters suspicious of him. 

combined with new focus on obama’s long 
association with unapologetic 1960’s terrorist 
william ayers, onetime leader of the murderous 
weather Underground movement, the whole 
shebang is just becoming too much for the 
center to hold. Polls are reflecting a sharp 
turning of the tide back toward sen. clinton.

but of course, it’s too late for that to mean 
anything where it matters, which is in the delegate 

count. hillary has to take this whole show to the 
convention, and prevail upon the superdelegates 
there to reject obama, on the logic that to nominate 
him is to keep the party out of the white house 
for another four and possibly eight years. 

if she somehow were to succeed in this, and 
oddsmakers would still have to put her chances 
fairly low, there is a very serious risk of severely 
alienating the single most dedicated and crucial 
component of the democratic Party’s coalition 
of support, african-american voters. imagine 
the spectacle of the party gathering in denver 
and, in spite of the delegate count based on the 
party’s own criteria, choosing to reject the first 
black candidate to make it that far in american 
history, on the grounds that “he’s not electable” 
when he’s received more votes than clinton.

republicans, who’ve been cackling with glee and 
laying low while the democratic disorder unfolds, 
should be careful what they wish for, however. if, 
somehow, hillary does manage to pull off the late 
innings comeback and win the nomination, a chill 
ought to go up the spines of goP faithful. if hillary 
clinton and her coterie of cutthroats can take down 
as strong a candidate as barack obama, and from her 
own party no less, without leaving any fingerprints 
at the scene of the crime, imagine what they can do 
to a nice war hero maverick (see bob dole, 1996).

10%

20%

30%

40%

50%

N D J F M A M N D J F M A MJ J A S OO

CLINTON

OBAMAClinTon Wins, oBaMa 
Wins, Clin... Polling 
data for the Democratic 

presidential candidate 
suggest no clear winner.

COMPANY OWNED STORE

STORE VISIT INFORMATION
DATE OF SHOP MAY 01, 2012 GfK VISIT ID 4019

SHOP NOT CONDUCTED NO, WAITED MORE THAN 30
MINUTES

DEALER CODE ATT6B966

LOCATION 2295 MARKETPLACE DR
MADERA CA 93637
559-662-2030

5 KEY BEHAVIORS
GENUINE GREETING
Welcome you with a friendly greeting? N/A
Welcome you with a genuine greeting? N/A

CUSTOMER NAME
Use your name during the interaction? N/A

UNDIVIDED ATTENTION
Maintain positive eye contact? N/A
Provide you with their undivided attention throughout 
the entire process? N/A

Get pulled away from your transaction, at any point 
during the interaction, to do something else? N/A

Seem distracted or disinterested, at any point during 
your interaction? N/A

POSITIVE ATTITUDE
Maintain a consistent level of friendliness throughout 
the interaction? N/A

Maintain an eager and enthusiastic interaction? N/A

WALK TOWARD THE DOOR
Walk with you towards the door when you were 
finished? N/A

OTHER OBSERVATIONS
Use positive and affirming words? N/A
Provide a friendly departure comment? N/A
Smile when greeting you? N/A
Direct you to the appropriate area of the store or to the 
department who could assist you? N/A

Did the associate ask questions to better understand 
your OTHER needs? N/A

Explain two or more phone features? N/A
Did you physically use a phone at any time during your 
visit? N/A

Invite you to try one of the phones on display? N/A
Explain the trade-offs (pros and cons) between
different phones, accessories or service plans? N/A

Provide additional price/product incentives to 
encourage you to purchase AT&T? N/A

Recommend at least two phones that were appropriate 
to your needs? N/A

Ask you if there was anything else they could help you 
with? N/A

Voluntarily offer you a brochure? N/A
Did all the AT&T associates that were on the floor look 
busy and helpful to customers? N/A

At any point during your visit did a manager come over 
and talk with you? N/A

AT&T RETAIL EXPERIENCE
GREET AND APPROACH
Introduce himself/herself? N/A
Help you in the order of arrival or were you queued by 
a clearly explained waiting process? N/A

Ask for your name? N/A
Ask you for the reason for your visit to the store? N/A

BUILD VALUE
Needs regarding network coverage? N/A
Needs regarding service plans? N/A
Needs regarding data, features and/or entertainment? N/A
Needs regarding equipment requirements? N/A
Needs regarding home phone, high-speed internet and
/or television services? N/A

Personal or business needs? N/A

OFFER SOLUTIONS
Recommend appropriate accessories to go along with 
phone? N/A

Recommend a service plan that was appropriate to 
your needs? N/A

Recommend appropriate features? N/A
Recommend a bundle that was appropriate to your 
needs? N/A

Communicate advantages of purchasing AT&T? N/A

GAIN AGREEMENT
Encourage you to sign up for service? N/A
Address any objections you have for not signing up for 
service? N/A

Invite you to come back or asked if they could follow 
up? N/A

THANK AND DEPART
Provide a genuine departure comment? N/A
Thank you for visiting AT&T? N/A
Make a positive lasting impression? N/A
Voluntarily offer you their business card? N/A

RETAIL FUNDAMENTALS
STORE EXTERIOR IS CLEAN
Was the exterior of the store clean and free of trash? N/A

STORE INTERIOR IS CLEAN
Was the interior of the store clean and free of trash? N/A

DOOR MATS, CEILING TILES, CARPET
Was the Welcome mat in good (like new) condition
and positioned inside the entry with “welcome” facing 
out?

N/A

Was the ceiling and flooring in good (like new)
condition? N/A

LIGHTS WORKING
Were all lights in working order? N/A

TEAM COLORS
Wear a name tag and a shirt, sweater or blazer 
containing the AT&T Globe? N/A

ACCESSORIES ON DISPLAY
Were accessories stocked (no empty peg hooks)? N/A

PHONES DISPLAYED, LIVE AND WORKING
Were live phones accessible to customers? N/A
Were display phones in good condition? N/A
Were there interactive displays/booths? N/A

KNOWLEDGEABLE STAFF
Did the associate come across as intimately 
knowledgeable about the phone, service plans and/or
accessories they shared with you?

N/A

MANAGER ON THE FLOOR
Did you see a manager working on the floor? N/A

PUBLISHED ON MAY 2, 2012

AT&T PROPRIETARY (RESTRICTED) – SR3
ONLY FOR USE BY AUTHORIZED INDIVIDUALS OR ANY ABOVE-DESIGNATED
TEAM(S) WITHIN THE AT&T COMPANIES AND NOT FOR GENERAL DISTRIBUTION.

PREPARED FOR AT&T BY GfK CUSTOM RESEARCH, ALL RIGHTS RESERVED

>AnAlysis n

‘Code of conduct’ set for student loans
By Lauren Bell and Cara Wood
New York Attorney General An-
drew Cuomo’s Code of Conduct for 
student loan marketers, designed to 
make it easier for students to compare 
the terms of loans offered through direct 
marketing, has gathered support from 
the industry. 

As a part to his ongoing investigation 
into questionable marketing practices 
by student loan companies, Cuomo 
released the eight-point Code of Con-
duct earlier this month. That came  
nearly a month and a half after the 
attorney general subpoenaed 33 com-
panies that sell their products directly 
to students through television, Internet 
and direct mail. 

To date, the investigation has already 
resulted in agreements with 13 student 
loan companies, including the eight larg-
est lenders in America — Citibank, Sallie 
Mae, Nelnet, JP Morgan Chase, Bank 
of America, wells Fargo, wachovia and 
College Loan Corporation.

“we were an early signer of the code 
of conduct,” says Tom kelly, SVP at 
Chase. “we think it makes sense to have 

all lenders operate under same rules and 
it makes sense to treat students honestly 
because we hope to have a long term 
relationship with them.”

Martha e.H. Holler, managing direc-
tor of corporate communications at Sal-
lie Mae, echoes that sentiment.

“Sallie Mae has always believed that 
our products, services, and actions have 
been in the best interest of students,” she 

says via e-mail. “That’s why we strong-
ly support initiatives, like this one, that 
lead to greater transparency and en-
hanced clarity for students and families 
who are planning to pay for college.”

Most recently, on December 11, Stu-
dent Financial Services Inc. (SFS), which 
also operates under the banner of Uni-
versity Financial Services, settled charges 
that it had agreed to pay some of the 
nation’s top universities, school athletic 
departments and sports marketing firms 
for generating loan applications. SFS 
had contracts at 63 colleges nationwide, 
including Georgetown University, wake 
Forest University, rutgers University  
and  Florida State University. SFS was not 
available for comment at press time.

“There was some issue about incen-
tives to financial aid officers and some 
entertainment to financial aid officers 
and it wasn’t clear what the rules were,” 
says kelly, of the charges against stu-
dent loan companies. “once everybody 
knows what the rules are, it seems pret-
ty straightforward.”

Under the new agreement, companies 
have to sign a uniform disclosure state-

ment requiring them to list an annual 
percentage rate and provide students 
with an estimate of what their monthly 
payment would be and the amount they 
would pay for the life of the loan. Lend-
ers cannot use false insignia or other de-
vices that appear to be part of the federal 
government. They also are barred from 
using checks, deceptive rebate offers or 
other gimmicks to entice students.

Lenders are also prohibited from us-
ing gift cards, sweepstakes, contests, or 
prizes to entice students to sign up for 
their loans. Financial institutions cannot 
levy prepayment or early payment pen-
alties to students. Finally, they are also 
required to tell students that they can 
get the best deal through federal loans. 

kelly believes that the code of conduct 
will have a lasting effect on consumers. 

“I think it will create a level playing 
field,” he says. “The biggest impact on 
the market is the reduction in the fed-
eral subsidy for student loans, which 
will make them more expensive and 
continually grow the gap between the 
cost of education and a family’s ability 
to pay for it out of pocket.” n

Data Bank
THE WEEK IN STATS Gaming grows in entertainment value, usatoday.com tops in online visits

Entertainment and advertising

source: Millard Group

Monthly visits to major news sites, in millions

SEARCH LISTS E-MAIL LEGISLATION CRM

Cuomo aims for transparency in loan marketing

source: Nielsen Online
source: Deloitte

Measured advertising spending, 
January to September, 2006 vs. 
January to September, 2007 
(billions of dollars)
   
Media 2007 2006 % Chg

Total $108.1 $107.9 0.2%
Television $46.4 $47.3 -1.9%

Network $16.2 $16.7 -3.0%

Cable $12.7 $12.2 4.7%

Local $11.2 $12.0 -6.8%

Spanish $3.3 $3.3 -0.2%

Syndication $3.0 $3.2 -4.6%

Magazines $21.8 $20.8 4.7%

Consumer $17.3 $16.3 6.4%

Trade $2.7 $2.8 -5.5%

Sunday $1.3 $1.2 7.6%

Local $0.3 $0.4 -3.4%

Spanish $0.2 $0.1 10.1%

newspapers $19.2 $20.3 -5.2%

Local $16.6 $17.5 -5.1%

National $2.4 $2.5 -6.1%

Spanish $0.3 $0.3 -2.5%

internet $8.4 $7.1 17.2%

Radio $8.0 $8.1 -1.8%

Local $5.4 $5.5 -1.8%

National $1.9 $1.9 -3.0%

Network $0.7 $0.7 2.1%

Outdoor $3.0 $2.8 4.4%

Fsis $1.4 $1.4 -1.0%

Top online retailers in unique 
visits, week of November 26

Retailer Visits
eBay 32,350,000
Amazon 28,268,000
Target 16,033,000
Wal-Mart 15,739,000
AT&T 13,128,000
Dell 8,863,000
Overstock.com 8,726,000
Best Buy 8,595,000
Circuit City 8,564,000
Sears 7,902,000

www.dmnews.com | December 24, 2007 | DMnEWs | 7

source: TNS Media Intelligence

Decrease in the past six months 
of those who find Internet ads 
more intrustive than print ads

11% 12%

62%

Groups that identified ads 
that provide entertainment as 
the type of online advertising 

with the greatest influence

Increase in the past six months of 
all age groups identifying video-

games, PC and Internet games as 
an important entertainment source

07AnalysisData20071224.indd   1 12/20/07   10:10:35
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Hillary Clinton may Have felt like 
rocky Balboa after her victory in Pennsylvania 
over Barack obama last tuesday, but the real 
Comeback kid this week was the little currency 
that could – the dollar.

and unlike Hillary’s quixotic hopes, the dollar 
actually got some support this week that appears 
to be more durable. 

there is the support coming from the growing realization the fed is fast approaching 
at least a temporary pause in rate cuts. it also comes from the abrupt toning down 
of overtly hawkish rhetoric from eCB governing council speakers, who had been 
rattling sabers on inflation risks but backed down abruptly when the specter of yet 
another euro “big figure” at 1.600 became evident.

after all, while inflation fears are real, global growth concerns extend beyond just 
the US—even for central banks with singular inflation mandates. 

But at the end of the day, the trend in US housing—the epicenter of where it all started—
continues to go the wrong way. Unsold inventories are ballooning out to 11 months 
worth of supply at the current slowing pace of transactions, an alarmingly high level.  

in fact, the “comeback” for the dollar may in fact end up as just a new phase, changing 
from a one-way decline to a more measured pace with occasional gains, but with the 
trend still lower. 

even rocky himself never actually expected to win. 

enjoy the monitor.

The Divergence Indicator is a six-month snapshot of where 
MGA believes the monetary policy stances of the respective 
central banks are different from market pricing. (For more 
see page 2.)

Divergence Indicator Snapshot

US Federal Reserve
MGA

MARKET

–10 +10

European Central Bank
MGA

MARKET

–10 +10

Bank of Japan
MGA

MARKET

–10 +10

Back Page Essay Page 10
THE NEW PHARAOH russia’s exports of oil, gas and other 
strategic commodities are sucking in $1 billion a day, adding to 
central bank reserves that reached $519 billion at the last count—
compared to just $28 billion at the end of 2000, the year Putin 
took office. of that figure, 45% is held in dollars, another 45% in 
euros and a further 10% in sterling.

Inside this week’s issue:

Sassan Ghahramani — Ceo, mGa

Fighting Back

“Yo, Hillary!”

DIscLAIMeR: This was prepared by Medley Global Advisors, LLC (“MGA”). The contents are not intended to provide investment advice and under no circumstances does this represent a recommendation to 
buy or sell a security. The information contained herein reflects the opinions of MGA based on information received by MGA from independent sources. While MGA believes that the information provided to it by its 
sources is accurate, MGA has not independently verified such information. Neither the author nor MGA has undertaken any responsibility to update any portion of this in response to events which may transpire 
subsequent to its original publication date. As such, there can be no guarantee that the information contained herein continues to be accurate or timely or that MGA continues to hold the views contained herein.
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asia: endangered Tigers export growth for 
Singapore unexpectedly dropped to a 13-month 
low in march, while Hong kong’s exports fell short 
of market forecasts. taiwan’s march export orders 
also came in below expectations. and while South 
korea appeared to be the only bright spot, posting 
19% export growth.
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Response to FTC proposed principles 
By Ellen Keohane
The Federal Trade Commission’s 
release of proposed self-regulatory prin-
ciples for online behavioral advertising 
on december 20 were met with little 
surprise from those in the online mar-
keting and advertising industry.

Mike Sprouse, CMO of azoogleads, 
says that “reputable companies” were 
“already enforcing these principles.” Joe 
apprendi, CeO of online ad network 
Collective Media, agrees, saying that “all 
the major players are adhering” to the 
“expected common sense practices.”

One standard proposed that every 
Web site that collects data for behavioral 
advertising purposes should provide a 
“clear, concise, consumer-friendly, and 
prominent statement” telling users that 
their online activities are being collected. 
Sites should also provide consumers with 
a way to opt out of having their online 
activities tracked. But several Internet 
marketers and advertisers wondered how 
a “opt out” option would work.

They also speculated on the impact 
on the industry. apprendi says that 
there would have to be a trade-off; for 
example, a user who decides to opt out 

of having his or her data collected may 
need to give up access to certain content 
on a Web site. 

Other FTC principles address the need 
for data security and time limits on the 
retention period of that data, as well as 
the importance of maintaining and fol-
lowing privacy policies. another principle 
addresses the use of “sensitive” data, such  
as information related to health conditions, 
sexual orientation or children’s online 
activities. The FTC is also seeking feed-
back on the potential use of data beyond 
behavioral targeting, and in particular, the 
use of personally identifiable data. 

right now, the FTC has no specific 
regulations and rules related specifically to 
behavioral advertising, says Michael Mal-
low, an attorney that advises and defends 
companies regarding FTC enforcement 
actions and regulatory requirements. he 
anticipated that the implementation of 
a regulatory scheme would be a posi-
tive thing for consumers as well as the 
industry. 

“right now its guesswork,” Mallow 
says. “You can borrow from different 
places to come up with good practices 
but it’s very difficult.” 

In a statement issued december 21, 
the Interactive advertising Bureau (IaB) 
commended the FTC for its release of 
the proposed principles. The IaB said it 
looked forward to working with the FTC 
on the draft proposal to “achieve language 
that respects the importance of consumer 
control” and “protects consumer privacy” 
while preserving the free content and ser-
vices supported by online advertising. 

John-Scott dixon, president of Thought-
lava, says that marketers have a respon-

sibility to “think about the embarrassing 
nature of the information.” What one per-
son considers sensitive or embarrassing 
might not be for another, he points out. 

Jeff Chester, executive director of the 
Center for digital democracy, thinks the 
principles are not stringent enough. “The 
guidelines originated from a well-meaning 
perspective, but are too vague and require 
the goodwill of an industry, whose basic 
mission is to collect and harvest as much 
user data [as possible],” he said. n

Data Bank
THE WEEK IN STATS Online holiday spending up 19%, most Hispanics shop at discount stores

Top US searches for gift cards for the four weeks ending December 15, 2007

Source: ComScore

Consumer online holiday spending in billions of dollars

CRM SEARCH PRODUCTION DIGITAL LEGISLATION

Source: BIGresearchSource: Aberdeen Group

Source: Hitwise

8 | DMNEWS | January 7, 2008 | www.dmnews.com

Adoption of technology 
in teleservices

15%
of organizations currently use 
dashboard-type analytics software

64%
of organizations plan to use 
dashboard-type analytics software

23%
of organizations currently use service 
provisioning and disconnect software

49%
of organizations plan to use service 
provisioning and disconnect software

36%
of organizations currently use help desk field service 
support and plan optimization for wireless services

41%
of organizations plan to use help desk field service 
support and plan optimization for wireless services

Holiday spending habits 
among US Hispanic adults

69.5%
shop at discount stores

22.2%
shop at specialty stores

20.8%
shop through the catalog channel

35.7%
cite sales or price discounts as the 
most important factor when purchasing

19.1%
cite selection of merchandise as the 
most important factor when purchasing

Holiday Date 2006 2007 %Change

November 1 – December 27 $23.56 $27.96 +19%

Thanksgiving Thursday $0.21 $0.27 +29%

Black Friday $0.43 $0.53 +22%

Cyber Monday $0.61 $0.73 +21%

ThE fTc’S ProPoSED SELf-rEguLATorY PrINcIPLES
Every Web site where data is collected for behavioral advertising should provide a clear, con-
sumer-friendly and prominent statement that data is being collected to provide ads targeted to 
the consumer and give consumers the ability to choose whether or not to have their information 
collected for such purpose.

Any company that collects or stores consumer data for behavioral advertising should provide 
reasonable security for that data and should retain data only as long as is necessary to fulfill a 
legitimate business or law enforcement need.

Companies should obtain affirmative express consent from affected consumers before using data 
in a manner materially different from promises the company made when it collected the data.

Companies should only collect sensitive data for behavioral advertising if they obtain affirmative 
express consent from the consumer to receive such advertising.

FTC staff also seeks comment on what constitutes “sensitive data” and whether the use of sensi-
tive data should be prohibited, rather than subject to consumer choice.

SQL SERVER REPORTING SERVICES
MARKETING SCIENCE Operations research automated reporting in SSRS & VBA

ADOBE INDESIGN & QUARKXPRESS
PROFESSIONAL ART DIRECTION Book design, production, proofing, and editing

Region
Central 85% 63% 78% 82% 91% 59% 73%
Northeast 100% 61% 100% 100% 78% 69% 79%
Southeast 93% 77% 94% 90% 94% 76% 85%
Southwest 76% 65% 44% 93% 83% 75% 73%
West 70% 59% 83% 79% 94% 54% 69%
National 89% 72% 91% 88% 92% 71% 81%
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National Report - Contents:

Your main strengths this wave

Sector analysis and question breakdown
4) Exterior

3) Key Focus Areas

--------------------------------------------------------------------

2) Key Successes

Geographical overview & sector performance
1) National Summary

5) Greeting
Sector analysis and question breakdown

6) Service Bay

8) Restroom

7) Waiting Area
Sector analysis and question breakdown

Sector analysis and question breakdown

Sector analysis and question breakdown

Where you need to focus next wave
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Sector analysis and question breakdown
--------------------------------------------------------------------

National Summary

West

National Breakdown

Southwest
73%

Northeast

Qtr 4 Ranked by Overall Score

Central

Qtr 4 2008

79%
73%

69%

Southeast
85%
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3 CNBC
2 CNN
1 CNNFN
2 FNC

10 MSNBC

3 CNBC
2 CNN
1 CNNFN
2 FNC

10 MSNBC

3 CNBC
2 CNN
1 CNNFN
3 FNC

10 MSNBC

29 September
abc Good Morning America
nbc Today Show
fox MLB Divisionals 2x

cbs Yes, Dear
nbc Third Watch

30 September
nbc Today Show
cbs David Letterman

1 October
abc Nightline
nbc Tonight Show

2 October
abc Good Morning America
fox MLB Divisionals

3 October 4 October
fox MLB Divisionals
nbc Sat Night Live

5 October
nbc Sunday Today
cbs CBS Sunday Morning 2x

nbc Meet The Press
fox NFL Football Regional
fox NFL Football National
fox MLB Divisionals 2x

6 October
fox MLB League Champ 4x

fox Mad TV

7 October 8 October
upn Enterprise
cbs David Letterman

9 October
cbs Survivor

10 October 11 October 12 October
nbc Meet The Press
fox NFL Football Single
cbs NFL Football Regional
abc Alias
nbc L&O: Criminal Intent

13 October 14 October
cbs NCIS

15 October
abc Good Morning America
nbc Today Show
nbc The West Wing

16 October
nbc Today Show

17 October 18 October
fox World Series

19 October
nbc Sunday Today
cbs CBS Sunday Morning
nbc Meet The Press
fox NFL Football Regional
fox NFL Football Regional
fox NFL Football National

20 October 21 October 22 October 23 October
cbs Without A Trace
nbc ER
cbs David Letterman

24 October
nbc Boomtown

25 October
nbc Sat Night Live

26 October
nbc Meet The Press
cbs NFL Football National
fox NFL Football Single
fox NFL Football Single
abc The Practice

M Tu W Th F Sa SuCable

27 October
abc Good Morning America
nbc Today Show
cbs Raymond
nbc Tonight Show

28 October 29 October
nbc Ed
abc Nightline

30 October 31 October
nbc Today Show
nbc Dateline Friday

1 November
nbc Saturday Today

2 November
nbc Sunday Today
cbs CBS Sunday Morning 2x

nbc Meet The Press
fox NFL Football Regional
fox NFL Football National

NATIONAL BROADCAST CALENDAR
4Q03DOUG JOE TERRI PETE

6 CNBC
3 CNN
3 FNC
4 MSNBC
5 ESPN

6 CNBC
3 CNN
1 CNNFN
3 FNC
4 MSNBC
3 HGTV
3 LIF
11 OH!
9 WE 

6 CNBC
3 CNN
1 CNNFN
3 FNC
4 MSNBC
6 ESPN

7 CNBC
3 CNN
1 CNNFN
3 FNC
4 MSNBC
3 HGTV
3 LIF
11 OH!
9 WE 

7 CNBC
2 CNN
1 CNNFN
3 FNC
4 MSNBC
6 ESPN

3 CNBC
3 CNN
1 CNNFN
3 FNC
9 MSNBC

3 CNBC
3 CNN
1 CNNFN
3 FNC
9 MSNBC

3 November
fox Mad TV
nbc Conan O Brien

4 November 5 November
cbs Country Music Awards
upn Enterprise
nbc Law & Order

6 November 7 November
abc Hope & Faith
cbs David Letterman

8 November 9 November
nbc Meet The Press
cbs NFL Football National
fox NFL Football Single

10 November
abc Mon Night Football
nbc Third Watch

11 November
nbc Today Show
nbc Frasier
cbs Judging Amy

12 November
nbc Today Show

13 November 14 November
abc Nightline

15 November 16 November
cbs CBS Sunday Morning
nbc Meet The Press
fox NFL Football Regional
cbs NFL Football Single
fox NFL Football National

17 November
abc Mon Night Football
cbs David Letterman

18 November
cbs NCIS
nbc Tonight Show

19 November
upn Enterprise

20 November 21 November 22 November
nbc Sat Night Live
nbc Sat Night Live

23 November
nbc Meet The Press
fox NFL Football Single
nbc L&O: Criminal Intent

24 November
abc Mon Night Football
nbc Las Vegas

25 November 26 November
cbs King Of Queens

27 November
fox NFL Thanksgiving Day
cbs NFL Thanksgiving Day

28 November 29 November
nbc Saturday Today

30 November
cbs CBS Sunday Morning 2x

nbc Meet The Press
fox NFL Football Single
cbs NFL Football Regional

M Tu W Th F Sa SuCable

1 December
abc Mon Night Football

2 December 3 December 4 December
cbs Survivor

5 December
tnt Winston Cup Banquet 3x

6 December
cbs SEC Champ Game

7 December
nbc Dateline Sunday
nbc Meet The Press
fox NFL Football Single

NATIONAL BROADCAST CALENDAR
4Q03DOUG JOE TERRI PETE

7 CNBC
2 CNN
1 CNNFN
3 FNC
4 MSNBC
3 HGTV
3 LIF
10 OH!
9 WE

7 CNBC
2 CNN
1 CNNFN
4 FNC
4 MSNBC
5 ESPN
2 HGTV
3 LIF
10 OH!
10 WE

7 CNBC
2 CNN
1 CNNFN
3 FNC
4 MSNBC

4 CNBC
2 CNN
1 CNNFN
3 FNC
9 MSNBC

4 CNBC
2 CNN
2 CNNFN
2 FNC
8 MSNBC

8 December
cbs NFL Football Regional
cbs CSI: Miami

9 December
cbs David Letterman

10 December
abc Nightline

11 December
nbc Today Show
nbc Tonight Show

12 December
nbc Today Show

13 December
nbc Saturday Movie

14 December
cbs CBS Sunday Morning
nbc Meet The Press
cbs NFL Football Single
fox NFL Football Regional
fox NFL Football National

15 December
fox Mad TV

16 December
abc Nightline

17 December
abc Good Morning America
cbs David Letterman

18 December
cbs David Letterman

19 December
abc Good Morning America
nbc Tonight Show

20 December
fox NFL Football Saturday

21 December
cbs CBS Sunday Morning 2x

nbc Meet The Press
fox NFL Football Regional
fox NFL Football National

22 December
nbc Today Show

23 December 24 December 25 December 26 December 27 December
nbc Saturday Today
cbs NFL Football Saturday
fox NFL Football Saturday

28 December
nbc Meet The Press
fox NFL Football Single

29 December 30 December 31 December 1 January 2 January 3 January 4 January

M Tu W Th F Sa SuCable

5 January 6 January 7 January 8 January 9 January 10 January 11 January

NATIONAL BROADCAST CALENDAR
4Q03DOUG JOE TERRI PETE

VBA & EXCEL
PRECISION Complicated data-driven 
graphical dashboards in Visual Basic


