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ding full-service research and consulting 
exclusive combination of insight, technology 

lized service, Questar tailors our services to 
m unique needs. Our action-Oriented reporting 
delivers easily understood information, and our expertise 
in strategic planning will help lead your business into the 
21st century. 

Take the next step toward managing customer value 
and call Questar today. Because when it comes to 
maintaining and expanding your customer base, 
the key to opening doors is opening minds. 
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useful research tool that 
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effectiveness of their 
sales staff. Photo by 
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HANDS UP IF YOU NEED THE 
SPEED OF BELLVIEW SCAN. 
New Bellview SCAN will save you. 

Unlike other scanning software, it's specifically 

designed to speed through research questionnaires. 

With Bellview SCAN you get quick, accurate, 

cost-effective capture of paper questionnaires-

all but eliminating the need for manual intervention. 
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U.S. products rank high 
among Latin Americans 

Latin American consumers seem 
highly pre-sold on key categories of 

American prod­
ucts. Consumers 
of the region's 
major markets 
gave U.S. prod­
ucts consistently 
high marks for 
quality and price 
in a segmenta­
tion study, the 
MDI COM­

PASS, conducted by Market Develop­
ment, Inc., a San Diego research firm. 

A total of 2,000 adults in Argentina, 
Brazil, Chile and Mexico were asked 
their perception of the quality and price 
of automobiles, breakfast cereal, beer, 
casual clothing, toys, large appliances, 
wine and electronic equipment (TV s, 
VCRs) from the United States, Japan, 
the European Economic Union (EU) 
and their own countries. 

COMPASS results clearly reveal 
Latin American consumers' high levels 
of receptivity to American products. 
Introduction of new U.S. brands to the 
region's marketplace can benefit from 
the positive equity American brands 
already enjoy. 

In ranking best overall quality /lowest 
price, American products were per­
ceived to be the best or next best in 
seven of the eight categories. American 
toys, casual clothing and major appli­
ances were rated the best among Latin 
consumers. 

COMPASS respondents considered 
American major appliances (refrigera­
tors, washing machines, etc.) as offer­
ing the best price/value in their markets. 
In fact, those polled thought U.S. appli­
ances were less costly than those made 
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domestically. Japanese-made appli­
ances, though regarded as above aver­
age in quality, were perceived as some­
what expensive. EU-made appliances 
got the most unfavorable quality/price 
rating, ranking significantly lower in 
quality than even domestic appliances. 

Casual clothing, which includes jeans 
and athletic footwear, was another cat­
egory in which American goods were 
highly esteemed. The perception of the 
quality of domestic casual clothing was 
also high. The EU and Japan were a 
distant third and fourth , respectively, 

with the casual clothing products of 
both offering less favorable price/value 
than their U.S. and domestic counter­
parts. 

Overall , the quality ofJ apanese-made 
cars was only slightly more highly re­
garded than U.S. makes. Respondents 
did note the comparatively lower cost 
of American cars. Autos manufactured 
in the EU are perceived as expensive 
and of lower quality. 

As might be expected, Japan 's TVs 
and VCRs are perceived as the better 

continued on p. 35 

One-third of households using cellular phones 
Almost one-third (32.3 percent) of American households now have 

cellular telephones in their home or car, according to a recent nation­
wide survey by Decision Analyst, Inc. , Arlington , Texas. 

The survey of 9,400 households found that personal 
cellular phones are used most widely by those 45 to 54 
years old (39.2 percent of respondents). Cellular phones 
are used least often by those 55 and older (22.2 percent 
of respondents). 

Cellular phones are most widely used by those earning 
$40,000 or more (45.9 percent of respondents). Like­
wise, cellular phones are used most commonly by those 
with postgraduate degrees ( 41.5 percent of respondents). 

Some interesting geographical differences exist. Per­
sonal cellular telephones are found most widely in the 
South (35.3 percent of residents) and least often in the 
Northeast (29.3 percent of residents). 

"The high penetration of higher income households by cellular 
phones suggests that the cellular market will continue to grow rapidly. 
With a third of all individuals using cellular phones, the potential 
exists to reduce crime (because of widespread and quicker calls to 
police). Similarly, overall economic efficiency is theoretically im­
proved because business can be conducted anywhere at anytime with 
no delays," says Jerry W. Thomas, president/CEO of Decision Ana­
lyst, Inc. 

"The higher usage levels of cellular phones in the South is probably 
the result of aggressive marketing by mobile phone companies in that 
region," says Thomas. 

The national survey of cellular telephone usage has a margin of error 
of±1 percent. For more information call Jerry W. Thomas at 817-640-
6166. 
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Give Your Instincts A 
Reality o 

Get Real Answers With The Complete Survey And Analysis Tool 
Trusting your instincts is an important 
part of doing business . But business is also 
a lot more complicated than it used to be . 
And even if you do trust your instinct , 
you still have to persuade others. How? 
Use Market ight to ask the right qu estions 
and get real data. 

GET Qui CK A NS WERS To CR ITICAL Qu ESTI ONS. 

MarketSight is the first truly complete PC­

based survey and analysi tool des igned for 
everyday business users. It automates the 

entire process from start to finish, letting 
you conduct both simple and complex 
surveys in -house without ha ving to be an 
expert in statistics or market research. 

<4 . Howdldyouhtulb0Ul u•? 
II Throu&h•ztfnnl 
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IJ int\radtm'lmnt 

EASY SURVEY DESIGN 

5.How m.ny taautm onlh 6o youu .. u.cb ofthefollow~umcu 

MarketSight makes designing telephone, 

mail, and fax-based surveys a snap. It 

guides you through writing a wide 

variety of question types, supporting 

everything from simple multiple choice 

to open-ended text questions. 

MarketSight even comes with a unique 

how-to primer on market research that 

offers tips and techniques on 

question phrasing and survey layout. 

GET To KNOW YOUR CU STOM ERS. 

MarketSight helps you quickly collect 

DATA MANAGEMENT 

and easily understand critical information 
about your customers and prospects so 
that you can make smarter decisions. 
The more you really know, the more 
likely you are to turn those relationships 
into profits. 

REA L DATA. THE REAL DEAL. 

Real data means real knowledge. Real 
knowledge leads to better decisions. Order 
MarketSight today to reduce risks, increase 
profits, and compete with an edge. 

MarketSight painlessly handles 

everything related to managing your 

survey data. Use MarketSight's 

Interviewer, an automatically created 

data entry form, to enter results live 

during a telephone survey or from 

hardcopy responses. Behind the scenes, 

MarketSight checks, cleans, and verifies 

your data while building a database for 

later analysis. 

At $495, MarketSight is the real deal. INSTANT ANALYSIS AND PRESENTATION-QUALITY OUTPUT 

To order MarketSight call: 800-788-8840, Ext. 16 
For more information, visit our website at www.decisionarc.com 

or e-mail: info@decisionarc.com 

MarketSight's built-in wizards help you 

quickly and easily analyze your survey 

data, creating simple tabulations, cross 

tabulations, and custom analyses. 

MaketSight instantly displays these 

analyses in professional-quality tables 

and graphs. With the full formatting 

control MarketSight gives you, you're 

guaranteed attention-getting reports 

and presentations. 

A 1/ 
(' 

~ 

DECISION ~ )o- Built For Business ,., 
s }. ") 

Minimum System Requirements: PC, Windows 3.1 or higher, 8MB RAM, and 12MB of available disk space.© 1996, Decision Architects. MarketSight is a trademark of Decision Architects. 



In-Touch touches down 
in U.S. 

In-Touch Survey Systems of Ot­
tawa, Canada, has entered the U.S. 
market with its electronic data collec­
tion kiosks and hand-held electronic 
clipboards. T his approach provides 
clients with actionable information 
in as li ttle as 48 hours. It is designed 
for chain store retai ler , banks, res­
taurant and other ervice businesses 
that seek to develop an index of cus­
tomer loyalty, test a new product, 
meas ure the effectiveness of a mar­
keti ng campaign or compare perfor­
mance levels across many locations. 

It is a lso suitable for confidentia l sur­
veys of employees. For more infor­
mation call 613-24 7-7222 or visit the 
company's Web site at http:// 
www.intouchsurvey .com. 

Equifax NOS updates 
Web site, lnfomark for 
Windows 

Equifax National Dec ision Sys­
tems, San Diego, has a newly ani­
mated and interactive Web site at 
http://www.ends.com. Marketers who 
visit the site can experience consumer 
segmentation first hand by entering a 
Z IP code and playing "The Lifesty le 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ Game." The game showcases the 
~ MicroYision lifestyle segmentation 

etc" Erlich 
Transcultural 

Consultants 

Latino 
Rsian 

Rfrican 
Rmerican 
G Natiue 

Rmerican 
Research 
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I system. After entering the ZIP code, 

Full Service Domestic and 
International Qualitative 
Research Including: 
Bilingual/Bicultural Focus Groups 
In-depth/In-language Executive 

Interviews 
Simultaneous Translation 

Quantitative Research Including: 
Questionnaire Translation Into 

Familiar, Readily Understandable 
Language 

Segmentation Studies 
Full Range of Multivariate 
Techniques 

Insightful Analysis and Cultural 
Interpretation of Findings 

Highly Experienced Research 
and Marketing Consulting Staff 

Contact: Andrew Erlich, Ph.D. 
Phone: 818.226.1333 
Fax: 818.226.1338 

visitors will see photos and descrip­
t ions of the three most dominant 
MicroYision segments in that Z IP 
code. The site spot lights all ofEqu ifax 
National Decision Systems' data and 
software products. A special feature 
called Fast-Facts provides current data 
tidbits from the company's more than 
65 databases, ranging from demo­
graphic to business to consumer de­
mand data for a variety of products. 

The company has also introduced 
version 7.0 of Info mark for Windows, 
its desktop marketing workstation. 
New features make it simple to inte­
grate a company's own interna l data­
ba es into the decis ion support sys­
tem and to produce reports. 
Infomark's new M icrosoft Open Da­
tabase Connectivity interface a ll ows 
customer databases to be linked di-
rect ly to l nfomark, speeding integra­
tion with demographic, lifestyle seg­
mentation, business, consumer expen­
diture and other Equifax NOS mar­
keting information. For more infer-

continued on p. 40 
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Something to think 
about before 
you go... c... 'J': 

''Focus Group Video Conferencing 
where you never thought it could go before!'' 

TO ANY OFFICE LOCATION 
Even if you don 't own your own equipment! 
We offer the most viewing options including 35 
member facilities , public viewing rooms - we'l l 
even rent you a portable unit for your office by 
the @t 

WITH ANY CLIENT OWNED 
EQUIPMENT 
Whatever the manufacturer! 

Video 
Focus 
Direct 

FROM VIRTUALLY ANY MARKET 
No matter what size or location! 
Our unique distribution methods (with no 
equ ipment costs to our member facilities) 
allow us to equ ip any new market or facility of 
your choice on short notice! 

FOR JUST ABOUT ANY BUDGET 
With no contracts or down time charges! 

We connect to PictureTel , CLI , V-Tel , or any 
video conferencing equipment operating on 
the national standard H.320. Plus we always 
schedule a free test well in advance of your 
project. 

(800) 23S-S028 

You pay only for the video conferencing 
services you actually need - whether it's by the 
hour, by the group, or by the day. From one 
low basic fee to a number of options tailored to 
your specific project. 
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Compass Market Research 
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Assistance In Marketing 
Boston 
National Qualitative Centers 
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Assistance In Marketing 
Chicago 
Home Arts Guild Research 
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National Qualitative Centers 
Chicago 
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Precision Field Services 
Cincinnati 
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Hartford 
Hartford Research Center 
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Los Angeles - Encino 
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Ask Southern California 
Los Angeles - Long Beach 
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Los Angeles - Orange 
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Marketing Matrix 
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Miami 
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The Nashville Research Group 
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New York 
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Pittsburgh 
Focus Center of Pittsburgh 
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Guide Post Research 
Puerto Rico 
Custom Research Center 
Sacramento 
Sacramento Research Center 
San Diego 
Fogerty Group 
San Francisco 
Consumer Research Associates 
Superooms 
Toronto 
Decisions Marketing Research 
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on cue 
Mystery shopping makes sure salespeople sing 

praises of Yamaha digital pianos 

By Joseph Rydholm 
QMRR editor 
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Mystery shogging 

For most marketers, mystery hopping means sending 
consumers to a retail outlet to check on service issues 
like employee attitude and store appearance. But 

mystery shopping can be used for many other purposes, 
including boo ting product awareness. For example, Yamaha 
Corp. of America, a Buena Park, Calif., maker of musical 
instruments, uses a my tery hopping program to timulate 
interest in and sales of it line of Clavi nova digital pianos. 

When the product was introduced in 1985 it was an 
innovation, an electronic piano with weighted keys and 
digitally sampled sounds to match the feel and tone of a "real" 
piano. 

As a leader in the new piano market, Yamaha saw the 
Clavi nova line as a way to grab a share of the much larger 
used piano market while not competing against itself for new 
piano customers. The digital pianos' reasonable price points 
make them an option for consumers who may be seeking a 
used piano because they think a new one is unaffordable. 

"The market for new pianos is approximately 100,000 
pianos a year," says Jim Lynch, assistant general manager of 
the Keyboard Division of Yamaha. "The used piano market 
is 500,000 per year. Not all of those are sold - orne are 
passed between family members- but a lot of retail stores 
get customers who ay they're interested in a used piano. We 
felt if we could get those customers to look at a Clavinova, 
we'd sell a lot of product, so that 's how the secret shopper 
program started." 

Gist is simple 
The gist ofYamaha's secret shopper program is simple and 

hasn't changed since the program was introduced several 
years ago. The shopper enters the music store and tells the 
salesperson that he or she would like to see a good used piano. 
The salesperson is free to show them a used piano - that is, 
after all, ostensibly why they're there- but if the first new 
piano they demonstrate for the customer is a Clavi nova they 
are immediately given a check for $100 and told that they 've 
"won." 

"It's important to give the money to them on the spot. It's 
a completely different thing to say, 'You're a winner and 
we'll mail you the check,' as opposed to handing it to them 
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right there. It generates a lot more excitement," Lynch says. 
"When we first started doing this program the salespeople 

who won would get so excited that they'd call us. They don't 
do that so much anymore but it still creates a lot of positive 
effects. For example, if the secret shopper visits a chain store 

"Yamaha wanted to find out what 
dealers were saying about the 
Clavinova. Is it number one on 
the salesperson's mind? Do they 
tout it as being the best? Any 
manufacturer spends a good deal 
of money with the retail trade 
trying to stimulate interest in 
their brand, trying to get the 
channel to say something 
positive about their brand and 
sell it ahead of everyone else's." 

and someone wins, the salesperson will often call their 
friends in two or three stores and at that point we feel that the 
Clavi nova gets a lot of attention that it might not have gotten 
otherwise, for a low cost." 

If the salesperson doesn't show the shopper a Clavinova, 
the shopper is instructed to terminate the interaction quickly, 
without revealing their identity as a secret shopper. "If the 

continued on p. 41 
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Patterns revealed: the 
evolution of a mystery 

shopping program 
By Donna Garrou 

12 Quirk's Marketing Research Review 



Editor's note: Donna Garrou is vice president of sales and 
marketing for Shop'n Chek, an Atlanta mystery shopping 
firm. 

U rban legends are those wonderfully fantastic tales that 
travel through society only because they possess just 
enough credibility to make people wonder if they 

might actually be true, or because they grow more fascinating 
with the passage of time. Our company, Shop' n Chek, has an 
urban legend that illustrates the process that many organiza­
tions go through once they decide to institute a mystery 
shopping program. Incredible as it may seem, the following 
story is true. 

A few years ago, a potential client listened with interest to 
a presentation on how the development and institution of a 
mystery shopping program at his company could boost 
service levels and performance. Since he couldn't be out in 
the field, constantly checking the performance of his employ­
ees, he welcomed the evaluations of experienced shoppers. 

He appreciated the effort involved in finding shoppers who 
mirror his client base and understood the importance of 
questionnaire design. But then the client heard something 
that troubled him. He was told that one of the key elements 
involved in a successful program is communication and 
feedback to the front line- essentially telling employees 
that the mystery shopping program is in place. This includes 
explaining to employees why certain questionnaire elements 
are important and how each question is evaluated, and using 
the shopping program as a motivational tool. The client 
pondered this for a moment, looked quite puzzled, and asked, 
"But if I tell my employees they are being shopped- if I take 
the mystery out of it- then everyone will score 100 per­
cent!" If only it were that simple. 

In reality, mystery shopping is a proven form of customer­
oriented research which provides hard, quantifiable data on 
service performance levels. Unfortunately, simply gathering 
the data does not lead to improvements. An organization can 
be presented with the most detailed graphs and the most 
illuminating summaries of results, but if it is unwilling to 
accept the validity of data that results from a well-designed 
mystery shopping program and use that information as a tool 
to improve service, the effort is wasted. 

In Shop'n Chek's 24-year history and my personal experi­
ence working with clients for over 13 years, certain patterns 
can be observed when new programs are implemented. By 
closely examining and tracking these patterns, Shop'n Chek 
management has begun to see that they are actually a key part 
of a successful mystery shopping program's evolution. 

Often clients become discouraged initially as their pro­
gram goes through the stages described below. Before changes 
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in service delivery become noticeable to customers, the 
client's own organization must embrace the program and use 
it to achieve those improvements. 

The patterns or stages of a mystery shopping program exist 
almost regardless of the program type. These stages, while 
not scientific, are surprisingly predictable. The actual pro­
gression of these stages or patterns varies depending upon the 
organization's previous experience (if any) with mystery 
shopping, how well the program is presented to the client's 
field organization, and the type of performance incentives 
that are established. 

The number one factor behind the acceleration of this 
process is that the program be top-driven. Without the sup­
port and enthusiasm of top management, no service evalua­
tion program will be effective. Organizations must realize 
that a shopping program is instituted in order to determine 
what management is doing wrong in the selection, training 
and motivation of employees- not what specific employees 
are doing wrong. If employees are not meeting perfonnance 
expectations, it usually means they are confused about what 
is expected of them. Alleviating this confusion is 
management's responsibility- taking the mystery out of the 
process. 

Stage 1: denial 
The first stage for many organizations following initiation 

of a mystery shopping program is denial- meaning there is 
little or no acceptance that the results are accurate. How often 
has a store manager lamented after initial results are deliv­
ered: "It's impossible to believe that my cashier didn't thank 
the customer. We have training sessions on that and all my 
people do it! If only they hadn't shopped me on Saturday. If 
the company knew anything about retail they would know it's 
not fair to evaluate me then!" Criticism at this stage often 
centers around company management, the mystery shopping 
company, the shopper base and the selected scenarios. There 
are a number of reasons for this denial stage, including: 

• previous experience with poor quality mystery shopping 
providers; 

• general suspicion of corporate programs; 
• poor communication regarding how the program results 

will be utilized; 
• blaming poor results on a "bad day" or "bad employee." 
Another contributor is the often completely unexpected 

nature of the results, as Unibanco, one of Brazil's largest 
banks, can attest. As a client of Indicator, a Shop'n Chek 
licensee, Unibanco has utilized mystery shopping programs 
for six years. Their biggest surprise the first year? Tellers 
were not wearing name badges even though company policy 

continued on p. 42 
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Mystery shopping 

Taking the mystery out 

of mystery shopping 
By Mark L. Michelson 

Editor's note: Mark Michelson is president/CEO of 
Michelson &Associates, Inc., an Atlanta marketing research 
company. 

0 ver the past few years it seems everybody has become 
consumed with mystery shopping. Companies, con­

sumers and service providers are more involved with it 
today than ever before. 

Mystery shopping is known by many names: secret shop­
ping, performance evaluations, service monitoring, anony­
mous customers, quality auditing, service investigations, 
trained consumers, service checks and frontline evaluations, 
to name a few. 

No matter what it's called, mystery shopping is an evalu­
ation of the shopping/buying process provided by trained 
shoppers who know in advance what they are to evaluate. 
Mystery shoppers visit or call businesses posing as ordinary 
customers and provide detailed evaluations of their experi­
ence using written reports or questionnaires. 

Mystery shopping provides companies with a means of 
monitoring service from the consumers' perspective. It lets 
management be the proverbial fly on the wall. Mystery 
shopping is used in a wide variety of industries such as retail, 
manufacturing, hospitality (hotels, restaurants, resorts), prop­
erty management, multi-family housing, banking/financial, 
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ga station and convenience store, entertainment, travel, 
utilities, business-to-business, even medical. 

Mystery hopping is not new. It got its start over 50 years 
ago as a way to check on employee integrity and minimize 
theft primarily in the financial services industry. For several 
decades now, companies have been using mystery shopping 

to evaluate employee service and sales performance, monitor 
pricing and product quality, keep an eye on the competition 
and ensure compliance with industry and government regu­
lations. Today many progressive companies integrate mys­
tery shopping with employee training/incentive programs 
and customer satisfaction measurement. 

So why the udden interest in mystery hopping? It may be 
attributed to any of the following: a decline in the quality of 
customer service; the growth of chain tores; competitive 
pressures; and the fact that more companies are promoting 
mystery shopping services. Perhaps it seems more popular 
now because companies are getting positive, tangible and 
actionable results with their programs. 

For companies in competitive industries where product 
pricing and a sortment are no longer unique selling proposi­
tions, customer service is often the key to success or failure. 
Consider the following well known marketing mantras: 

• Why cu tomers leave 

continued on p. 44 
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THE WAY 

WANT IT. 
Generate RDD sample when and how you 

want - even using the PC you already 

have. Don't worry about blowing the 

budget, busy signals, ordering deadlines, 

turnaround time, modem problems, 

package pick-up times, sample quality, 

viruses or how well someone else's 

computer is working today. 

When you want total control over 
your sample production, 
call 215-653-7100. 

GENESYS Sampling Systems 
The first, the only. 



True-life tales in marketing research 
By Art Shulman 

Editor's note: "War Stories" isaregularfeature in which Art 
Shulman, president of Shulman Research, Van Nuys, Calif., 
presents humorous stories of life in the research trenches. 

Political pollster Arnie Steinberg, speaking at an Ameri­
can Marketing Association meeting, reported that in 
one of his surveys consumers were asked on an aided 

basis which of the potential candidates for senator they were 
aware of. One consumer indicated that he had heard of none 
of the candidates, who included the current senator of the 
state, a former vice president of the United States and several 
other luminaries. Later in the survey, when a ked what was 
the greatest problem facing the nation today, the same re­
spondent replied, "Apathy." 

Market research interviewers always record responses ver­
batim don't they? Ask that of a certain researcher, who prefers 
anonymity, who tells about reading the recorded response to 
one of the open-end questions in his study. "None of my 
business," the questionnaire said. 

Sometimes interviewer are not quite properly trained, or do 
not have common sense. An unnamed researcher at an unnamed 
upscale women's apparel retailer tells about reporting to work 
one morning at one of their stores to brief an interviewer for a 
customer exit survey. The interviewer, in her early 20s, showed 
up in a racy outfit that didn't quite mesh with the clothing 
preferences of the store's target group-although the interviewer's 
black mesh stockings did mesh with the rest of her outfit! Needless 
to say, the interviewing was cancelled for that day. 

Marketer Peter Rich of Lois/EGL recalls a time early in his 
career when he was involved with home placement of a frozen 
product. He was at the airport at a central California city, 
awaiting delivery of the product, which was packaged in a 
special version of dry ice to keep it from spoiling. Along with 
the product, also being transported in the baggage hold on that 
flight was a dog who'd just won Best in Show at the Westminster 
Kennel Club. When the flight arrived it was soon determined 
that the product apparently wasn't packed properly - the 
fumes emanating from it had taken the dog's life. 

Rich always wanted to be a killer marketer, but not that way. 
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Saul Cohen of Saul Cohen & Associates reports preparing for 
a focus group in a facility with multiple rooms. It was the 
practice of the facility management to place a sign with the 
moderator' s name on the door of each viewing room. While in 
the hallway preparing for his own group, which hadn't yet 
begun, Cohen noticed a man dash out of the room where one 
session was underway. The man, obviously in a great hurry, 
quickly strode down the hall , unzipping his fly to save every 
second, and thrust open the door with the sign "JOHN" on it. 

A few seconds later, the man exited the room apologetically, 
zipping up his pants, having just encountered the disbelieving 
stares of the clients observing the session he was a participant in. 

Joyce Rachel son of Computers for Marketing recalls a time 
over 20 years ago- the days of keypunch cards and counter­
sorters - when she was working for a major advertising 
agency. She was tabulating the results of an awareness question 
on a personal care product, where consumers were asked which 
brands they were aware of. The project analyst reque ted a 
tabulation of the number of people who had a I and a 2 and a 3 
punch. Rachelson dutifully supplied this. Then the analyst 
requested a tabulation of the number of people who had a 2 and 
a 1 and a 3 punch as well as a tabulation of the number of people 
who had a 3 and a I and a 2 punch. Rachelson told her that in 
both cases, the answer was the same as the number of people 
who had a I and a 2 and a 3 punch. 

"No it isn't," insisted the analyst. "I asked for them in a 
different order." 

Rachelson reports it took three hours of conversation and 
running the cards through the machine to convince the analyst 
that no matter what order, the answer would always be the same. 

She further reports that the analyst was soon promoted to a 
vice presidency. 

In future issues, we'll report on more quirky, loopy and 
strange happenings in the world of market research. If you'd 
like your story to be told - anything related to research is 
usable, from spilling soup on your client's new suit to cute 
answers respondents provide on questionnaires- please call 
me at 818-782-4252 or, better yet, write it up and fax it to me at 
818-782-3014 or E-mail me at rutshulman@aol.com. 0 
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When you're with FocusVision, 
you're in good company. 

Video transmission of 
live focus groups. 

T oday more and more blue chip marketers and advertising agencies 
are reaping the benefits of video transmission of their live focus groups 
with FocusVision Network. They are adopting FocusVision as their 
preferred methodology to see, hear and interact with their nationwide 
focus groups-without leaving the office. • The acknowledged 

leader in the field 

• Largest network of As America 's first and largest provider of video transmitted focus 
groups, FocusVision sets the industry standard. Only FocusVision has 
the depth of experience to deliver thousands of projects in a seamless, 
worry-free manner. 

focus group facilities. 

• Superior client service 

• Leading edge technology 
With a network of 43 client-preferred focus facilities in the U.S. and 
Britain , exclusive leading edge technology with multiple cameras and 
enhanced sound systems, FocusVision offers the quality you need. 

• Worry-free projects 

Atlanta 
Fieldwork, Inc. 
Plaza Research 
Superior Research 

Baltimore 
House Market Research 

Boise 
Clearwater Research 

Boston 
Bernett Research Services 
Fieldwork, Inc. 

Chicago Suburban 
Smith Research 
Quality Controlled Services 

~ 
~ 

1 And only FocusVision provides client-site technical support. 

1 When you've decided that you want to be in good company, 
1 call our President John Houlahan for more information, 
1 a live demonstration or a trial project 
1 at 203-961-1715. 

Chicago Downtown 
Adler-Weiner Research, Inc. 
Smith Research 
TAl-Chicago, Inc. 

Cincinnati 
The Answer Group 

Columbus OH 
Quality Controlled Services 

Dallas 
Quality Controlled Services 
Savitz Research Center 

Denver 
Information Research, Inc. 
Colorado Market Research 

Detroit 
Quality Controlled Services 

Houston 
C. Q. S. Center for 
Qualitative Studies 

Kansas City 
Quality Controlled Services 

Los Angeles 
Adler-Weiner Research, Inc. 
National Qualitative Network 

[Quick Test} 
Trotta Associates 

Los Angeles Orange Ctv. 
Trotta Associates Irvine, c4 

Minneapolis 
Orman Guidance Research 

Nashville 
Quality Controlled Services 

New Jersey 
Schlesinger Associates, Inc. 
TAl- New Jersey, Inc. 

New York City 
Murray Hill Center 

Philadelphia 
Philadelphia Focus 

Phoenix 
Fieldwork, Inc. 

Raleigh 
L&EResearch 

Sacramento 
Research Unlimfted 

San Francisco 
Ecker &Associates 
Fleischman Field Research 

Seattle 
Gilmore Research Group 

St. Louis 
Quality Controlled Services 

Tampa 
Superior Research 

Washington, D.C. 
House Market Research 

Westchester, NY 
Fieldwork, Inc. 

London, UK 
Field Facts International 

Toronto, Canada 
Focus First 

~ 'FocusVrsroN™ NETWORK, INc. 1266 East Main Street • Stamford, CT 06902 • (2031 961-1715 



Mystery shopping 

Mystery shopping scams hurt 
researchers, 
consumers 
By Mark L. Michelson 

Editor's note: Mark Michelson is 
president/CEO of Michelson & Associ­
ates, Inc. , anAtlantamarketing research 
company. 

industry and affect everyone's ability ran classified ads that asked people to 
to recruit shoppers. call a local number for information 

One of the most notorious of these on mystery shopping opportunities. 
scam operators has advertised in nu- Once people called this number, they 
merous newspapers throughout the were told to call another number us-

B eware of mystery shopping em- country. Because of their widespread ing a special international access num­
ployment fraud. Recently mys- advertising, it is no longer possible to ber to reach area code 809. They were 
tery shopping has become a popu- place ads for mystery shopper in told there wou ld no additional ex­

lar target of scam operators. This past many newspapers. These swindlers pense other than the cost of a normal 
summer we saw numerous long distance call. In fact, 

~--------------------------------------~ advertisements for mystery calling this number cost 

shoppers to earn incredible How to 1·dentl·fy a scam unsuspecting con umers at 
income such as $347 a week least $30 and as much as 
or $24,000 a year. In addi- $100. 
tion, there are several books Callers heard a recorded 

being sold that list market- • The consumer is promised message that lasted over 2o 
ing research companies and minutes and provided unre-
giveconsumers"advice"on unrealistic earnings such as alistic information on mys-

how they can earn a living $347 a week or $24,000 a year tery shopping opportunities 
as a mystery shopper or pro- and I is ted the names and 
fessional focus group par- or the ability to get free big- addresses of 17 companies 

ticipant. These books and ticket merchandise. that hire mystery shoppers. 
advertising schemes prom- All but one of these com pa-

ise much more than what • Consumers are not made aware of nies were ti sted without 
can realistically be earned their knowledge or permis-
by the average consumer, charges made to their phone bill. sion. 

and in some ca e advertis- - Consumers are promised ongoing Obviou ly, people have a 
ers are charging people for de ire for the type of part-
this information without income opportunities for a fee, time work that mystery 
their knowledge. These t t t t• k shopping offers, and they 
fraudulent activities can no emporary par - lme wor . are very interested in the 

damage our reputation as an 
continued on p. 47 
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More than measurement~ 
Next-generation 

Mystery Shopping. 

See your company as your customers do with Virtual 
Customerssm from Maritz. No matter what your line of 

business, or where you do business in the U.S., we 
provide a fast, accurate assessment of actual service 

levels compared to the standards you've established. 
D Virtual Customerssm brings you the next generation 

of mystery shopping. Backed by 10,000 individuals 
nationwide, a sophisticated electronic management 

system, dedicated mystery calling stations, a complete 
certification and training process, and a committed team 

of professional researchers, we focus on getting you the 
critical intelligence you need to stay customer-oriented. 
D Monitor results as often as you like. Get reports in as 

little as 24 hours ••• and get expert analysis that can only 
come from Maritz. D But here's the clincher. When you 

choose Virtual Customerssm, you initiate a fully-integrated 
service-quality evaluation process that takes you from 

problem definition all the way through strategy development. 
And at every step,we use Virtual Customerssm data to help 

you design and integrate improvement strategies throughout 
your company. D Want to know more? Just call (800) 446-1690. 

And see your company the same way your customers do. 

MARKET I NG RESEAR H I C . 

~tluut~® 
http:/ ;www.maritz.comjmmri.htm 



Melinda Dyer-Martin has joined 
Meldrum & Few smith Communications, 
Cleveland, as vice president, account 
planner. 

Dyer-Martin Kime 

Melissa Kime has joined Edge 
Healthcare Research, Inc., Nashville, 
as a project coordinator. 

SDR, Inc., an Atlanta research firm, 
has added 10 staffers to expand its 
consulting and advanced analytics 
team. Jay Weiner, Steve Ballou and 
John Wurst have joined the firm as 
senior consultant, research methods. 

ADDITIONAL SERVICES: 

* BRAND STRATEGY 

* BRAND IDEATIONM Creative 

* BRANDSEARCH5
M Trademark Screening 

James McGee, William Randall 
Clark, Brian Griner and Reba 
Copeland have been named senior 
research associate. And Leslie Jones , 
Sheila Hall and Joe Utz have been 
named research associate. 

George Fabian has retired as full­
time director of Audits & Surveys 
Worldwide's International Division. 
Fabian will serve ASW on a part-time 
basis as a liaison to ASW' s interna­
tional clients and affiliates. Allen 
Khorami has been named the new 
International Division director. 

VMI Communications & Learning 
Systems, Inc., a Chicago firm provid­
ing international copy testing and 
market research , has added several 
new staffers: Vincent Bitetto has 
been named marketing and public 
relations coordinator; Elizabeth 
Lydon has been named project man­
ager; Randal Ries has been named 

AT&T, A.H.P., Bayer, Chrysler, Conoco, DuPont, 
Fruit OfThe Loom, General Motors, Glaxo Wellcome, 
Hershey, J &J, Lever Brothers, McDonald's, Merck, 
Mobil Oil, Procter & Gamble, Ralston Purina, 
Sara Lee, Searle, Sprint and other industry leaders. 

' 
For our Brochure, References, or Brand Building Seminar pletlSe contact any of our offices. 

NEW YORK 
Vincem Morella TEL (212) 557-2 100 

~! 
j:\~IIS L. D LI IORI 

Prrsidrnt & C.L.O. 
Ill 1~ I ~I '1'1- ~ IIIII 
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LOS ANGELES 
Irwin Moskowitz TEL (310) 284-3201 

CHICAGO 
Michael Grove TEL (312) 214-1 500 

MIAMI 
Dave Dettore TEL (305) 374-2500 

DURHAM 
David Floyd TEL (919) 572-9311 

Visit our web site at: 
http://www.brandinsr.com 

BI ,i. 
BRAND INSTITUTE, inc. 

research analyst/new project coordi­
nator; Frank Bavaro has been named 
data processing/database coordinator; 
and Todd Gustafson has been named 
senior manager of quantitative re­
search. 

Kate Stubbs has been named glo­
bal research director at The 
BrainWaves Group, New York City, 
an independent consulting and re­
search subsidiary of The MacManus 
Group. 

Jack Ward has joined Marketing 
Leverage, Inc., Glastonbury, Conn., 
as senior consultant. 

Mike Itashiki has been promoted 
to marketing re search manager at 
Lyrick Studios in Richardson, Texas, 
producer of TV shows "Barney & 
Friends" and "Wishbone. " 

Hispanic & Asian Marketing Com­
munication Research, Belmont, Ca­
li f., has added Carolina Echeverria 
and Horacio Segal to its staff of quali­
tative researchers. 

Bruce Hall has joined Howard, 
Merrell & Partners , Raleigh, N.C., 
as vice president and director of mar­
keting analysis. 

Paul Root, president of the Mar­
keting Science Institute, Cambridge, 
Mass., has been named to the advi­
sory board of the University of Texas 
at Arlington ' s master of science in 
marketing research degree program. 

Gregory Wills has been named vice 
president and senior consultant for 
St. Louis-based Aragon Consulting 
Group, Inc. 
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The American Marketing Asso­
ciation and The Wharton School an­
nounce the annual call for nomina­
tions for the Charles Coolidge Parlin 
Award. The award was estab li shed 
in 1945 by the Phil ade lphia Chapter 
of the AMA and The Wharto n School 
in association with the Curtis Pub­
li shing Company to honor academics 
and practitioners who have demon­
strated outstanding leadership and a 
susta ined impact on advancing re­
search over an extended period of 
time. This impact might be reflected 
in one or more of the following ways: 
new concepts, methods and model s 
for measurement and ana lysis that 
expand the capabi liti es of organiza­
tions to achieve a better understand­
ing of markets, customers and con­
sumers; creative integ ration of exist­
ing methodolog ies and an understand­
ing of information needs resulting in 
more widespread use and/or appre­
ciation of marke ting researc h; dem­
onstrated leadership resulting in 
stimulating the effective use and va lue 
of marketing research and market 
based knowledge. All nominations 
mu s t include: the nominee's f ull 
name, title, address and phone num-

ber; a description of the work done by 
the nominee that qualifies them for 
the award; the fu ll name, title, ad­
dress and phone of the person making 
the nomination. Nominations should 
be submitted by March 1, 1997, to 
Patricia Goodrich , director, Market­
in g Resea rch Division , American 
Marketing Association, 250 South 
Wacker Dr., Suite 200, Chicago, Ill., 
60606 . Phone 3 12-831-2721. Fax 
3 I 2-648-461 9. 

Tulsa Surveys has a new facility at 
4928 S. 79th E. Ave. , Tul sa, Okla., 
featuring larger rooms , new record­
ing equipment, seating for respon­
dents and c li ents and easy access to 
airport and hotel s. For more informa­
tion call 9 18-665-3311. 

AFFINA Corp. , a Troy , Mich. , re­
search firm , has been chosen by 
Hewlett-Packard to he lp it eval uate 
and improve the quality of sa les and 
service support provided to resellers 

of HP equipment. The company has 
a lso been chosen by the United States 
Postal Service to help it a sess the 
potential for marketing products over 
the World Wide Web via the USPS 

WE TAKE MYSTERY SHOPPING SERIOUSLY 

PRECISION FIELD SERVICES 

847 • 390 • 8666 For Chicago Area Shopping 
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Internet site. 

Elrick & Lavidge has entered into 
a strategic partnership with INRA 
(Europe)- an international research 
group owned in majority by Sample 
Institut with its coordination office in 
Brussels - and Haug International 
of Los Angeles to provide global 
marketing information services. The 
combined partnership will have rev­
enues in excess of $200 million, of­
fices in 23 countries and a staff of 
over 1 ,200. Key terms of the agree­
ment include the development of joint 
syndicated or continuous research 
products and services and the ex­
change of custom research projects 
between the U.S. and Europe. 

Remedy Research, a division of 
Rx Remedy, Inc. , a Westport , Conn. , 
marketing and publishing firm, has 
announced plans to launch the larg­
est-ever study of the impact of os­
teoporos is on mature Americans. 

Beginning this month , a detailed sur­
vey will be sent to 30,000 osteoporo­
sis sufferers selected from the Rem­
edy Consumer Healthcare database, 

continued on p. 72 
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Researcb perspectives 

Editor's note: Tim Huberty has taught Applied Marketing 
Research at the Graduate School of Business of the Univer­
sity of St. Thomas in St. Paul since 1988. 

B udget cutbacks. Downsizing. Time constraints. Trying 
to keep up with the latest techniques, latest technolo­
gies. How can a research manager get anything done 

anymore? 
If this situation sounds familiar to you, you may want to 

consider tapping a valuable resource: students from the market­
ing research classes at your local college or university. 

It' s a relationship made in research heaven: They need you as 
much as you need them. During my 10-yeartenureas an adjunct 
faculty member, I've supervised over 100 teams with over 70 
different clients. Almost every company that has worked with 
a team of students has proclaimed it to be one of the most 
valuable experiences they ' ve ever had. These clients have 
ranged from Fortune 500 companies like Northwest Airlines, 
3M and General Mills to small entrepreneurs hoping to make 
their first million by finding customers for their latest invention. 

Benefits for students and clients 
The advantages far outweigh the disadvantages. Students 

have much more time and energy than you ' ll ever have. In some 
ways, the stakes for them are also higher. In addition to the 
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Student 

research 

teams: better 

than the real 

thing 
By Tim Huberty 

obvious grade, they' re vy ing for something much more valu­
able, something money can' t buy: ex perience. (You' re onl y 
working for a paycheck.) There's nothing more impress ive on 
a resume than noting that you have worked for a real client on 
a real marketing research project. The final written report is also 
something a student can take with them on a job interview. 
Several students have used these courses as meal tickets. ln fact, 
I' ve hired several myself. "Marketing research tex tbooks are 
worthless," says Paul Nicholas, marketing director at Minne­
apolis-based Vaughn Communications. "You just can' t beat 
this kind of experience. You have to li ve it to learn it." 

On the first day of class, my students are given a simple 
challenge: "Do it better than a supplier. If you do, you' II get an 
A. If not, you won ' t. " That challenge becomes the moti vation 
through four long months of hard work. Essenti ally, these 
students become a marketing research company - writing a 
proposal and questionnaire, overseeing the fie ldwork, analyz­
ing and interpreting the data and wri ting the final report as well 
as presenting results to the client. 

For the client, the benefits include a real-world refresher 
course that's better than any high priced seminar at a fancy 
resort in the middle of January. The students' inquisiti veness 
rejuvenates a research manager like nothing else can. Suddenly, 
everyday assumptions and habits are called into question. 
"Why do we do it that way?" Nothing is more valuable than 
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loolGng at one's job from a new perspective. "I can't believe 
how much I've learned from the students," says Dave Bonko, 
marketing director at Pro Insignia, Eagan, Minn. "We also have 
the opportunity to evaluate new product opportunities and try 
out new marketing research techniques." 

Notice that cost wasn't one of the first items mentioned. 
Companies do save money, but oftentimes these savings are 
overshadowed by the benefi ts li sted previously. Rule of thumb: 
Students can save up between 25 to 50 percent on the cost of a 
project - much, much more if one tries to figure out how much 
a real-world supplier would charge for hundreds of hours of 
developmental and analytical time. 

One of the greatest rewards comes at the end of the semester, 
during the conclusion of the student presentation, when you 
hear the students "extend" the research. For four months, the 
students have submerged them elves in a client's bu iness. 
More often than not, they come out knowing more about the 
business than you do. In their presentation, based upon a 
summary of the data, they offer recommendations of what they 
would do "if thi s were my business." 

"Yeah, that patt is the most fun," says Bob Wills, director of 
computer operations for Ramsey County in St. Paul , a former 
student and client. "The students get a unique perspective of the 
company and offer all these suggestions, completely unbur­
dened by internal politics and warring factions. They don ' thave 
to worry about drumming up future business." 

Disadvantages are few 
The di sadvantages? For the students it 's not knowing what 

they don ' t know. Let's face it: Enthusiasm only goes so far. At 
some point - usually sooner rather than later - the client 
realizes that the students don't know everything. Not yet 
anyway. Therefore, it's going to take some patience to harness 
this mental powder keg. You have to spoon-feed them- and 
then watch to make sure that they don ' t stray too far. 

Thus, there is a time investment for the research manager. On 
the other hand, how much time is wasted in "continuing 
education" seminars, courses, books, etc., that are attended, 
read and forgotten by the time one returns to the office? 

Good students, good clients 
In some areas, students have far more expertise than tradi­

tional research suppliers. Two of these areas include competi­
tive research and research on the Net. Suppliers are too quick to 
roll up their sleeves and get going. Students, on the other hand, 
prove to be better detectives. They tend to carefully and 
painstakingly analyze, then react. One client recently told me 
that, "After the students came up with all their secondary 
information, I serious] y considered canceling the whole project. 
I had no idea my competitors were up to this much stuff." 

So who is better suited to this lUnd of work, an undergraduate 
or a graduate student? Undergraduates have more time and 
more enthusiasm, but oftentimes it's like baby-sitting puppies. 
They certainly throw themselves wholeheartedly into a project, 
but, through no fault of their own, they often lack the intellectual 
firepower of graduate students. Besides beingolder(and smarter), 
the "old dog" grad students usually have actual work experience 
under their belts which they bring to the project. I'm not 

HOW MUCH CAN YOU SAVE 
AT A NICKEL A NUMBER? 

PLENTY. 
If you buy random digit samples, our 
standard price of a nickel a number can 
really add up to big savings. Like 37% to 
68% over your current sampling supplier. 
The best part is there's no sacrifice of 
quality or service. Ask around. We even 
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sTs 
SCIENTIFIC 
TELEPHONE 

SAMPLES 

remember little niceties. Like a 100% 
guarantee. Professional advice. 24 hour 
service. An aggressive discount policy. 
Free record coding and sampling reports. 
No contracts to sign. Even an 800 number. 
Call STS now at 1-800-944-4-STS. 
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"Finally 
a decent focus 
group room," 
spoke Anne 

Er ... we mean Spokane as in Washington. Consumer Opinion 
Services is proud to announce the reopening of our Spokane 
Focus Group Facility. The new room is great, offering a 
tapered table, full audio visual services and the kind of 
environment you've come to expect from C.O.S. Give us a 
call at 206-241-6050 for your next focus group. We think 
you'll agree with Anne. 

Consumer Opinion Services 
••••••••••We answer to you 
12825 1st A venue South Seattle Wa. 98168 
206-241-6050 FAX 206-241-5213 
Ask for Jerry or Greg Carter 

Seattle+ Portland+ Spokane+ Boi se + San Jo se 
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OBJECTIVE: 
Expert information for better sample design and analysis. 

SSI SOLUTION: 
Leslie Shifrin, President, and Lynda Manning, Vice President of 
Field Operations, at Shifrin Research, Inc. in ew York City -
"When we ask important questions about sampling issues, such as 
total population representation or profiles of target segments, we get 
detailed information from SSI. With other companies, we would get 
blank stares. SSI has a lot more knowledge and experience. The 
information from SSI is useful not just in terms of implementing 
research, but in terms of custom designing projects and then creating 
better analyses for our clients." 

Call SSI for sampling solutions at 203-255-4200 or send 
e-mail to info@ssisamples.com. 

_....-: Survey 
• ~ Sampling, 
:::...... Inc.® 

Pa rrne rs w ith survey 
researche rs s ince 1977 

dismissing undergraduates, I'm just say­
ing they need tighter supervision. 

So who make a good client? Gener­
ally, the client we look for are people 
with a background in marketing (not nec­
essarily marketing research), who are a 
little bored with doing the same things 
over and over again. The best clients are 
those who are flexible and curious. They 
know there's an answer out there some­
where and getting to that answer is what's 
most important. The client has to be will­
ing to share everything he or she knows 
about his company. (More often than not, 
both students and instructor sign confi­
dentiality agreements.) 

It's crucial that the client has some 
knowledge of marketing research. The 
few projects which went poorly did so 
because the students knew more market­
ing research than the client - after only 
one class. One time, at the first student­
client meeting, the students were asking 
questions. The client became exasper­
ated and said, "You tell me! You ' re the 
experts." The person became an ex-client 
before the end of that meeting. 

Another I i ttle secret: Past students make 
the best clients. They've been through the 
wars. They know what's required. They 
have the patience to work with new stu­
dents. An added benefit of this relation­
ship: Their companies (who frequently 
paid fortheircourse in the first place) end 
up benefiting twice. "I thought I learned 
a lot in class," says Todd Bille, director of 
operations at Satisfaction Management 
Systems, Minnetonka, Minn. "I was 
amazed at how much the world had 
changed once I became a client." 

How it works 
Working with students is pretty much 

like working with a research supplier. 
The project timetable is often just as 
similar. 

I . Clients contact the school and, even­
tually , the instructor. The instructor 
screens the clients and determines their 
suitability for the students. Thi s first step 
is often the most important, as the in true­
tor has to play matchmaker for two par­
ties who have yet to meet. At this time, the 
instructor gives the client an assignment: 
typeaone-page ummarydescribingwho 
the client is and what questions he or she 
wants answered by the end of the semes­
ter "or the whole project will be a waste of 
time." 
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2. Students and clients should meet 
during the second week of class. Things 
are too hectic during the first week of 
class. Students are dropping, adding and 
transferring classes. By the second class, 
student teams have formed and students 
are ready to get to work. (Experience has 
shown that three students make the most 
workable team.) During this first meet­
ing, students and clients agree to the best 
time for their weekly meetings (more 
about that later). Also, students and cli­
ents - together - complete a "client 
information sheet." This sheet covers the 
following information: 

• Background: Full statement of prob­
lem origin. Relevant details of situation. 
Various points of view with respect to the 
problem. 

• Objectives: What one main question 
and five to six secondary questions must 
be answered in order to prevent this re­
search from being a wasteoftime/money? 

• Secondary research opportunities: 
Availability of previous studies? Annual 
reports? Articles?Websites?Tradeasso­
ciations? 

• Budget: Maximum amount which 
can be spent. 

• Application: Complete description of 
decisions to be made on the basis of this 
research study. What specific actions will 
be taken pending results? 

3. Throughout the semester, chunks of 
the projects have to be completed within 
"carved in stone" deadlines. Deadlines 
are sacred since students have a very 
finite amount of time to work on the 
projects. Unlike real-world suppliers, their 
semesters have a definite ending date. 
They must complete their work within a 
given period of time - or you end up 
doing it yourself. A surning that the se­
mester is 15 weeks(roughlyfourmonths) 
long, the following timetable works best: 

• The proposal should be signed by the 
end of the fourth week of class. 

• The questionnaire should be approved 
and in the field by the sixth week of class. 
Two to three weeks are allowed for data 
collection. 

• Data tabulation can take one week 
(for telephone surveys) or two weeks for 
mail surveys. No matter what methodol­
ogy i used, the students should be ex­
pected to code all open-ended questions. 

• Plenty of time should be allowed for 
analysis- usually two to three weeks. 
This is rea11y where the students have the 
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chance to shine. 
• Presentation and report usually re­

quire another one to two weeks for 
completion. 

As these deadlines are being met, 
lecture topics address each of the appro­
priate areas. Thus, class time and project 
work follow parallel paths. 

Rules of the road 
Obviously, a process this good needs 

orne ground rules to operate smoothly. 
There aren't many, assuming both par­
ties follow the guidelines previously 
stated, but both parties have to under­
stand up front how the process works. 

It's not free! Somehow, somewhere 
clients have come to assume that this 
process doesn't cost a dime. Wrong! 
Although students donate hundreds of 
hours of their time, they cannot be ex­
pected to pick up out-of-pocket costs. 
These costs include duplicating of mail 
surveys and postage as well as paying 
the telephone vendors who will collect 
data for a phone survey. It includes the 
cost of producing colored overheads 
and copying final reports. The students 
don't do the calling. This is the real 
world, after all- you don't make all 
your own phone calls, do you? 

How much does a student study actu­
ally cost? Experience has shown that a 
mail survey will generally cost $1,500, 
whereas telephone interviewing is of­
ten twice that. It is important to note that 
this money goes exclusively for out of 
pocket cost. The students do not receive 
any compensation for their time. The 
instructor should not receive anything 
beyond his normal teaching salary. (In 
other words, student research teams 
should not be slave labor for an 
instructor's consulting business.) 

There are cost efficiencies, however. 
Oftentimes, local suppliers will give 
students a break. They are smart enough 
to recognize that these same profession­
als will be looking for marketing re-
earch suppliers down the road. Here in 

Minneapolis, Northstar Interviewing has 
done telephone work for students. Both 
Project Research and Focus Market Re­
search have allowed us to use their 
focus group facilities for field trips. 
Later, many students- including me 
- have gone back to Northstar, Focus 
and Project Re earch for work for their 
own employers. 

Understanding Hispanics' 

lifestyles, values and culture 

can mean the difference 
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Whenever the students do mail sur­
veys, it's very helpful if the university 
allows them to send out surveys under 
institutional letterhead. Not only does 
thi s add to the credibility of the re­
search, but it also contributes to some 
very impressive response rates. In the 
past 10 years, covering over 50 mail 
surveys, only twice have the students 
failed to achieve a response rate of less 
than 35 percent. 

There 's no uch thing as too many 
meetings. A good rule of thumb: Clients 
and students should meet at least once 
per week (outside of class time, of 
course). Since the students are often 
worldng full- or part-time, it is impor­
tant to schedule meetings when it is 
most convenient for everyone. In the 
past, successful meeting times have been 
before the workday begins, first thing in 

It's important to 
recognize that this is a 
mutually beneficial 
relationship. In other 
words, the client is not 
benevolently "helping 
out a bunch of kids." 
Thus, it is inappropriate 
for the client to selfishly 
expect the students to 
accommodate his 
schedule. Working with a 
student team is a two­
way partnership, not a 
one-way ego trip. 

the morning, or right after work. It is 
crucial that the client be available to 
meet (i .e. , consult) with the team. 

At the same time, it is important that 
the instructor meet with the students 
and clients several times throughout the 
semester. My rule: Students must meet 
with me three times (outside class) and 
two times with me and the client during 
the course of the project. This allows me 

to keep close tabs on what is going on . 
It al so shows the cli ent that the instruc­
tor is involved, that there is some con­
trol over where hi s or her money is 
going. 

It 's important to recogni ze that thi s is 
a mutually benefi cial relationship. In 
other words, the client is not benevo­
lently "helping out a bunch of kids." 
Thus, it is inappropri ate for the c li ent to 
selfi shl y expect the students to accom­
modate hi s chedule . Working with a 
student team is a two-way partnership, 
not a one-way ego trip. 

Finally, at least once a week before 
formall y begi nning a new class, each 
student team is ex pected to give a one­
minute progress report to hi s peers. 
The other stude nts are enco uraged to 
ask qu es tions and offer sugges tions . 
This enables stude nts to learn from 
each other and prov ides an informal 
baromete r of where they are vs . the 
othe r teams. 

Tremendous rewards 
So, that's it. Simple. A small invest­

ment reaps tremendous rewards. One 
problem is that clients keep coming 
back, wanting more work from more 
student teams. It 's an enviable position 
to be in - being able to turn away work. 
Typically , we have twi ce as many po­
tenti al c lients as student students. 

For the instructor, the greatest reward 
comes during the client presentation 
when the students are presenting the 
study's resul ts . The student have pre­
sented to as few as one c lient to as many 
as II 0 people. No matter how many are 
attending, all sit in rapt attention , treat­
ing their presenters as experts, knowing 
that at no other time wi II they work with 
a group who can provide a more in­
depth understanding of their needs. 

That's when the students at o recog­
nize that they've moved beyond the 
realm of grade- moti vated worker to pro­
fessional consultant. They ' ve come to 
reali ze that "Nobody could have learned 
more about marketing research, that 
nobody could have put in more blood, 
sweat and tears, that nobody could un­
derstand the business more than we do ." 
They've also learned th at, he nceforth , 
eve ry marketing researc h suppli er 
they deal with will be expected to li ve 
up to the standards they have set for 
them elves. 0 
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Marketing to women 

Editor's note: Amy J. Yoffie is president of Research 
Connections, Inc. , an on-line marketing research firm in 
Westfield, N.J. 

W hen John Adams went off to Philadelphia in 1776 
to write the Declaration oflndependence, his wife 
Abigail admonished him to "Remember the la­

dies" in the nation 's laws. Abigail's words, which fell on deaf 
ears then, are coming back to haunt on-line marketers today, 
as they struggle to take advantage of the economic poten­
tial of the Internet in general, and the World Wide Web in 
particular. 

If you have been on the Web recently, you have discov­
ered, as I have, how little marketing to women there is. 
It's not that there aren't sites directed toward women­
there are. It's just that advertisers are ignoring them. Few 
women-focused sites have advertising, as marketers con­
centrate their time and money on sites where they expect 
to find men. The reason? Marketers are convinced that, 
given the dominance of men on-line, they do not need to 
be concerned about women on-line. Their perspective 
tends to be: "Women are not there, so who cares?" 

They hould. For while most marketers focus on the 
fact that two-thirds of on-line users are males , they ignore 
the obvious point that one-third are females. According to 
a report from Forrester Research , the number of women 
on-line will grow over 250 percent to reach 18 million in 
the next four years. Furthermore, the report says, working 
women will be the fastest growing egment, followed by 
women attending college and educated moms who stay at 
home with their kids. Kate Del hagen, author of the report, 
states: "These influenti a l female consumers will have a 
significant impact on the Internet's development as a 
medium for commerce, communication and entertain­
ment. " 

The heer size of thi s group is reason enough for 
marketers to search for ways to reach women on-line. 
Here are seven other reaso ns why marketers should heed 
the call to "Remember the ladies." 

1. Women have money. Across a number of studies, 
median household income for Internet users has been 
estimated at $60,000. Women's Wire, a popular Web site 
for women, reports that more than 38 percent of women 
who visit there enjoy thi s same income level. Women on­
line have discretionary income to spend and are willing to 
spend it. Last year, Regina Brady, CompuServe's director 
of interactive marketing , said that: "Women on-line are in 
higher positions and [earning greater] incomes than men 
on-line- you're getting influencer ." So, not only will 
women purchase items on-line, they will influence others 
to do so, especially when they are presented with quality 
products and positive buying experiences. 

2. Women are looking for ways to save time. Most 
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women wi ll tell you that the bi gges t problem they have is 
finding enough hours in the day. A survey administered 
by Interactive Publishing Alert (IPA) found that women 
are more likely to go on-line if they see a practical way to 
save time and money. The Forrester report confirmed this, 
finding that a major obstac le to women spending on-line 
is lack of time. Thi s means that marketer must find ways 
to save women time on- line, with easy-to-use naviga­
tional tool s and on-line ordering mechanisms that are fast , 
easy and efficient. In a recent on-line discussion, even 
women who like and have the time to go shopping in 
stores said they would shop on-line, if merchants made it 
easy and quick to order there. 

3. Women are more likely to shop. Women purchase 90 
percent of home products, clothing, health care and per­
ishable products. There is no reason to think this pattern 
wi ll change on-line, any more than we wou ld expect men 
to change their buying habits. In fact, marketers confirm 
that men don't shop any more on-line than they do off­
line. With median sales at corporate Web sites averaging 
$10,000 a year or less, one can only conclude that whi le 
men are the dominant users of the Internet, they are not 
doing so for the purposes of buying something. When they 
do shop, their purchases are targeted, which mirrors their 
off-line shopping behavior. They shop on-line to fulfill a 
social obligation - send flowers, buy cards, order an 
expensive gift. They also go on-line to get the best deal on 
equipment, compari ng equipment features and costs . As 
noted by Phred Huber of Dean & Associates, on-line 
marketers have a choice - they can try to convert men 
into shoppers or they can reach out to the women already 
on-line and also work to attract more women to this new 
medium. 

4. Women are heavy users of credit cards. Right now, 
credit card transactions are the most popular payment 
method on the Web. Therefore , marketers need to get the 
word out that using a credit card on-line is as safe- and 
perhaps safer - than using one in-person or by phone. As 
Newsweek's Jane Bryant Quinn noted recently, "When 
prudently used, the Net today i afe enough for personal 
shopping, investing, and even banking on-line . . . You're 
at a greater risk when you hand your credit card to a waiter 
than when you use it to shop by computer, provided that 
your electronic business is hand led entirely in code." 
Marketers who reassure women that their on-line credit 
card transactions are safe are like ly to see an increase in 
on-line business. 

5. Women are going on-line seeki ng information. They 
are looking for solutions to health problems, political 
choices , how to parent, and more. According to IP A, 
"Women on-line are interested in software and quilting , 
political discus sions and cooking, fem ini sm and phys­
ics." The most successful commercial enterprises on the 
Web have been among marketers of big- ticket items, li ke 
automobi les, travel and electronics, where information is 
critical to consumers. It may be that they have been 
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successful not because of the cost of 
what they are selling, but because of 
the amount of information they sup­
ply on-line. Ultimately, this is what 
makes the Web valuable to women, 
and these are the sites that women will 
visit before buying. Marketers who of­
fer strong and informative content will 
attract women to their sites and earn 
both their loyalty and repeat visits. 

6. Women are catalog purchasers. 
Marketers believe that one of the big­
gest obstacles to on-line shopping is 
the need to pay shipping and han­
dling, but they are forgetting a very 
important segment of buyers- cata­
log shoppers . Women are the pre­
dominant catalog purchasers, and 
those who do so already accept these 
costs as the price of convenience. To 
save time, they are willing to pay the 

While the value of the Web 
as a marketing vehicle is still 
evolving, it is clear that if 
women are not at the table, 
the full economic benefits of 
on-line commerce will never 
be achieved. Already, we 
know that women need a 
certain comfort level about 
going on-line that shields 
them from harassment and 
makes it easy for them to find 
out what they want to know. 

premium prices that on-line market­
ers charge. 

Furthermore, women who order by 
catalog are used to making decisions 
without touching and feeling the mer­
chandise. They also are used to wait­
ing for their purchases to arrive. Mar­

keters who make this process easy 
and who send E-mail order confirma­
tions, as well as notifications when 
the merchandise is sent out, are most 
likely to attract and retain women 
buyers to their sites. 

7. Focusing on women works. Com­
panies have learned that if they target 

advertising to women, they can sell 
them traditional male-oriented prod­
ucts like software. Microsoft found 
this out accidentally when, after show­
ing a TV ad of a mother using Encarta 
with her daughter, inquiries to retail­
ers rose 40,000 higher than antici­
pated in a two-week period. In the fall 
of 1995 , Borland software ran its first 
ad featuring businesswomen using 
Quattro Pro and reported that its sales 
rose 40 percent, with nearly all of 
these buyers being women. Similarly , 
when Borland conducted point-of­
sale interviews to determine who buys 
games for children, nearly 100 per­
cent were mothers who both brought 
the children to the stores and made 
the final deci sion about buying the 
products. This model will find suc­
cess on-line as well. 

So, while John Adams failed to 
heed Abigai I' s advice, marketers need 
not make the same mistake. Like au­
tomobile dealers who learned that 
women do in fact buy cars, those who 
seek to realize the vast potential of 
electronic commerce will have to ex­
pand their efforts to include all mem­
bers of the buying public. 

While the value of the Web as a 
marketing vehicle is still evolving, it 
is clear that if women are not at the 
table, the full economic benefits of 
on-line commerce will never be 
achieved. Already, we know that 
women need a certain comfort level 

about going on-line that shields them 
from harassment and makes it easy 
for them to find out what they want to 
know. Friendly, easy-to-find store 
fronts and cybermalls, comprehen­
sive information that aids in the pur­
chase deci sio n, and ease-of-buying 
wi II vastly change the earning poten­
tial of the Web. 

As noted recently in Advertising 

Age: "The developments of the next 
year will dictate whether the Web 
becomes an indi spensable advertis­
ing vehicle or another over-hyped and 
under-delivered technology develop­
ment ... Next year is the year [on-line 
marketers] show value, or [they] 
don ' t survive. " Delivering the po­
tential of women buyers is critical 
to thi s survival. 0 
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Concept testing 

Testing product 
innovations: a case history 

By Ben Luden 

Editor 's note: Ben Luden is a freelance writer in 
Westport , Conn. 

The alarming, disappointing and expensive rate of new 
product and service failures impel marketing research­
ers to sharpen their concept testing techniques. To help 

minimize these marketing risks, two essential goals of testing 
product innovations should be: to determine whether the 
innovation serves a current need or potential interest; and 
to present the innovation to potential users in a blind 
fashion (more on that later). Only if these two conditions 
are met should further research be considered. 

Next , the marketer must measure the concept/innova­
tion in relation to s imilar, though not necessarily identi­
cal, kinds of product or services. In short, the aim should 
be to design the research in a way that simulates actual 
conditions, i.e., marketplace reality , as c losely as pos­
sible. It was with these requirements in mind that the 
following experiment was designed and conducted. 

General Electric was considering designing and build­
ing a hose reel into a canister vacuum cleaner. Since no 
such device existed at the time, it was a genuine innova­
tion. 

The customary procedure wou ld have been to simply 
ask a sample of women their opinion of the device and 
whether they would like to have one included in their next 
vacuum cleaner. However, misleading results of concept 
test interviews conducted in a simi lar way leave little 
doubt that this simplistic method can be disastrous . Re­
spondents are often enthusiastic about innovation and 
hence they react positively to the concept- until it comes 
time to buy it. Similar pitfalls result from respondent bias 
- either pro or con - to the interviewer, a bias which 
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cannot be measured . 
Instead , the marketing research department divided the 

problem into several parts, each to be investigated inde­
pendently, and without revealing the innovation indi­
vidually to respondents. Each part, conducted indepen­
dently , would yield answers as to whether or not continue 
to the next part, and finally, a recommendation for action. 
In addition to avoiding the pitfalls described earlier, this 
process was economical. 

The first part was to determine whether there was any 
interest in hose storage on a canister vacuum cleaner, and, 
if so, how much? The answer would dictate whether or not 

to proceed to the next one. 
A sample of canister vacuum cleaner owners was asked 

to describe, step by step, the process they followed the last 
time they vacuumed- and which step was most bother­
some. "Would you think back to the last time you took out 
your canister vacuum cleaner to use it, and tell me, please, 
the steps you took until you were ready to begin clean­
ing?" Next: "Now, as you think of each step, which one 
gave you the most difficulty?" Here are the results: 

Hose (finding, unpacking, taking down, attaching, etc.) ........ .. ..... 23% 

Cord (untangling, unwinding, etc.) ...... ............ .. .. .... .............. .. .. ...... 10% 

Attachments (finding, gathering, carrying, returning tor, etc.) ........ 7% 

Cleaning tube (finding, tell apart, etc.) .................. .. ........ ................. 6% 

Other problems (those cited by less than 5 percent) .............. ..... 36% 

No troubles ................................................................. 18°/a 

Total ......................................................................... 1 00°/a 

Number of respondents: 240 

Among users aware of one or more problems, the hose 
presented a difficulty to 23 percent. While not a majority, 
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it was considered as great a difficulty 

as the cord, attachment and tube 

problems combined. The results jus­

tified a budget for further tests -

preparing sketches and, later, mod­

els for inspection and continued in­

terviewing. 

Note that at no time were consum­

ers que tioned about hose storage in 

particular, nor asked to state an opin­

ion about a "cleaner with a hose reel." 

Instead, the desire for the device was 

determined and measured by the de-

sign of the interview -and without 

having to build a prototype. 
Next, a matched sample of canister 

cleaner owners was shown a series of 

sketches. Each illustrated the same 

basic canister c leaner, but eac h fea­

tured a different device for storing 

components . The owners were asked 

which of these devices they consid­

ered most useful. "Now here are pic­

tures of four similar vacuum c lean­

ers. All have the same c leaning power. 

The only variance is that eac h has a 

-----------------., different component storage feature: 

* FOCUS ON 

EL PA~O 
HOT MARKET 

OF THE 90'S 
Twenty-eight line phone center 

with 20 CRT stations for computer as­
sisted interviewing, and nationwide 
market coverage, with bilingual inter­
viewers available. 
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sional, medical, Hispanic recruiting a 
specialty. "Se habla Espana!". 

Permanent mall facility also 
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Call Linda Adams 
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I. This one has an automatic cord 

reel. The cord spring-winds into the 

cleaner. 

2. This one has a hose reel. The 

hose winds into the c leaner. 

3. This one has a compartment for 

storing the attachments. 

4. This one has an extension tube. 

Would you look at them, please, 

and try to think of which feature would 

be most useful?" 

Hose reel ............ ....... .................. 32% 

Cord reel ..................................... 27% 

Attachment compartment ................. 33% 

Extension tube ......................... ...... . 8% 

None of these ................................. 0% 

Total ......................................... 100°/a 

Number of respondents: 283 

There was no s ignificant difference 

between the number of respondents 

who favored the hose reel versus the 

attachment. It's conceivable that the 

drawing did not illustrate the hose 

reel c learly enough to give it the promi­

nence it achieved in the other steps. 

Another group of owners was 

shown a prototype of the c leaner com­

plete with a ll features. After a dem­

onstration of the operation and use of 

each feature, they were told to as­

sume that they cou ld have just one in 

their next cleaner, and were asked 

which one they would choose. The 

hose reel was the first cho ice of 46 

percent- a lmost ha lf of the sample. 

The other devices were considerably 

less favored: cord reel, 26 percent; 

attachment compartment, 21 percent; 

extension tube, 7 percent. 

Finally, a base price ($ 169.95) was 

shown on an ordinary canister cleaner, 

one without any of the features. Then, 

price tags were put on each feature 

and shown to another sample, whose 

members were asked: "Which of these 

features, if any, wou ld you want on 

your next cleaner? Keep in mind how 

much eac h one wou ld add to the price, 

that is, how much more you would 

have to pay for the cleaner." 

Device Total 
Basic unit- $169.95 orice price 
Hose reel $34.95 $204.90 
Cord reel $24.00 $193.95 
Attachment compartment $16.00 $185.95 
Extension tube $10.00 $179.95 

The choices follow: 

Hose reel ........... ... ..... .................. 32% 
Cord reel ..................................... 24% 
Attachment compartment .. .......... ..... 24% 
Extension tube .............................. 20% 
Total ............ .......... ... .... .. .. ........ 100% 
Number of respondents : 240 

When put to the crucial test of price, 

the hose reel dec lined in share of first 

choices, as was anticipated. However, 

it retained first place for 32 percent of 

the respondents. This is 8 percentage 

points (a lmost 33 percent) ahead of 

both cord reel and attachment com­

partment, and 12 points (over 60 per­

cent) above the extension tube. 

(Though not statistical ly significant 

because of the small base, the differ­

ences appear appreciable). 

Thus, interest in and desire for a 

hose reel did exist at four indepen­

dent levels of te ting, and without 

respondent ' knowledge of what they 

were being queried about: 

I. Conceptually - in a spontane­

ous response question with no men­

tion of innovation. 

2. Graphically - when viewed in a 

sample sketch . 

3. Actually - when the device was 

demonstrated on a prototype. 

4 . Cost-wise - when it was priced 

relative to other features. 

Armed with this information, the 

marketing research department rec­

ommended that the concept be sub­

jected to statistically reliable research. 

(Regrettab ly, shortly after this project, 

General Electric sold its vacuum 

c leaner department.) 0 
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Mystery shopping 

Mystery shopping 101 

Editor's note: AI Goldsmith is direc­
tor of Virtual Customers research for 
Maritz. Marketing Research In c., St. 
Louis, Mo. 

I n today's competiti ve marketplace 
customer service is often the di stin­
gui shing factor among industry lead­

ers. In addit ion to identifying the char­
acteristics of excellent customer ser­
vice, many companies have discovered 
(or re-discovered, as the case may be) 

a va ri ety of measurement methods 
that track or monitor customer ser­
vice provided by front-line employ­
ees. One such method that has been 
gaini ng popularity has actua ll y been 

around for decades: mystery shopping. 
There are severa l reasons for in­

creased interest in mystery shopping : 
• More than ever, retailers offeri ng 

simi Jar products know that excell e nt 
customer service is one of the best 
ways to increase sa les. Excell ent scr­
·~. k ~ ~ ~tn ~ _.;-~i ~ l; .m-~i~ i·u ~i · \.l · '"'L ~l" 1 · u 
1hnugn my.'tcry .' tH pping . 

• R duction in middle-management/ 

:upcrvi:ory positions has forced com­
panies to make greater use of outside 

organization to monitor employee 
performance. particularly when they 
are dealing with customers and pros­

pects. 
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By AI Goldsmith 

• Retai le rs are a lways intere ted in 
fi nding o ut what the ir compe tition is 
doing, a service myste ry shopping 
can provide. 

• Today's retailers understand that 

unl ess a price war occurs between 
businesses, consumers are likely to fre­
quent an establishment where the per­

sonne l are friendly and knowledgeable. 

Limitations 
Although mystery shopping can be­

come a powerful c ustomer li tening 
post and a positive force within a 

business, management must reali ze 
certa in limitation s when selecting 
measurement or eva luation c riteria. 

• Criteria to be evaluated mu st be 
objecti ve rather than subj ective. Mys­
tery sho pper observations are limited 
to a cho ice of fixed alternatives. 

• It is not feasible to co nduct a 
mystery shopping program with the 
same numberof interviews (facility vis­
:t ... H ... i ! .ii h ;Ul . l ;i\ ;: r h l.H.j ~ .:t ~ ·t1 H1 
ust.;s phtmt.; intcrvic s t r mail surveys. 

• Mystery shopp in g i. not an exact 

science . About 5 percent of myste ry 
shoppers' eva luat ions will be ques­
tioned and/or appea led if the facility 

knows that a mystery shop has oc­
c urred. 

Mystery shopping classifications 
The re are basically four variations 

on the my stery shoppin g concept. 
Each offers choices in the depth and 
type of information collected. 

Level l -The mystery shopper con­
ducts a my tery telephone call. Here, 
the my stery hopper calls the client 

location and evaluates the level of 
service received over the phone , fol­
lowing a scripted conversation. 

Level 2- The mystery shopper vis­
it an establishment and makes a quick 
purchase; little or no customer-em­
ployee inte raction is required. For 
example, in a Level 2 mystery shop , a 
mystery shopper purchases an item 

(e.g., gas, a hamburger, or a lottery 
ticket) and evaluates the transaction 
and image of the facility. 

Level 3- The mystery shopper vi s­
its an establishment and, us ing a script 
or scenario , initiates a conversation 
with a service and/or sales represen­
t!!t\ · , - _ v ·l j 1 1. M ·r. ~ htJin'ill~ Uf1 u­
all y do~s nul involve an ac lu al pur­
chase. Examples include di sc uss ing 

different cellular telephone packages 
with a sales representative, review­

ing services provided during an oi l 
change, etc. 

Level 4 - The mystery shopper per­

forms a visit that requires excellent com-
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Perception AnalyzerrM 
electronic group measurement system 

PA™ Personals: 

"WDS (wireless dial system) , speedy, unbiased 
and versatile , seeks CRP (challenging research 
project) for successful conclusion of research 
objectives . Strengths include: Ad testing and 
international projects . Ambitious , business 
savvy researchers only, please". 

m e would like to extend an invitation to your firm to 
learn more about this exciting technology. New 
WinPA™ software, using the Windows '95™ 

operating system, combined with our wireless 
dials make the Perception Analyzer™ system 
simple to operate, even for novice users. 

And it's priced lower than you think - a Focus 
Group size system starts under $10,000. 

With an average market rental rate of around 
$1 ,000 a day, it takes only a handful of projects 

for the system to pay for itself. 

The Perception Analyzer™ is 
perfect for testing audio and 
video material , such as radio 
and television advertisements 
and infomercials, because 
results are available on a 
second-by-second basis. And it 
also handles traditional closed 
ended questions with ease. 

Call today for your free 
demonstration disk or video 
tape. Ask about our competitive 
"Upgrade Offer'' for your present 
keypad or dial system. 

Join the Leader in Interactive Research 
Sales • Rentals • Custom Software 

1-800-769-0906 or 1-503-225-8418 

vir tua l showroom: 
a t http :/ /www.c info .com / 

e-mail address: 
sales@cinfo.com 

snail mail: 

=~LUM~IIli 
111 SW Fifth Avenue, Sui te 1850, 
Portland, Oregon 97204 

Information Systems 

All products indica ted by trademark symbols are trademarked and / or registered by their respective compa nies 

34 

munication ski ll s and knowledge of the 
product. Discuss ing a home loan, the 
process for purchasing a new car or 
visiting apartment complexes serve as 
examples. 

Factors affecting pricing 
Besides the diffe rent pricing levels 

for mystery shopping, a company should 
consider the fo llowing when develop­
ing and/or pl anning a mystery shopping 
program. 

More than ever, 
retailers offering 
similar products 
know that excellent 
customer service is 
one of the best ways 
to zncrease sales. 
Excellent service can 
be encouraged and 
rewarded through 
mystery shopping. 

• Method of eva luat ion - phys ical 
visit or te lepho ne ca ll. 

• Geographi c area to be covered ­
rura l versus metro. 

• Numbe r/f req ue ncy of myste ry 
shop vis its and/or eva lu ation s. 

• Repo rtin g requirements - types 
of reports, di stribution method ( i. e., 
fax, graphi cs, tabular, e tc .) 

Myste ry shopp ing can bring man­
agers at a ll leve ls and f ront-line e m­
ployees in touch with c usto mer needs 
and pe rspectives as seen through the 
eyes of trained professionals who 
experience the bu siness first-hand. 
When implemen ted properly, mys­
te ry shopping can become a positive, 
motivating experi e nce th at rewards 
people for a job well done, identifies 
areas where training can improve cus­
tomer service, and sheds li g ht on 
unrecogni zed opportunities for in­
creased sa les. 0 
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Survey Monitor 
continued from p. 6 
price/value option. U.S. brand units were 
regarded as being of higher quality and 
lower price generally than Japanese­
made products. Domestic units were 
deemed to be moderately priced, but 
ranked third in quality. Products carry­
ing U.S. brand names were generally 
perceived to be expensive and of infe­
rior quality. 

While U.S.-made ready-to-eat cere­
als garnered top-quality laurels among 
those polled, they were perceived as 
more expensive than domestic-made 
cereals, which were rated well above 
average in quality. Perceptions of the 
category were highly consistent across 
the region, regardless of age, gender or 
socioeconomic status of the respondents . 

Not only are U.S. ready-to-eat cere­
als the highest rated, but domestic ready­
to-eat cereals, the only real threat, lag 
well behind. Chile provides the sharp­
est distinction , where the mean quality 
rating for U.S. cereals is almost 40 per­
cent higher than ratings for the domes­
tic alternative. 

To a large degree, this is due to the 
perception of the category itself. Tradi­
tionally, cold ready-to-eat breakfast 
cereal has been perceived as an Ameri­
can breakfast. It follows logically, that 
if one is to consume an "American break­
fast," then U.S. brands offer the more 
"genuine" product, despite the fact that 
many ready-to-eat cereals have been 
reformulated to accommodate local 
tastes. 

Mexican usage of ready-to-eat break­
fast cereals- which have been tradi­
tionally positioned as a day-long snack 
for the entire family- is more than 20 
percentage points higher than in the 
other countries. Chilean breakfast taste 
preferences tend to follow a more Euro­
pean tradition. Rather than having cold, 
pre-packaged ready-to-eat cereals their 
breakfast usually consists of rolls, crois­
sants and coffee. Chile distinguishes 
itself by consuming less , not more of 
some of the products, name] y, pre-pack­
aged cheese and ready-to-eat breakfast 
cereals. 

As world-class wine-producers, Ar­
gentines and Chileans perceive their 
wines as the highest in quality, while 
Mexicans and Brazilians put European 

January 1997 www.quirks.com 

We've Been 
As kino 

luestions 
For over 
10 Years. 

WHERE WILL YOU TURN 

FOR ANSWERS? 

INCORPORATED 

BURKE MARKETING RESEARCH 

BURKE CUSTOMER SAT I SFACTION ASSOCIATES 

THE TRAINING & DEVELOPMENT CENTER 

INFRATEST BURKE INTERNATIONAL SERVICES 

805 CEN T RAL A VENUE CINCINNATI, OHIO 45202 (513) 241-5663 FAX (513) 684-7500 
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wines at the top of their list. Only in 
Mexico's perception do U.S . winesap­
proximate the perceived quality of the 
others. 

While European wines were judged 
to be of the highest quality, they were 
seen as somewhat expensive. Domestic 
wines were thought to be the least cost] y 
and of good quality. American wines 
ranked third in quality and price. As is 
the case with beer, the Japanese product 
is poorly marketed, poorly known and 
not perceived as being either of high 
quality or affordable. 

The overall poor image attributed to 
U.S. wines in Latin America obeys the 
same dynamic as Japanese beer. Since 
domestic and European wines have a 
long-established distribution, and more 
recently a marketing presence in Latin 
America, they at least have evolved top 
of mind awareness, while U.S. wines 
have not. 

Latin American consumers strongly 
favored their domestic beers for quality 
and overall price/value. In the two larg­
est markets, Brazil and Mexico, respon­
dents allocated the second place in beer­
brewing quality - after their domestic 

OBJECTIVE: 

product - to the United States. 
There is across-the-board consistency 

in allocating the second place for qual­
ity to the U.S. product. Not only is U.S. 
beer perceived as being second in qual­
ity only to the domestic brands, but it 
consistently edges out European beers, 
usually seen as more expensive. 

Because national beer brands haven' t 
been marketed extensively outside of 
their own domestic markets, an enor­
mous opportunity exi sts for a global­
ized beer brand that would meet the 
product standard commonly demanded 
across the region. 

Almost half of all Latin American 
consumers consider the "Made in the 
U.S. " label a symbol of higher quality . 
When asked about their perception of 
quality of U.S .-made goods vi s-a-vi s 
domestic products, COMPASS respon­
dents revealed a strong disposition fa­
vorable to American products. 

"Things made in the U.S. tend to be of higher 
quality than things made domestically. " 

Total Argentina Mexico Chi le Brazil 

Strongly 
agree/Agree 49% 39% 48% 58% 51% 

Effectively reach very low incidence markets. 

36 

SSI SOLUTION: 
Joe Hardin (Project Director at Strategic Media Research in 
Chicago) - "We use SSI-IJTe" samples to reach lower incidence 
populations of media consumers and cable television house­
holds. Us ing LITe increases productivity in the telephone center, 
allowing us to redirect the hours saved to other projects. 

When we need to reach a specific 
population , we engage in extensive 

problem-solving dialogue with SSI. 
Through a va riety of SSI's advanced 
methods and services, we're able to 
do our job more effectively and 
efficientl y. Working with SS I is a 
partnership, helpi ng us both grow. ·· 

Ca ll SSI for sampling sol utions at 
203-255-4200 or send e-ma il to 

info@ss isamples.com. 

...-: Survey 
• j Sampling, 
=.... Inc.® 

Pa rtne rs with survev 
researche rs s ince ! 977 

While American products seem to 
enjoy greater equity among Chil eans 
and Brazili ans, their share o f mind is 
divided with products from other coun­
tries in Argentina and Mex ico. Data 
al so reveal ed sli ghtl y higher opinion in 
favor of the U.S.-label among Latin 
males over females (54 percent vs. 45 
percent) and younger and older over 
middle aged (30-44) consumers. 

A more favorable opinion towards 
U .S .-made goods was found among 
more upscale males. Emerging middle­
class Latin females reported slightly 
lower levels of preference for Ameri can 
products. 

Te levi sion programming produced in 
the U.S . enjoys an enviable pos iti on in 
Latin Ameri ca. Latin American con­
sumers across the board, give American 
programs hi gh ratings in quality. Mexi­
cans consider U.S. programming supe­
rior to their own, while e lsewhere, do­
mestic programs surpass American pro­
gramming by only a small margin . Eu­
rope and Japan fi gure very s li ghtly in 
the area of te levi sion programming, 
being consistentl y ranked below do­
mestic and U.S .-produced te levi s ion. 
For more information ca ll 619-232-
5628. 

Many Americans 
concerned about FDA 
drug approval delay 

The lengthy Food and Drug Admin­
istration approval process for new medi­
cation s, w hi c h 
has lo ng fru s­
tra te d do c to rs, 
patients and phar­
maceutical com­
panies, is now a 
s ig nifi cant co n­
cern of the general public, according to 
findin gs from IssueTrack/USA, an on­
going study by Audits & Surveys World­
wide, New York . After interviewing a 
national sample of randoml y selected 
adults, 18 years of age or o lder, ASW 
noted that a c lear majority o f Ameri ­
cans are now aware of the health ri sks 
associated with keeping potentially use­
ful drugs off the market while the regu­
latory agency rev iews the ir safety and 
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effectiveness. 
"Ex tended FDA drug approval pro­

cedures often prevent U.S. c itizens from 
reaping the benefits of medical research 
long after these advances are used in 

other parts of the world," says Barry M. 
Feinberg, senior vice pres ident and di­
rector of ASW's Public Affairs Divi ­
sion. "While thi s has long di sturbed 
many doctors and patients, it was diffi­
cult to bring thi s issue into foc us for the 
vast majority of people who were not 
(or did not know they were) affected by 
bureaucratic delay. The A IDS epidemic 
changed all that. Although AIDS is now 
found throughout every sector of the 
population , it poses a far greater threat 
to the gay community, which has mobi­
lized and used its political and financial 
resources to bring about a greater aware­
ness of thi s problem, which affects vir­
tually every U. S. citizen ." 

More than half (56 percent) of U.S. 
adults are aware of the health and safety 
ri sks associated with the time it takes 
the Food and Drug Administration to 
approve new drugs and one-third of all 
Americans are personal! y concerned and 
urgently want action (34 percent) taken 

to speed up the proce s. For more infor­
mation call Barry Feinberg at 212-627-
9700. 

Surfing the Net not yet a 
global activity 

Is the Internet truly the international 

cyberspace. 

phenomenon it was 
intended to be? A 
new 18-country 
study of adu lt con­
sumers' awareness 
and use of personal 
computers and the 
Internet reveal s that 
few con umers 
around the globe 
have ventured into 

The study was conducted by Response 
Analysis Corporation and its partners in 
the International Research InstituteS 
(IriS) , a network of independent mar­
keting research companies in North 
America, Europe, Australia and Asia. 

"Businesses hoping to market their 
goods and services internationally 
through the World Wide Web must un-

derstand that, despite the potential , 
Internet use is only in the early stage of 
adoption," says Jim Fouss, CEO of Re­
sponse Analysis, Princeton, N.J. "But 
the potential for future adoption of this 
new medium as an effective marketing 
tool for businesses holds great prom­
ise," adds Fouss, who is 1996-97 presi­
dent of the IriS network. 

Among the highlights of the study : 
The workplace represents the great­

est opportunities for growth of Internet 
and World Wide Web usage. Sweden 
and Finland lead in workplace access, 
with more than one-tenth of adults us­
ing the Internet for business communi­
cations and information, followed by 
the United States (9 percent) and Aus­
tralia (8 percent). But in France, Greece, 
Italy, Cyprus, Portugal and Spain, 2 
percent or fewer adults use the Internet 
at work. 

Currently, only very small propor­
tions of con umers are using the Internet 
at home. Household Internet acce is 
highest in the United States and Canada 
(8 percent each) and lowest in Spain and 
Portugal (les than 1 percent). World­
wide, hands-on experience with the 

How To Find The Best Deal 
On WATS Interviewing. 

The high costs of telephone interviewing getti ng you down? I/H/R Research Group can help - with the 
highest quality, lowest prices, and best service available anywhere. 

• 100 line national coverage • Certified interviewers • Project bids in one hour 

• 75 Ci3/CATI stations • Highest quality • On/off premise monitoring 

• On time results • Low prices • State-of-the-art technology 

What makes 1/H/R the best? Some say it 's our on-going training program or our great supervisors ... But, 
what seems to make our clients even happier are the really competitive price . We' re growing, so we can 
afford to bid very aggressively. 

If you're tired of the same old song and dance, give 1/H/R Research Group a call. We' 11 make sure your job's 
done right and at a cost you can live with. 

1/HIR Research Group 
Quality Marketing Research That Works. 

4440 S. Maryland Pkwy -Suite 203- Las Vegas, NV 89119- (702) 734-0757 
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Internet at home is the privilege of only 
a mall percentage of adults- mainly 

upper-income males under age 55. 
In all countries but Sweden, fewer 

than half of hou seholds that have the 

current potential to use the Internet 

actually do. However, the prevalence 

of personal computers with modems 
- indicating the pote ntial use and 

growth of the Internet at home - is 

highes t in the United Sta tes and 
Canada , where about one-fifth of 

households are capable of Internet 
access . In Australia, Mexico, Finland, 

the Netherlands, Sweden and Swit­

zerland, about one-tenth of house­

hold have Internet capability , while 
other countri es trail far behind. 

While most consum ers lack the 

equipment to use the Internet, they do 
know it exi sts. At least three-quarters 

of adults in Sweden , the U .S. , Canada, 

the Netherlands, Australia, Finland 

and Great Britain , are familiar with 

the Internet and World Wide Web. 

Even in Cyprus, ranked lowest in 

awareness, four in 10 adults have 

heard of the Net. 
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e s t opportunities for g rowth of 

Internet and World Wide Web usage. 

In Sweden (12 percent) and Finland 
( II percent) more than one in l 0 con­

sumers are us ing the Inte rne t in the ir 

offices for communications and in­

form ation purposes . Workpl ace ac­

ce s to the Internet is next hi ghes t in 
th e United States (9 percent) and 

Australia (8 percent) . It is lowest in 

France and Cyprus (1 percent each). 
Whil e hou sehold usage of th e 

Internet tran slates into millions of 

u er - about 25 million adults in the 
18 countries surveyed - only ve ry 

mall proportions of consumers a re 

using the Internet at home. House­
hold Internet access is hi ghes t in the 

United States and Canada (8 perce nt 

each). It is lowest in Portugal and 
Spain (l ess than 1 percent) . 

Familiarity with the Inte rne t and 

the World Wide Web - whi c h indi ­

cates the potentia l for future use -

vari es g reatly. Awareness is hi ghes t 

in Sweden (91 percent) and lowest in 

Cyprus (39 percent) . In every country 
surveyed , men were more familiar 

1 call to 1 source = access 
to 14 NETWORK 
Member Markets 

1. Luth Research, Inc. 
San Diego, CA 

2. Margaret Yarbrough & Associates, Inc. 
San Francisco, CA 

3. Irwin Research Services, Inc. 
Jacksonville, FL 

4. Jackson Associates, Inc. 
Atlanta, GA 

5. Consumer Surveys Company 
Chicago, IL 

6. Dennis Research Service, Inc. 
Ft. Wayne, I 

7. Performance Plus 
Boston, MA 

8. Bay Area Research, Inc. 
Baltimore, MD 

9. uperior Surveys of St. Louis 
St. Louis, MO 

10. Answers To Questions/ 
Long Island Groups In Focus 
New York, NY 

11. Pat Henry Market Research, Inc. 
Cleveland, OH 

12. JRA Q. Reckner Associates, Inc.) 
Philadelphia, PA 

13. Probe Research, Inc. 
Dallas, TX 

14. McMillion Research Service 
Charleston, WV 

with the Inte rn e t th an wo men, adults 

unde r age 55 were more aware th an 

th e ir o ld e r co unte rp a rt , a nd 
hi gher-income consumers were more 

likely th an lo w- income co nsumers to 

have heard of th e Inte rne t. 

The prevale nce of perso na l co m­

pute rs w ith mode ms predi ct the po­

te nti al use and g rowth of the Inte rn e t 

for home use. Abo ut o ne-f if th of 

hou seholds in the United States ( 19 
percent) and Canada ( 18 percent) have 

a person al computer with mode m, 
followed by Au stra li a ( 12 perce nt), 

Finl and ( I 0 pe rcent), and Swede n, 

Mex ico and the Neth erl ands (each 9 
percent ). Other countri es in Northern 
and Southe rn Europe lag fa r behind 

in te rm s of c urrent capability fo r 

Inte rn e t usage. 

Except for Swede n, fe wer th an half 

of ho useho lds th at have the po te nti a l 

to use the Inte rne t a re ac tu a ll y us ing 

it. The lowest rati o is in Mex ico, where 

onl y one-fi ft h of ho use ho lds capable 
of access ing the Inte rne t are do ing so . 

IriS me mbe rs co nducted inte rviews 

with l 5 ,835 adults age 18 o r o lder in 

late 1995 and earl y 1996. The survey 
res ults re prese nt more th an 500 mil ­

lion co nsumers in the U.S. , Canada, 

Australi a, Mex ico, Sweden, the Neth­

erlands, Finl and , Great Brita in , Sw it­

zerl and , France, Be lg ium , Germ any, 
Turkey , Greece, Portugal, Ita ly, Spain 

and Cyprus . F or more info rm ati on 

call 609-92 1-3333. 

Are you ready for the 
Internet PC? 

As re po rted in lnte lligram, a publi ­

cati on of Inte lliQues t, Au stin , T exas, 

th e tec hno logy 

indu s try is 
abu zz w ith the 

up co mi ng 

Int e rn e t PC, 

N e tw o rk PC, 

info rm a ti o n 

a ppli a nce, o r 

whatever you wa nt to ca ll it. Wide ly 

covered in the trade press, sto ri es 

about the In te rn et PC are hittin g the 
mainstream medi a a well. 

Depe nding on who yo u as k, thi s 

device will o r won ' t conn ec t to your 
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TV, but it will be priced so low and 
make it so easy to get on the Internet, 

that everyone wi ll have one (or more) 

in their home and office. Gone wi ll be 

the days of power hungry operating 

systems and app li cations; you wi ll 

just download a series of the most 
up-to-date applets for the specific task 

at hand , on a pay-as-you-go basis. 

New multitudes will join the ranks of 

the wired. 

Or wi ll they ? Accordi ng to the 

baseline wave of IntelliQuest 's 
Worldwide Internet/On-line Track­

ing Service (WWITS ), I 0 percent of 

the U.S. population over the age of 16 
have heard of a ded icated device for 

the so le purpose of access ing the 

Inte rn et. But the people who know 

abo ut this device are a lready Inte rnet 

and on- lin e se rvice users. 

Twenty-nine percent of current users 

report that they have heard of such 

devices, compared to 6 percent of 

non-users. 

Of those that have heard of this 
device 29 percent, or about 4.9 mil­

lion people, wo uld consider purchas­

ing it. They envision thi s product as a 

home access device and usua ll y as an 

addition to their current computer. 

Almost all (96 percent) of those that 
would consider purcha ing thi s prod­

uct would use it at home, compared to 

26 percent who see using it at work . 

Seventy percent wo uld be purchasing 
this device as an additiona l system, as 

opposed to a replaceme nt for a com­

puter or as the first system acquired . 

This data from WWITS illustrates 

two points for technology marketers 

to cons ide r. First, indu stry interest in 
a product o r serv ice does not always 

tran late into widespread public 

awareness. Most technology product 

launches don ' t make the morning 
news. Second , the publi c's image of a 

product or service can vary widely 
from the view a company is trying to 

portray. Fully understa nding the 

awareness and the perceptions of a 

new product before it is la un c hed 

can make the move to market that 

much easier. For more information 

call 512-329-0808 or v isit the 
company's Web s it e at http :// 

www .intelliq uest.com. 

January 1997 www.quirks.com 

' 
AND LOOK WHAT 
10¢ STILL BUYS YOU. 

.I Random, Listed, or 
Targeted sample 

.I Job set-up 
.I Call/ quota definitions 
.I Custom area 
definitions 
.I ZIP-based samples 
.I Appending FIP, 
ZIP or other codes 
onto the output of 

telephone records 
.I Use of high-density 

blocks 
.I Modem/ diskettes or 

Internet 
.I Printing of call dialing sheets 

A 11 of these services are free with our fee of 10¢ per number. 
l"\. That's real value! 

There are no hidden charges. Maritz Sampling offers quality 

samples - random, listed, or targeted. Choose from our current 
national database of over 70 million households. Our flexible 
system can define geography descriptions, code numbers 
within any sample, and provide a choice of output. 

For real value, call Maritz Sampling today and take advantage 

~:rao~l~ i~~i~::UU:er. 1-800-2 99-4 7 42 

http:/ /www.maritz.com/mmri 

39 



Product & Service Update 
continued from p. 8 
mation call 800-250-7817 or vi sit the 
company 's Web site at http:// 
www.ends.com. 

System lets clients reach 
Market Facts via Internet 

Market Facts, Inc., Arlington Heights, 
lll. , has introduced MFI CONNECT, a 
new system that allows its clients to con­
duct marketing research business with 
the company using the Internet. MFI 
CONNECT is a secure, high-speed sys­
tem that provides clients with instanta­
neous access to data, reports and presen­
tations prepared by Market Facts. For 
more information call 847-590-7000. 

Find your 4Tune 
Right Information Systems Inc. , 

Newburyport, Mass., has released 4 Tune, 
its data mining tool designed to integrate 
with data warehousing applications. The 
"click and analyze" capability of 4Tune 
mines and identifies key factors and their 
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influences producing accurate forecasts. 
For more information call 508-463-9415 
or vi sit the company's Web site at http:/ 
/www .4thought.com. 

Reports detail winners of 
government contracts 

GovCon, the Government Contractor 
Resource Center, an Internet resource 
that contains information for firms that 
do business with the federal government, 
has introduced reports that detail which 
companies are winning awards through 
FACNET, the government's electronic 
bidding system, and products purchased 
and the value of each award. FACNETis 
an electronic data interchange vehicle to 
give vendors of supplies, products and 
services a way to peruse and respond 
electronically to government bids under 
$1 00,000. The government then makes 
awards and submits purchase orders 
through the same network. The reports 
can be ordered from the GovCon Web 
site at http://www.govcon.com. Or call 
Edward Rosenfeld at 301 -258-8292 ext. 
4775. 

CD-ROM profiles businesses 
in 54 U.S. regions 

Dun & Bradstreet Information Services, 
Mun·ay Hill , N.J ., has released a CD-ROM 
that provides immediate access to sales and 
marketing inf01mation on the most promi­
nent public and private companies in the 
U.S. The D&B Regional Business Direc­
tory Disc is an electronic version of D&B' s 
Regional BusinessDirectory. The CD-ROM 
gives users unlimited access to 20,000ofthe 
largest businesses in a region, with up to I 0 
executive names and titles per company. 
The disc offers 54 regions in the U.S. to 
choose from. The disc contains company 
name, address, telephone number, D&B D­
U-N-S Number, eight-digit SIC code, year 
started, actual or e. timated sales (not sales 
range), number of employees at the location 
listed and company-wide (not employee 
range), up to I 0 executive names and titles, 
public/private indicator, subsidiary/branch 
indicator and parent company. Users can 
search and sort the information by type of 
business, company name, geography and 
many other cri teria. They can also create 
custom or standard reports and export the 
data to other software. For more inforn1ation 
call 800-526-065 1 or visit the company's 
Web site at http://www.dbisna.com. 
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Yamaha 
continued from p. 11 
sa lesperson doesn' t win , the shopper 
doesn' t say anything. They ' ve taken up 
the salesperson's time and we don' t 
want to have a negati ve impact by hav­
ing them spend time on a sa le that 's not 
real," Lynch says. 

(While the shoppers aren't supposed to 
be truly interested in buying a pi ano, 
Lynch says that each year, a few secret 
shoppers buy a Clavinova as a result of 
pruticipating in the program. 'They may 
not have been aware of the product before 
and once they find out about it, they 
remember how much they used to enjoy 
play ing the piano and purchase one.") 

Explicit instructions 
Elrick & Lavidge, an Atlanta research 

firm, conducts the secret shopper program 
for Yamaha. The program begins in the fall 
(Yamaha's busiest sales time of the year) 
and mns for three months, encompassing 
about 700 shops a year across the country. 

Shoppers get very explicit instructions 
prior to visiting the music store, says Jeff 
Hughes, account executi ve, Elrick & 
Lavidge. "They are to ask about a pruticular 
feature or benefit ru1d leave it open for the 
salesman to direct them to a particular prod­
uct. In this case, they ask for a good used 
piano and then see if the salesman t:::tkes 
them to the Clav inova." 

Prior to the shop they' re given Clavi nova 
brochures tofami liarize themselves with the 
product. "That way the shoppers are more 
comfo1table and they have a better feel for 

positive approach is key to handling store 
personnel who don' t pe1f orm well in the 
mystery shop, says Hughes. "For manu­
facturers, talking to store management 
and employees is a way to say, 'Here's 
where you can improve the sales of our 
products by following these guidelines 
and using the sales tools that we provide 
you. If you follow these you probably 
would see sales increase.' It's not a way 
of catching somebody doing something 
wrong, it 's a way of catching somebody 
doing it 1ight and promoting it." 

Though mystery shopping stalted out as 
a way to monitor employee honesty, Gary 
Harper, vice president of marketing ser­
vices, Elrick & Lavidge, says his company 
so·esses using it as a tool for positive rein­
forcement. "We do not like to get involved 
in negati ve mystery shopping programs. A 
lot of people believe that mystery shopping 
should be done to catch the thief or the 
person who's notdoing theirjob. It's some­
thing that mystery shopping can do and 
has done but we think that 's a poor appli­
cation of a good tool ," Harper says. 

"We want to be involved in positive 
applications, because it puts us ina favorable 
light, and it puts the shopper and the sales­
person in afavorable light.Nobodywantsto 
mystery shop knowing that they' re doing 
somebody harm. We counsel our customers 
in that same direction." 

Top of mind 

Clavinova," says Harper. "That' s usually 
one of the goals of this kind of mystery 
shopping program. Manufacturers want to 
find out how their brand is being pre­
sented to the buying public. Is it number 
one on the salesperson's mind? Do they 
tout it as being the best? Any manufac­
turer spends a good deal of money with 
the retail trade trying to stimulate interest 
in their brand, trying to get the channel to 
say something positive about their brand 
and sell it ahead of everyone else' s." 

In addition to monitoring salespeople, 
Yamaha's secret shopper program also pro­
vides valuable retail-level data about the 
stores that sell Yamaha products, Lynch 
says. "We welcomecommentsfrom shop­
pers, and we pay attention to them. Some 
will say that the store didn ' t have any 
brochures, for example, but whatever it is 
we pay attention to them because it's 
direct input from retail. We' re in the 
wholesale end of it so we don ' t get a lot of 
that kind of information." 

Know the punch line 

whm they're d~n~ It requiresa litt~a~ ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 

For Yamaha, what struted as a way of 
bringing attention to a new product now 
serves as a way to keep the Clavi nova top of 
mind with salespeople. "Yamaha wanted to 
find out what dealers were saying about the 

Because the program has run for many 
years, there are salespeople around the 
country who know that the line "I'm 
looking for a good used piano" most 
likely means the customer is a secret 
shopper and that they ' ll earn an easy 
$ 100 by showing them a Clavinova. 
Lynch says Yamaha is happy to award 
these veteran salespeople. "The fact that a 
person may pick up on the punch line is 
OK. It costs us some money butitdoesn' t 
bother us at all. We' ve made that sales­
person happy and they ' 11 probably try to 
sell more of our product as a result." 0 

vance coordination because you have to get 
the information to the research fi1m in time 
to distJibute it to the shoppers, but it's well 
wo1th the effo1t," Lynch says. 

Positive reinforcement 
The program has logged a 50 percent 

or slightly higher "win" rate every year. 
Salespeople most often lose because they 
show the shopper one of the many inex­
pensive poltable pianos on the market. 
"The Clav i nova line starts at$2,000retail 
and goes to $ 10,000. Portable keyboards 
can be purchased for a few hundred dollars. 
Some salespeople may fee l that because 
the customer came in asking for a used 
piano, money is the main consideration, 
and so they take them to a portable 
keyboard since they ' re probabl y look­
ing fo r a bargain ," Lynch says. 

In cases where salespeople don ' twin, one 
of Yamaha's 14 regional general managers 
will talk to them, to reinforce in a positive 
way that they missed an opp01tunity. That 
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Patterns 
continued from p. 13 
mandated it. Unibanco al so learned 
that the number one problem reported 
by shoppers was the quality of the 
personal treatment they received from 
bank employees. 

For Unibanco , faced with stacks of 
objective data , a light went on. Man­
agement realized that shopping re­
sults truly reflected the experience of 
bank customers. This lead Unibanco 
to focus on changes needed in the 
area of customer service. 

A large utility company also made 
a s urpri s ing di scov e r y when it 
partnered with Shop ' n Chek to set up 
a benchmark study in 1989. The com­
pany had eliminated the deposit that 
customers must pay in order to obtain 
service, due to negati ve cu stomer 
feedback on the policy. 

During the mystery shopping pro­
cess, however, thi s utility company 
learned that there was one region that 
still required depo its from all cus­
tomers ! While the company was 
greatly surpri sed by this lapse in com­
munication, management accepted the 
truth of the situation and used this 
intelligence to enhance regional com­
munication . 

Stage 2: acceptance 
As multiple shop waves occur, cor-

porate , regional and store level per­
sonne l alike begin to see pattern s 
emerge in the data and to accept the 
poss ibility of its va lidity. 

Accepting th e res ults of a shopping 
program as truth usuall y requires th at 
several waves of shopping be com­
ple ted . It may be easy fo r managers to 
deny res ults of a sing le hop by rati o­
nalizing that " it was a bad day," or 
" my worst employee ." But after mul ­
tipl e shops are completed perfo r­
mance patterns eme rge regardl es of 
the time or day of the week a shop is 
performed. Obvio usly res ults can not 
be attributable to a s ing le employee, 
or a single location; the res ulting ac­
ceptance and bu y- in is the nex t stage 
in the evo lution of the mys tery shop­
ping program, and the key to its ulti ­
mate success . 

Acceptance is has te ned whe n: 
• top and middl e ma nage me nt 

clearl y ex press the goals of the pro­
gram and stress its use as a tool and 
not a puniti ve sys tem; 

• fi e ld personnel such as store man­
agers have a fo rum to di sc uss find ­
ings or obta in additi ona l feedbac k 
(Shop ' n Chek es tablishes a to ll- free 
line staffed with a perso n dedi cated 
to fair resolution of any concerns); 

• the mys tery shopping program 
utilizes stric t qu ality ass urance pro­
cedures to provide unimpeachable, 
accurate data. 

We Specialize ~n Specialists! 
At Medical arketin . · esearch~ health care research 
is our2 e j~icy. e e~~i~, interview, conduct focus 
groups an survey managea care executives, through 
leaders, hospital administrators, and all manner of 
physicians, pharmacists, patients and nurses for all 
types of market research pr-Ojects involving health care 
issues. 

If health care experie ce is important to you, don't 
trust your project to a generalist. Call the specialists 
-George Matijow, Nancy k Melvin, or Steve Wilson at. ... 

MEDICAL MARKETING RESEARCH, INC. 

1-800-866-6550 
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After acceptin g the re ults as mean­
ingful and useful , the company ' s f ie ld 
organi zati on can beg in to implement 
so luti ons . Such so luti ons can take 
many forms- fro m a bas ic hands-o n 
di sc uss ion of an indi vidual store's 
res ults with the c rew to complex cor­
porate traini ng and enh ancement pro­
grams. 

Bas ic so lut io ns generall y tart at 
the store leve l. Store manager po t 
res ults in a conspic uous place (e limi­
nating any em ployee names) and di s­
c uss res ults in weekl y staff meetings. 
A good way to ge t everyone in vo lved 
is to enco urage empl oyees to bra in­
s to rm co nce rnin g w ha t co ul d o r 
should have take n place in a certa in 
scenari o. In thi s way everyo ne par­
ti c ipates and learn s. More c reat ive 
store managers ca n dev ise spec ia l in­
centi ves fo r the team, such as a pi zza 
party whe n the re is a perfec t core , or 
indi vidua l incenti ves such as a spe­
c ia l parking spot whe n th ere is a "w in ­
ner. " One com pany c reated a co ntes t 
be twee n stores , with the bes t in the 
di stri ct receiv ing a tin of po pcorn . 
Establi shing a di a logue betwee n em­
ployees and manage rs is the key here . 

By buildi ng a well -communicated 
series of awards and recognitio n into 
a program, an organi zati on can moti­
vate empl oyees to perfo rm according 
to es tabli shed ex pectatio ns . This en­
fo rces traini ng programs and po li cies 
and shows that excelle nce is both 
rewarded and apprec ia ted . 

At the next leve l, di stri ct and re­
g io na l m a nager may impl e me nt 
many of the same tec hniques to moti­
vate their store managers, and may 
even set up com petitions among them­
se lves . At the corporate level, addi ­
ti ona l incentives and parti cul arl y rec­
og ni tion furthe r e ncourage pe rfo r­
mance. One incenti ve corporate man­
agement can prov ide is info rmal train­
ing using ind ivid ua ls fro m key de­
partments and/or deve lopme nt of new 
training mate ri a ls (s uch as in te rac­
ti ve C O-ROM s) to prov ide more sup­
port. Anothe r popular moti vator is 
recogniti o n of top pe rfo rmer and 
stores in th e company news le tter and 
at company award dinners . 

After Uni banco learned th at one of 
the shoppers' greates t concern s was 
the quality of personal interaction they 
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had with bank employees, it devel­
oped " In Harmony With the Client," 
a training program des igned to en­
courage bank employees to consider 
clients' needs first. 

" When we started the ' [n Harmony' 
program , Unibanco was at the same 
level of customer servi ce as other 
banks in Brazil - quite low. Now 
Unibanco is renowned fo r its c us­
tomer service . They' re ac tu a lly way 
ahead of other banks in terms of meet­
ing the needs of clients," says Eduardo 
Schubert of Indi cator, the Shop ' n 
Chek li censee that created Unibanco' s 
program. 

Unibanco has incorporated the ac­
tual results of each mystery shop into 
its employee moti va ti on program. 
Each branch is ranked acco rdin g to 
its questionnaire score. Those with 
high scores receive pri zes, letters of 
recog nition , and participate in award 
ceremonies. 

Stage 3: primary rewards 
Following imple me ntat ion and ex­

ecution of so lutions to generate shop­
ping score (and thus servi ce) improve­
ments, primary reward s begin to oc­
cur. While improved mys te ry shop­
ping scores may be the initia l focus, 
especiall y when incenti ves are in­
volved (this is a reason th at items like 
trophies and plaques may on ly pro­
duce short-term motivation and re­
sults), once performance beg ins to 
improve and the focus shifts to im­
proving service versus just winning 
awards , the real benefits or primary 
rewards, beg in to accrue. These in­
clude: 

• improved customer sa ti sfac tion ; 
• better customer retention ; 
• improved customer loya lty; 
• increased sa les; 
• higher emp loyee rete ntion and 

sati sfaction ; 
• external customer service/sa ti s­

faction awards. 

Stage 4: cultural indoctrination 
Once an organization begins to ac­

crue these rewards, the final conscious 
connection is made between the shop­
ping program , used as a too l for im­
provement, and these primary re­
wards. The organization at a ll levels 
cannot imag ine operat ing without thi s 
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tool or returning to the previous lev­
els of performance . 

This is the step known as cultural 
indoctrination. In more than one case, 
we have had c li ents cancel a program 
due to budget restrictions or other 
rea so ns only to encou nter a 
grounds wel l of response from the field 
organization to rein state the program. 

Shop ' n Chek has received feed­
bac k from our mystery shoppers as 
well. Sometimes shoppers wi ll tell us 
th ey have noticed a decrease in cus­
tome r service at establishments that 
have terminated their mystery shop­
ping programs. Shoppers have also 
let Shop ' n Chek know when they 
notice a great increase in the level of 
customer service at companies that 
utilize an ongoing mystery shopping 
program. 

These phases are normal 
Knowin g that these phases are nor­

mal - in fact necessary - e lements 
in the evolution of a mystery shop­
ping program can be helpful when 
initiating or revamping a program. 
Acceleration of the process leads to a 

faster achievement of the primary re­
wards which are the goal of every 
busi ness and the ultimate reason for 
utilizing a mystery shopping program. 

The "mystery" in mystery shop­
ping must never refer to the objec­
ti ves and ultimate goals of an 
organization 's program. The irony 
of the process for our company is 
that if every s tore everywhere 
"scored 100 percent ," we and our 
industry would be expendable; yet 
that is the goal that drives us each 
and every day. 0 

MRCF®CUS 
Las Vegas' Premier 

Focus Group Facility 
Focus Groups • Intercept Interviewing 

Mystery Shopping 
101 Convention Ctr. Dr., 8 .1005 

Las Vegas, NV 891 09 

Phone (702) 734-7511 
E-mail: research@MRCGroup.com 

OBJECTIVE: 
Random digit samples with consistent high quality 
that result in increased productivity. 

551 SOLUTION: 
Clint Brown (president of Alliance Research in Cresrview 

Hills. KY)- .. Sl' RDD samples yield a 10% higher working 

phones rare. resulting in increased producriviry - plus we 

need to buy less sample. We've te ted the competition and 

the consistency's just not there. The SSI 
product is just better, it 's a more efficient 

sample and more representative. For 

those of us researchers who have the 

abi liry to measure the qualiry of the 
sample. it's a fairly easy decision to go 
with SSI's RDD sample .. , 

Call SSI for sampling solutions at 

(203)255-4200. 

.,..-: Survey 
~ ~ Sampling, 
=...... Inc.® 

Partners with survey 
researchers since 1977 
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Taking the mystery out 
continued from p. 14 

69% cite poor service 

13% product di ssati sfaction 

9% competitive reasons 

5% other 

3% move away 

1% die 

• It costs five (seven, 10, etc.) times more to find a new 

customer than to keep an existing one. 

• One unhappy customer will tell I 0 other people of their 

bad experience with service. These people may then tell J 0 
others, and so on. 

• What gets measured, gets done. 
The benefits of a mystery shopping program are numerous. 

A well designed program can help train and motivate front­

line employees. It effectively communicates to employees 

what is most important in serving customers. It can be used 

to measure customer satisfaction along with other methods. 

It 's an important competitive tool in monitoring pricing, 

promotions and product quality. It can be used to identify 

potential problems before they develop into major problems. 

Big Brother is watching 
Mystery shopping is used most often to evaluate an 

individual's performance. When evaluating an individua l, it 

is critical that the evaluation is objective and factual. To 

502 S. Still Rd . • Sequim, WA 98382-3534 
360/681-2300 • 360/681-2400 (fax) 

http:/ / www.sawtoothsoftware.com 

Computer Interviewing • Conjoint • Cluster Analysis 
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ensure this , several states even require mystery shoppers to 

have licenses . While companies should use mystery shop­

ping to improve employee service or sa les ski ll s, and not as 

a device to spy on them to catch them doing something 

wrong, it is nonetheless reflective of the employee's ability to 

do their job. 

To take Big Brother out of the picture, it has become more 

popular to use mystery shopping as a vehic le for presenting 

awards- e ither on the spot or as part of an overall bonus 

program. The net effect of awards-based mystery shopping is 

that it has become much more important to employees and 

managers, which is a good thing . 

Employees need to be involved in order for a mystery 

shopping program to be successful. With bonuses and awards 

at stake, employees and managers may dispute the reports 

more frequently and often get involved with playing "spot the 

shopper." This a lso has a positive s ide effect in that mploy­

ees begin treating everyone as the potential mystery shopper. 

The strangest argument against a poor report is " I knew that 

was the shopper!" If this were the case, then why didn't the 

employee go out of their way to make sure the experience was 

positive? 

Who are the mystery shoppers'? 
Almost anyone can be a mystery shopper. Mystery shop­

pers are regular people, typically working part-time as either 

independent contractors or employees, who are trained to 

conduct performance evaluations. For consumers, mystery 

shopping is an intriguing concept that allows them to play an 

important role in improving customer service while earning 

some part-time income and benefits. 

Shoppers are recruited through c lassified advertising or 

referrals. Recently it has become more difficult to recruit 

qualified, re liable shoppers, thanks to numerous scam opera­

tions (seep. 18). Due to these scams many app li cants today 

are seeking unrealistic opportunities to get rich quick or get 

free big-ticket merchandise such as TV s. Most good shoppers 

are genuine ly seeking to play a role in improving customer 

service rather than an income opportunity. 

Most shopping companies will have candidates complete 

an application, at no cost, and match shoppers with assign­

ments based on the clients ' typical customer profile. For 

instance, when shopping apartments , there are lu xury apart­

ments as well as low-income housing. How believable wou ld 

it be to send a low-income shopper to a lu xury apartment? 

Also there may be special requirements for the shop, for 

example, when evaluating optical stores a shopper must wear 

glasses to complete a transaction. 

The training mystery shoppers receive depends on the 

client ' s objectives and the company that hires them. In most 

cases, shoppers are trained over the phone and through 

written instruct ions. Shoppers may be trained in person or 

required to perform test shops to eva luate their ski ll s before 

doing an actual assignment. 

Differs from other research 
Mystery shopping is somewhat different compared with 
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other marketing research methods. It requires more involve­
ment with the training and operations departments than the 

marketing or advertising departments of clients. It is more 
labor intensive. It is both qualitative and quantitative . It' s 

research by observation. 
Shopping programs require a tremendous effort in recruit­

ing, qualifying, scheduling, training and managing shoppers. 
In addition, individual shopper reports must be di stributed, 
collected, reviewed, tabul ated and summarized in a short 

time frame. Shopping reports are used by all level s of a client 
company, and di stributing the summary reports in a timely 

manner is critical. 

Who provides mystery shopping services? 
Many different types of companies provide mystery shop­

ping services, including marketing research firms, training 
companies, private investigators, security providers, mer­

chandi sers, temporary agencies, insurance agencies and com­
panies that specialize only in mystery shopping. There are 

well over 500 established companies in the U.S . that provide 

mystery shopping services . Most are regional or local , though 

there are many that conduct shopping on a national or 
international basis. 

When choosing a mystery shopping service provider, look 

for a firm that: 

• assists in developing a custom report based on specific 
client objectives and employee training guidelines; 

• has a large pool of shoppers to meet the client's needs; 
• can qualify and train shoppers to perform specific evalu­

ations; 
• can provide fast turnaround on evaluations and summary 

reports; 

• has experience with or knowledge of the client's industry 

(many shopping companies specialize in particular indus­
tries); 

• has a good reputation with their clients and shoppers; 

• does not charge a fee for shoppers to apply; 

• guarantees the quality of their service and shows a 

willingness to provide a re-shop or credit for any suspect 

shops. 

How much does mystery shopping cost? 
Costs for mystery shopping can vary considerably. The 

cost depends on the complexity of the shop, difficulty in 
recruiting, incentives for shoppers (such as free meals), 

frequency and quantity of shops, length of reports and report­
ing distribution requirements. The costs generally range 
anywhere from $25 to $ 125, with an average fee of around 

$65 per shop. 

There are some basic expenses involved with mystery 
shopping including recruiting, printing, long distance, post­

age/freight, field labor, management, data entry and analysis. 

Some companies charge additional fees to set up a program 
or provide summary reports. However, most companies seem 

willing to absorb these costs with an ongoing, frequent 

program. Any required purchase expenses also must be 
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calculated into the overall cost of a program. To allow for 
flexibility when purchases are required, shoppers should be 

given an option to either return the merchandise (which could 
be used as another point of evaluation), or keep the merchan­

dise at a minimal or reduced cost (such as 50 percent on 
clothing). Of course meals cannot be returned and are 

typically considered as part of a shoppers ' benefits. 

What makes a shopping program effective? 
Below are key aspects to an effective shopping pro­

gram. 
• The program must be based on clearly defined objec­

tives with emphasis on existing training, desired behav­
iors and standards compliance. 

• Communicate the program widely among all employ­
ees. Let them know what is expected in their evaluation 
and what would qualify for a possible award. Share 

results with employees in a positive manner. 

• Questionnaires, or evaluation forms, must be de­
signed to provide objective, observational feedback with 

a sys tem to allow for checks and balances. A mixture of 

open- and closed-ended questions with space for shop­
pers to suggest improvements is advised . Questionnaires 
should specify the behavior to be measured. Do not ask 

"Was the employee friendly , smiling, courteous and pro­

fessional?" as the employee may be courteous, but not 
friendly and smiling. Break questions such as these into 
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three different questions. 

• Some questions may be more im­
portant than others. If using a scoring 
system, which is recommended, ap­

propriate weighting of questions is 

critical. Some questions may not need 
to have points allocated to them at all , 

but may be necessary for the overall 
framing of the evaluation. 

• Questionnaires should be easy for 
shoppers to complete and should in ­
clude specific illustrations where nec­

essary to clarify the point of evalua­
tion. 

• Category summaries make report­
ing e-as ier to analyze and digest. A 

summary page with all category scores 
and location, shopper and date infor­

mation is very helpful. Category 
scores are based on an accumulation 

of points from individual questions 
within each category . Categories may 

include areas such as telephone, physi­
cal appearance, product quality , greet­

ing, understanding needs, suggestive 

selling, closing and follow-up . 

• Recruit, qualify and train shop-

STATISTICAL ANALYSIS 
AND 

DATA PROCESSING SERVICES 

For the right direction, 
it's 

Directions in Research. 
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pers that closely match the clie nts' 
typical customer prof ile . Shoppers 
must be able to provide c lear, com­

plete and accurMe evaluati o ns. 

• Provide shoppers w ith spec ifi c 
scenarios and clear writte n instruc­

tions. To e nsure a ll shoppers are pro­
viding evaluations on the same is­

sues, instruct a ll shoppe rs to as k fo r 
the same, or s imilar prorl11 cts and as k 

the same kind s of ques tions. At a 
minimum shoppers sho uld be g iven 
training over the phone and th rough 

easy to follow written instru cti ons. In 

To take Big Brother out 
of the picture, it has 
become more popular to 
use mystery shopping as 
a vehicle for presenting 
awards - either on the 
spot or as part of an 
overall bonus program. 
The net effect of awards­
based mystery shopping 
is that it has become much 
more important 
employees 

to 
and 

managers, which zs a 
good thing. 

addition, try to sc hedul e a ll shops to 
be completed durin g equ al peri ods, 
i.e ., weekends or weekday evenings 

onl y. 
• Run quality co ntro l checks on 

completed evaluati on reports before 
di stribution to the cli ent. Every re­

port mu st be checked for va lidity, 
accuracy, con siste ncy and o bjec ti v­

ity. Shoppers may need to be con­
tacted to confirm the ir evaluati o n re­
ports . 

• Reporting on a time ly bas is. A 
shopping report has a short she lf li fe. 
The individual store reports mu st be 

tabul ated and di stributed to the stores 

w ithin 30 days of the shop - or much 

sooner if poss ible. Summary reports 
fo r each di stric t, region, di vision, de­

partme nt, e tc., must be easy to read 
and unde rstan d and a lso di stributed 
in a time ly manne r. 

• A shopping program sho uld not 

be used as a one-time audit. An es tab­
li shed , o ngo ing program, whe re em­

ployees kn ow that any c usto mer could 
be the mys tery sho pper, is mo re ef­

fec ti ve and objective th an s ing le shot 
audits . 

The fu ture of mystery shopping 
With the new tec hno log ies, mys­

te ry shopping is chang ing. The need 

for fas ter turn aro und o n sho pping re­
ports has resu lted in service prov id­

e rs seekin g more effic ient ways to 
di stribute and co ll ec t reports. T oday 

many service prov iders have shop­
pe rs complete the ir eva luati o n fo rm s 

o n the Internet, by E- mail , th rough 
fax-o n-demand or by te lepho ne . 

With the burgeonin g co mpetiti on 

among se rvice prov iders, the ca ll to 
fo rm an in d us try assoc iat io n has 
grown louder. An assoc iati o n would 

need to incorporate the va ri o us kinds 
of mys tery sho pping prov ide rs, se t 

standards for dea ling w ith c li e nts and 

shoppe rs, act as a uni f ied vo ice to 

counter damagi ng mys tery shopping 
scams and vo ice indu stry co ncern s 

regardin g use of indepe nde nt con­
trac to rs, I icens i ng reg ul a ti o ns and 
governme nt co ntro l. 

More co mpani es are di scovering 

mys tery shoppi ng and deve loping new 

ways to use myste ry shopping pro­
grams to improve the ir bu s iness. Sev­
era l new uses inc lu de pro ble m shop­

ping, whe re the shopper presents a 
problem that the empl oyee must so lve; 

using shoppers as coaches, where af­
ter the shop is compl eted , the shopper 

then co nsults w ith the sto re manager 
on the ir observati ons and sugges ted 

improveme nts; and hav in g e mpl oy­
ees showcased, i.e., whe n the shop­

per presents an award , it is an event 
ce lebrated th rougho ut th e sto re. No 

doubt , there wi ll co ntinue to be more 
growth and in novati o n of mys tery 

shopping programs. 0 

Quirk's Marketing Research Review 



Mystery shopping scams 
continued from p. 18 
prospect of being paid to act as my~­

tery shoppers . Recruiting shoppers I S 

an important aspect of mys tery shop­
ping, as service prov ider always need 
more people to he lp them complete 

the ir evaluations. It is unfortunate 
that the media now associates these 
recruiting scams with mystery shop­
ping and the Better Business Bureau 
has now decided that all mystery shop­
ping is nothing but a scam. 

The FTC is taking more positive 
action by preparing consumer edu-

cation information regarding mys­
tery shopping . If you have informa­
tion you would like to provide for 
this soon-to-be released report please 
contact Laurie Meehan of the FTC 
Bureau of Consumer Protection in 
Washington, D.C. at 202-326-3755 
or fax to 202-326-3395. 0 

An excerpt from a letter distributed this past fall to MRA members: 

In January 1996 many MRA members began to receive calls from the public seeking employment in the field of 

mystery shopping. However, most - if not all -of the members who were contacted do not conduct mystery shopping . 

Even so, their company was listed as a source of mystery shopping employment . 

MRA immediately became concerned about the possibility of consumer fraud or false advertising. Therefore, 

in September we requested that members send us any information they received about such calls. We discovered 

that many of these calls result from listings in booklets that are purchased by the potential employees. 

As a result of the information you provided to us, we have uncovered the booklets' publisher. We have also 

talked with the Attorney General of the State of Connecticut on your behalf. He, in turn, met via conference 

call with the attorneys general of 12 other states. Together, they are now conducting an in-depth investigation 

into this potential mystery shopping fraud. In addition, we have worked with our legal counsel to provide you 

with the following information. 

If you are faced with this situation, we request you take the following steps immediately: 

1. Find out as much information as you can about how the caller got your company's name and phone number . 

2. Tell the caller clearly that this is misleading advertising and that you do not hire mystery shoppers (if 

that is the case); encourage the caller to contact the Better Business Bureau in their area and complain. 

3. Obtain the address of the publisher of the booklet and write to them requesting the publisher remove your 

name from their booklet. 

4. Notify the Attorney General of your state. Send as much information as you can to support your complaint . 

5. Notify MRA headquarters of your actions by sending a copy of your correspondence and any other information 

you discover. 

Note: There are several new services that do appear to deliver what they promise. These include referral 

services such as The National Mystery Shopper Directory . Essentially what differentiates this service from 

fraudulent operators is that they do not create false expectations for consumers and they help service providers 

by providing lists of shoppers to the companies rather than selling lists of companies to shoppers. 

The National Mystery Shopper Directory was started by Michelson & Associates, Inc . as a way to connect their 

experienced shoppers who desired more work with other companies . They market the service by direct mail to their 

in-house database and do not advertise for new recruits in newspapers. Shoppers who choose to list in this 

directory pay a low one-time fee to have their application information sent quarterly to over 400 shopping service 

providers. Shoppers who pay for listings are offered a 100% money back satisfaction guarantee. Several hundred 

service providers now actively use this directory their own recruiting. 

Mark Michelson, founder, states the following regarding The National Mystery Shopper Directory: "I started 

the directory as a response to numerous requests from our shoppers to get more work. Once we use a shopper for 

a specific location, they cannot do that shop again . Unfortunately we use up many of our best shoppers . The 

idea for the directory came when I began speaking with other service providers who asked if we could provide 

them with shoppers. The directory is intended to provide qualified, experienced shoppers who have completed 

work for us to other reputable service providers. The directory is funded entirely by the shoppers who pay for 

listings and there is no cost for subscribers to receive or use the directory in their recruiting . We do not 

charge applicants anything to apply as a shopper with Michelson & Associates alone . However, if they choose 

to be listed in the directory we ask for a minimal one-time fee to cover the distribution expenses, which is 

fully refundable if they are not satisfied. The primary benefit I have received from this venture has been the 

relationships I have been able to create with other service providers." 
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Listed below are names of companies specializing in qualitative research moderating. Included 
are contact personnel, addresses and phone numbers. Companies are listed alphabetically and 
are also classified by state and specialty for your convenience. Contact publisher for listing 
rates: Quirk's Marketing Research Review, P. 0. Box 23536, Minneapolis, MN 55423. Phone 
612-854-5101/ fax 612-854-8191. 

Asian Marketing Communication 
Research/Div. of H&AMCR, Inc. 
1301 Shoreway Rd., Ste. 100 
Belmont, CA 94002 
Ph. 415-595-5028 
Fax 415-595-5407 
E-mail: gateway@hamcr.com 
http://www .hamcr.com 
Contact: Dr. Sandra M.J. Wong 
Qua/JDuant.Rsch. -Cantonese, Mandarin, 
Japanese,Korean, Tagalog, etc. U.S. & Inti. 

AutoPaclflc, Inc. 
12812 Panorama View 
Santa Ana, CA 92705-6306 
Ph. 714-838-4234 
Fax714-838-4260 
E-mail: karxprt1 @ix.netcom.com 
Contact: George Peterson 
Auto Marketing & Product Experts. 1100 
Groups Moderate& Recruit. 

BAI (Behavioral Analysis Inc.) 
580White Plains Rd. 
Tarrytown,NY10591 
Ph. 914-332-5300 
Fax914-631-8300 
E-mail: kperrnut@BehavioraiAnalysis.com 
Contact: Kate Permut 
Innovative & Standard Approaches To 
Qual. Research. 

George I. Balch 
635S. Kenilworth Ave. 
OakPark,IL60304 
Ph. 708-383-5570 
Fax708-383-5570 
E-mail: gbalch.uic.edu 
Contact: George Balch 
Experience With Advertisers, Agencies, 
Government. 

Brittain Associates 
3400 Peachtree Rd. N.E., Ste. 1015 
Atlanta, GA30326 
Ph.404-365-8708 
Contact: Bruce Brittain 
Custom Research Consultants. "Next­
Step"Solutions. 

Burr Research/Reinvention Prevention 
4760FremontSt. 
Bellingham, WA98226 
Ph.360-671-7813 
Fax360-671-7813 
E-mail: BURRRESEAR@aol.com 
Contact: Robert L. Burr 
Answers Via Actionable Survey & 
Qualitative Research; 1-on-1 s. 

Cambridge Associates, Ltd. 
2315 Fairway Ln. 
Greeley, CO 80634 
Ph. 800-934-8125 
Fax97Q-339-8313 
E-rnail:walt_kendall@prodigy.com 
Contact: Walt Kendall 
The Finest- Telephone Focus Groups, 
Traditional Focus Groups, 1 on 1s. 

Cambridge Research, Inc. 
5831 Cedar Lake Rd. 
St. Louis Park, MN 55416 
Ph. 612-525-2011 
Contact Dale Longfellow 
High Tech, Executives, Bus.-To­
Bus., Ag., Specifying Engineers. 

CB&A Market Research 
1400 Westgate Center Dr., Ste. 200 
Winston-Salem, NC271 03 
Ph. 91 D-765-1234 
Fax 91 D-765-1234 
E-mail: cba@nr.infi.net 
http://www.cba@nr.infi.net 
Contact: Amy Anderson 
Full Service Research Marketing, State­
of-the-Art Facilities. 

CJRobbins 
3832 Mintwood St. 
Pittsburgh, PA 15201 
Ph.412-683-5975 
Fax412-681-7975 
E-mail: cjrobbins@activemac.com 
http://www.activemac.com/focus 
Contact: Carole Robbins 
Creative Evocative Methods/Fast Action­
able Reports. 

Consumer Opinion Services 
12825-1 stAve. South 
Seattle, WA98168 
Ph.206-241-6050 
Fax206-241-5213 
E-mail: cos-info@cosvc.com 
http://www.cosvc.com 
Contact: Jerry Carter 
Consumer, Business Groups and 
One-On-Ones. 

Creative & Response Svces., Inc. 
500 N. Michigan Ave., 12th Fl. 
Chicago,IL 60611 
Ph. 312-828-9200 
Fax312-527 -3113 
Contact: Christian de Brauw 
Thirty Years of Leadership in Qualitative 
Research. 

Cunningham Research Associates 
2828 W. Parker Rd., Ste. B202 
Plano, TX 75075 
Ph. 214-596-4072 
Fax 214-964-3404 
E-mail: crasrch@airmail.net 
Contact: Mark W Cunningham 
Qual. & Quant. Rsch.: Consumer, 
Advg., Bus./Bus., Hi-Tech. 

Cunninghis Associates 
6400 Flotilla Dr., #56 
Holmes Beach, FL 34217 
Ph. 813-778-7050 
Contact: Burt Cunning his 
37 Years Exp., Moderator & Moderator 
Training. 

Daniel Associates 
49 Hill Rd ., Ste. 4 
Belmont, MA 02178 
Ph. 617-484-6225 
Contact: Stephen Daniel 
FOCUS/IT Understanding Technology 
Buying Processes. 

Data & Management Counsel, Inc. 
P.O. Box 1609 I 608 Chadds Ford Or. 
Chadds Ford, PA 19317 
Ph. 610-388-1500 
Fax 610-459-4825 
E-mail: wktripp@aol.com 
Contact: Bill Ziff-Levine 
Extensive Experience In Domestic & 
International Qualitative Research. 

Decision Analyst, Inc. 
604 Ave. H East 
Arlington, TX 76011-3100 
Ph. 817-640-6166 
Fax 817-640-6567 
E-mail: JThomas@danalyst.com 
http://www.danalyst.com 
Contact: Jerry W Thomas 
Depth Motivation Research. National 
Firm. 

Decision Drivers 
197 Macy Rd. 
Briarcliff, NY 1051 0-1017 
Ph. 914-923-0266 
Fax 914-923-3699 
Contact: Sharon Driver 
Actionable Results To Drive Your 
Market Decisions. 

Decker Research Associates, Inc. 
4 Upper Bank Dr. 
Chadds Ford, PA 19317 
Ph. 800-832-1930 
Fax 61 0-388-7821 
Contact: Bruce Decker 
Sr. Exec. Moderator, Extensive Drug/ 
Health Experience. 

The Deutsch Consultancy 
1500 N.W. 49th St. , Ste. 532 
Ft. Lauderdale, FL 33309 
Ph. 954-938-9125 
Fax 954-771-5214 
E-mail: bideutsch@advize.com 
Contact: Barry Deutsch 
We Crack Tough Nuts. 

Direct Feedback 
4 Station Square, Ste. 545 
Pittsburgh, PA 15219 
Ph. 412-394-3676 
Fax412-394-3660 
Contact: Tara Hill Conroy 
Bus.-To-BusJConsumer/Recruit/Moder­
ate/Report. 

Directions Data Research 
1111 Northshore Dr. 
Knoxville, TN 37919-4046 
Ph. 423-588-9280 
Contact: Rebecca Bryant 
Full Service: Medical/Consumer/New 
Product/PR/Exec. 
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DolobowskyQual. Svcs., Inc. Focus Plus, Inc. Hispanic Marketing Communications Leichliter Associates Mktg. Rsch ./ 
94 Lincoln St. 79 5th Avenue Research/Div. ofH&AMCR, Inc. Idea Development 
Waltham, MA02154 New York, NY 1 0003 1301 ShorewayRd.,Ste.100 P. 0. Box 788 FOR Station 
Ph.617-647-0872 Ph. 212-675-0142 Belmont, CA 94002 New York, NY 1 015Q-0788 
Fax 617-647-0264 Fax 212-645-3171 Ph. 415-595-5028 Ph.212-753-2099 
E-mail: 73521.3172@compuserve.com E-mail: focusplus@earthlink.net Fax415-595-5407 Fax212-753-2599 
Contact: Reva Dolobowsky Contact: John Markham E-mail: gateway@hamcr.com E-mail: leichlner@aol.com 
Experts In Ideation & Focus Impeccable Cons. & B-B http://IMvw.hamcr.com Contact: Betsy Leichliter 
Groups. Formerly with Synectics. Recruits/Beautiful New Facility. Contact: Dr. Felipe Korzenny Innovative Exploratory Rsch./ldea De-

Hisp. Bi-Ung./Bi-Cult. Foe Grps. Any- velopment. Offices NY & Chicago. 
Doyle Research Associates, Inc. Focused Solutions where In U.S./Quan. Strat. Cons. 
919 N. Michigan/Ste. 3208 907 Monument Park Cir. , Ste. 203 Nancy Low & Associates, Inc. 
Chicago, IL 60611 Salt Lake City, UT 841 08 Horowitz Associates Inc. 5454 Wisconsin Ave., Ste.1300 
Ph. 312-944-4848 Ph. 801-582-9917 1971 Palmer Avenue Chevy Chase, MD 20815 
Fax 312-944-4159 Contact: Bill Sartain Larchmont, NY 1 0538 Ph.301-951-9200 
E-mail: jodra@aol.com 30+ yrs. Exp.; 2500+ Groups with U.S. Ph. 914-834-5999 Fax301-986-1641 
Contact: Kathleen M. Doyle & International Goods & Serv. Contact: Howard Horowitz E-mail: n.l.a.@clark.net 
Full Svc. Qual. Four Staff Moderators. CableNideo Marketing-Programming- Contact: Nan Russell Hannapel 
Varied Expertise. GraffWorks Marketing Research Advertising Strategy. Health/Fin./Cust. Sat. Upscale FG Facil-

1 0178 Phaeton Dr. ity. RecruitfromMD, DC, No. VA. 
D/R/S HealthCare Consultants Eden Prairie, MN 55347 Irvine Consulting, Inc. 
3127EastwayDr., Ste.105 Ph. 612-829-4640 2207 Lakeside Drive Market Development, Inc. 
Charlotte, NC 28205 Fax 612-829-4645 Bannockburn, IL 60015 1643SixthAve. 
Ph. 704-532-5856 Contact: Carol Graff Ph. 84 7-615-0040 San Diego, CA 921 01 
Fax 704-532-5859 Custom Marketing Research & New Fax 847-615-0192 Ph. 619-232-5628 
Contact: Dr. Murray Simon Business Development Consulting. E-mail: DBSG96A@prodigy.com Fax619-232-Q373 
Specialists in Research with Provid- Contact: Ronald J. Irvine E-mail: lnfo@mktdev.com 
ers & Patients. Greenleaf Associates, Inc. Pharm/Med: Custom Global Quan./ http:/Awlw.info@mktdev.com 

BOO South St., Ste. 170 Qual. Res. & Facility. Contact: Esther Sato 
Elrick and Lavidge Waltham, MA 02154 U.S. Hisp./Latin Amer., Offices In NY, 
1990 Lakeside Parkway Ph. 617-899-0003 JRH Marketing Services, Inc. Mexico City. 
Tucker, GA 30084 Contact: Dr. Marcia Nichols Trook 29-27 41st Ave. (Penthouse) 
Ph. 770-621 -7600 Nat'l./lnt'l. Clients. Specialty: New Prod- New York, NY 11101 Market Navigation, Inc. 
Fax 770-621-7666 ucts, Direct Marketing, Publishing. Ph. 718-786-9640 Teleconference Network Div. 
E-mail: elavidge@atl.mindspring.com Fax 718-786-9642 2 Prel Plaza 
http://www.elavidge.com Grieco Research Group, Inc. E-mail: 72114.1500@compuserve.com Orangeburg, NY 10962 
Contact: Carla Collis 850 Colorado Blvd., Ste. 203C Contact: J. Robert Harris II Ph. 914-365-0123 
Full-Service National Capability. Los Angeles, CA 90041 Founded 1975. Check Out The Rest Fax 914-365-0122 

Ph. 213-254-1991 But Use The Best! E-mail: Ezukergo@mnav.com 
Erlich Transcultural Consultants Fax 213-254-3465 http://www.mnav.com 
21241 Ventura Blvd., Ste. 193 E-mail : GRGINC@aol.com JustThe Facts, Inc. Contact: Evelukergood 
Woodland Hills, CA 91364 Contact: Joe Grieco P.O.Box365 Med., Bus. -to-Bus., Hi-Tech, lndust., 
Ph. 818-226-1333 Marketing and Advertising Mt. Prospect, I L 60056 Ideation, New Prod., Tel. Groups. 
Fax 818-226-1338 Focus Groups. Ph.847-506-0033 
E-mail : AEetc@aol.com Fax847-506-0018 Market Research Associates 
Contact: Andrew Erlich, Ph.D. Hammer Marketing Resources E-mail: JTFacts@islandnet.com 2082 Business Center Dr., Ste. 280 
Full Svc. Latino, Asian, African Amer., 179 Inverness Rd. http://IMvw.just-the-facts.com Irvine, CA 92612 
Amer. Indian Mktg. Rsch. Severna Pk. (Balt./D.C.), MD 21146 Contact: Bruce Tinckne/1 Ph. 714-833-9337 

Ph. 410-544-9191 WeFindTheFacts!™Fu/1-Svc., Camp. Fax 714-833-2110 
FacFind, Inc. Fax 410-544-9191 Intel., Mktg. Cnsltg. Actionable Results. Contact: Barbara Fields 
6230 Fairview Rd. , Ste. 108 E-mail: 70426.1237@compuserve.com Customized, Creative Research De-
Charlotte, NC 2821 0 Contact: Bill Hammer Kidfacts8M Research signed For Actionable Findings. 
Ph. 704-365-8474 25 Years Experience- Consumer, Busi- 3331 W.BigBeaverRd.,Ste.114 
Fax 704-365-87 41 ness & Executive. Troy, Ml48084 MarketingAdvantageRsch.Cnslls.,lnc. 
E-mail : facfind@aol.com Ph. 81 Q-816-6772 2349 N. Lafayette St. 
Contact: Tracey Snead Pat Henry Market Research, Inc. Contact: Dana Blackwell Arlington Heights, IL 60004 
Varied, Affordable Southern Generalists. 230 Huron Rd. N.W., Ste. 100.43 Qual. & Quan: Specialty Kids/Teens. Ph. 847-670-9602 

Cleveland, OH 44113 ProdJPkgJAdvtg. Fax 847-670-9629 
Fader & Associates Ph. 216-621-3831 E-mail: mjrichards@aol.com 
372 Central Park W. , Ste. 7N Fax 216-621-8455 Bart Kramer & Associates Contact: Marilyn Richards 
New York, NY 10025 Contact: Mark Kikel 6 Barbara Dr. New Product Development/Hi-Tech/ 
Ph. 212-749-3986 Luxurious Focus Group Facility. Ex- Succasunna, NJ 07876-1908 Multimedia/Telecommunications. 
Fax 212-7 49-4087 pert Recruiting. Ph. 201-927-5507 
Contact: Susan Fader Fax201-252-0354 Marketing Mabix, Inc. 
Exper./Focus Groups/1-0n-1 sl ln Hispanic Market Connections, Inc. E-mail: KRAMER.ASSOCIATES@ 25660verlandAve.,Ste. 716 
Broad Range Of Cat. 5150 El Camino Real, Ste. 0-11 worldnet.att.net Los Angeles, CA 90064 

Los Altos, CA 94022 Contact: Bart Kramer Ph. 31 0-842-8310 
First Market Research Corp. Ph. 415-965-3859 Design/Execution Of New/Improved Fax31 0-842-7212 
2301 Hancock Drive Fax 415-965387 4 Product Research. E-mail: mmatrix@primenet.com 
Austin , TX 78756 Contact: M. Isabel Valdes Contact: Marcia Selz 
Ph. 800-FIRST-TX (347-7889) Foe. Grps., Door-to-Door, Tel. Stud- Lachman Research & Mktg. Svces. Foe. Grps., In-Depth lntvs. & Surveys For 
Fax 512-451 -5700 ies, Ethnographies. 29341/2BeverlyGienCir.,Ste.119 Financial Svce. Companies. 
E-mail: jheiman@firstmarket.com Los Angeles, CA 90077 
http://www.firstmarket.com Ph. 31 Q-47 4-7171 
Contact: James R. Heiman Fax31 0-446-4758 
High Tech, Publishing, E-mail: rflachman@aol.com 
Bus.-To-Bus., Telecommunications. Contact: Roberta Lachman 

Advg. & Mktg. Focus Groups and One-
on-Ones. Consumer/Business. 
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MCC Qualitative Consulting Olson Aycock, All Points Research Gerald Schoenfeld, Inc. Strategy Research Corporation 
100 Plaza Dr. 8025 N. Point Blvd. , #215E 55 S. Broadway, 2nd fl. 100 N.W. 37 Avenue 
Secaucus, NJ 07094 Winston-Salem, NC271 06 Tarrytown, NY 10591 Miami, FL 33125 
Ph. 201-865-4900 Ph.91Q-768-7368 Ph. 914-631-8800 Ph. 305-649-5400 
Fax 201-865-0408 Fax910-768-7428 Contact: Gerry Schoenfeld Fax 305-649-6312 
Contact: Andrea Schrager Contact: Sherrie Aycock 20 Yrs. Full Service/Consumer/Bus./ E-mail: strategy@icanect.net 
Insightful, Innovative, lmpacttui,Action- Innovative State-Of-The-Art Moderating Blue Chip Clients. http://. icanect. neVstrategy 
Oriented Team Approach. Techniques. Contact: Jim Loretta 

Jack M. Shapiro Healthcare Mktg. Serving All U.S. Hispanic Mkts. & 
Medical Marketing Research, Inc. Outsmart Marketing Rsch. & Mgmt. Consulting, Inc. Latin America. 
1201 Melton Ct. 2840XenwoodAve. P.O.Box900 
Raleigh, NC 27615 Minneapolis,MN55416 West Nyack, NY 1 0994 Sunbelt Research Associates, Inc . . 
Ph. 919-870-6550 Ph. 612-924-0053 Ph. 914-353-0396 1001 N. U.S. One, Ste. 310 
Fax 919-848-2465 Contact: Paul Tuchman Contact: Jack M. Shapiro Jupiter, FL 33477 
E-mail: 1 036n.1312@compuserve.com Helping You "Outsmart" YourCompeti- Healthcare Market Research Specialists Ph.561-744-5662 
Contact: George Matijow tion. Since 1988. Call About Our New Contact: Barbara L. Allan 
Specialist, Medicai!Pharm. 20 yrs. HomecareStudy! 20+ Years Exp.; Business & Consumer 
Healthcare Exp. Perception Research Services, Inc. Studies; Nat'/. & /nt'l. Exp. 

One Executive Dr. SIL: Worldwide Marketing Services 
MedProbe, Inc. Ft. Lee, NJ 07024 7601 N. Federal Hwy., Ste. 205-B Target Market Research Group, Inc. 
600S.Hwy.169,Ste.1410 Ph. 201-346-1600 Boca Raton, FL 33487 4990 S.W. 72 Ave., Ste. 110 
Minneapolis, MN 55426-1218 Fax201-346-1616 Ph. 800-626-5421 Miami, FL 33155-5524 
Ph. 612-540-0718 E-mail: prseye@aol.com Fax 800-599-5688 Ph. 800-500-1492 
Fax 612-540-0721 http://wmJ.prsresearch.com E-mail: sil@siltd.com Fax 305-661-9966 
Contact: Asta Gersovitz, Pharm.D. Contact: Joe Schurtz http://wmJ.si~d.eom E-maii:TARGETmgc@aol.com 
MedProbe Provides Full Service Gus- Expertise In Packaging & Marketing Contact: Timm Sweeney Contact: Martin Cerda 
tom Market Research. Communications. Qualitative Research. Member: Hispanic Quai./Quant. Research-Na-

QRCAIAMA/Advt. Club. tiona/ Capability. 
Michelson & Associates, Inc. Shelli Reichwald 
1900 The Exchange, Ste. 360 184-24 Midland Parkway James Spanier Associates Thorne Creative Communications 
Atlanta, GA 30339 Jamaica Estates, NY 11432 120 East 75th St. 65 Pondfield Rd. , Ste. 3 
Ph. 770-955-5400 Ph. 718-37 4-0473 New York, NY1 0021 Bronxville, NY 10708 
Fax 770-955-5040 Contact: Shelli Reichwald Ph.212-472-3766 Ph. 914-337-1364 
E-mail: focus@onramp.net Specializing In Children, Parents & Contact: Julie Horner Fax 914-337-2331 
http://www.michelson.com/research Teachers. Focus Groups And One-On-Ones In E-mail : gthorne@pipeline.com 
Contact: Mark L. Michelson Broad Range Of Categories. Contact: Gina Thorne 
Much More Than Moderation Research Connections, Inc. Sensitive Style/Actionable Results With 
Nat'/. Fu/1-Svc. Quai./Quant. 414 Central Ave. Dwight Spencer & Associates, Inc. Kids & Teens. 

Westfield, NJ 07090 1290 Grandview Avenue 
Francesca Moscatelli Ph. 908-232-2723 Columbus, OH 43212 Treistman & Stark Marketing, Inc. 
506 Ft. Washington Ave. , 3C Fax 908-654-9364 Ph. 614-488-3123 Two University Plaza 
New York, NY 10033 http://wwwresearchconnections.com Fax614-421-1154 Hackensack, NJ 07601 
Ph. 212-740-2754 Contact: Amy J. Yoffie Contact: Betty Spencer Ph. 201-996-01 01 
Fax212-923-7949 Online Foe. Grps., Nat'l./lnt'l., Recruit 4 'x16' Mirror Viewing Rm. Seats 8-12.1n Fax201-996-0068 
E-mail: romanaaa@aol.com Online or Phone. Web Site Evaluation. HouseAudioNid. Equip. E-mail: tsmi@carroll.com 
Contact: Francesca Moscatelli Contact: Joan Treistman 
Latino Bi-Lingual/Bi-Cultural Groups; Research Data Services, Inc. Spier Research Group ENVISION™, Other Approaches For 
ORCA Member. 600 S. Magnolia Ave., Ste. 350 1 Lookout Circle Creative Insight. 

Tampa, FL 33606 Larchmont, NY 1 0538 
Nevada Market Research Ph. 813-254-2975 Ph. 914-834-3749 Widener-Burrows & Associates, Inc. 
2050W. Warm Springs Rd., Ste. 424 Fax 813-254-2986 Fax 914-834-37 49 130 Holiday Ct. , Ste. 1 08 
Henderson, NV 89014 E-mail: KlagesMktg@aol.com Contact: Daisy Spier Annapolis, MD 21401 
Ph. 702-451-8210 Contact: Walter Klages, Ph.D. Excellent Track Record I Strategic Res./ Ph. 41 0-266-5343 
Fax702-451-8215 Full Service Qualitative & Quantitative Brand Image/New Prods .I All Age Grps. Fax 41 0-841-6380 
E-mail: nvmktres@skylink. net Market Research. E-mail: WBandA@aol.com 
Contact: Vivian Scott Spiller & Reeves Research Contact: Dawne Widener-Burrows 
Consumer, Business, Seniors, Students, Rodgers Marketing Research 950 S. Tamiami Trail , #208 Four Moderators on StaffS pee. in Health 
One-On-Ones. 4575 Edwin Drive, NW Sarasota, FL 34236 Care, Fin. Svcs., Adv. Rsch. 

Canton, OH 44718 Ph. 941-954-3367 
Nordhaus Research, Inc. Ph. 330-492-8880 Fax 941-951-1576 Yamell,lnc. 
20300W.12MileRd.,Ste.102 Contact: Alice Rodgers E-mail: Killinme@aol.com 147ColumbiaTpke.,#302 
Southfield, Ml48076 Creative/Cost Effective: New Product/ Contact: Kendall Gay Florham Park, NJ 07932 
Ph.80Q-86Q-9996 Consumer, Etc. Med./Parm. : Foe. Grps./1-0n-1s/Con- Ph. 201 -593-0050 
Contact: John King vention Rsch. Fax201-593-0164 
Fuii-Svce. Qual. & Quant., Fin. , Med. , Paul Schneller- Qualitative E-mail: syarnell@attmail.com 
Uti/., 3 Discussion Rms. 300 Bleecker St., 3rdfl. Strategic Focus, Inc. Contact: Steven M. Yarnell 

New York, NY 10014 6456 N. Magnolia Ave. New Product Development & Position-
Northwest Research Group, Inc. Ph. 212-675-1631 Chicago, IL 60626 ing. HW!SWCos. 
4001 08th Ave. N.E., Ste. 200 Contact: Paul Schneller Ph.312-973-4729 
Bellevue, WA98004 Full Array: Ads!Pkg Gds/Rx/B-to-B/ Fax 312-973-0378 
Ph. 206-635-7 481 Ideation (14+ Years). E-mail: DonaJ@aol.com 
Fax 206-635-7 482 Contact: Dona Vitale 
E-mail: ethertn@nwrg.com Creative Insights tor Mktg./Advertis-
http://wmJ.nwrg.com ing Strategy. 
Contact: Jeff Etherton 
Facilities, Moderating, Full Service Market 
Research. 
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STATE CROSS INDEX OF MODERATORS 
Refer to Preceding Pages For Address, Phone Number and Contact Name 

California Illinois Nevada D/R/S Health Care Consultants 

Asian Marketing George I. Balch Nevada Market Research FacFind, Inc. 

AutoPacific, Inc. Creative & Response Rsch. Svcs. Medical Marketing Research, Inc. 

Erlich Transcultural Consultants Doyle Research Associates New Jersey Olson Aycock, All Points Research 

Grieco Research Group, Inc. Irvine Consulting, Inc. Bart Kramer & Associates Ohio Hispanic Market Connections Just The Facts, Inc. MCC Qualitative Consulting 
Hispanic Marketing Leichliter Assoc. Mktg. Rsch./ldea Dev. Perception Research Services, Inc. Pat Henry Market Research, Inc. 
Lachman Research & Marketing Svces. Marketing Advantage Rsch. Cnslts., Inc. Research Connections, Inc. Rodgers Marketing Research 
Market Development, Inc. Strategic Focus, Inc. Treistman & Stark Marketing, Inc. Dwight Spencer & Associates, Inc. 
Market Research Associates Yarnell Inc. 
Marketing Matrix, Inc. Maryland Pennsylvania 

Colorado 
Hammer Marketing Resources New York CJRobbins 
Nancy Low & Associates, Inc. BAI (Behavioral Analysis Inc.) Data& Management Counsel, Inc. 

Cambridge Associates, Ltd. Widener-Burrows & Associates, Inc. Decision Drivers Decker Research Associates, Inc. 

Fader & Associates Direct Feedback 

Florida Massachusetts Focus Plus, Inc. CJRobbins 

Cunninghis Associates Daniel Associates Horowitz Associates, Inc. 
Tennessee The Deutsch Consultancy Dolobowsky Qual. Svcs., Inc. JRH Marketing Services, Inc. 

Research Data Services, Inc. Greenleaf Associates, Inc. Leichliter Assoc. Mktg. Rsch./ldea Dev. Directions Data Research 
SIL: Worldwide Marketing Services Market Navigation, Inc. 

Texas Spiller & Reeves Research Michigan FrancescaMoscatelli 
Strategy Research Corporation KidFacts Research 

Shelli Reichwald Cunningham Research Associates 
Sunbelt Research Associates, Inc. Nordhaus Research, Inc. 

Paul Schneller- Qualitative Decision Analyst, Inc. 
Target Market Research Group, Inc. Gerald Schoenfeld, Inc. FirstMarketRsch. (J. Heiman) 

Minnesota 
Jack M. Shapiro Healthcare Rsch. & 

Georgia Mgmt. Cnsltg. Utah 
Brittain Associates 

Cambridge Research , Inc. James Spanier Associates Focused Solutions 

Elrick and Lavidge 
GraffWorks Marketing Research Spier Research Group 

Michelson & Associates, Inc. 
MedProbe, Inc. Thorne Creative Communications Washington 
Outsmart Marketing Burr Research/Reinvention Prevention 

North Carolina Consumer Opinion Services 
CB&A Market Research Northwest Research Group, Inc. 

SPECIALTY CROSS INDEX OF MODERATORS 
Refer to Preceding Pages For Address, Phone Number and Contact Name 

ADVERTISING AFRICAN-AMERICAN ASSOCIATIONS BUS.-TO-BUS. 
Cambridge Associates, Ltd. Erlich T ranscu~ural Consu~nts Nancy low &Associates, Inc. Access Research, Inc. 
cambridge Research, Inc. JRH Marketing Services, Inc. BAI(BehavioraiAnalysislnc.) 
CJRobbins AUTOMOTIVE Brittain Associates 
Creative & Response Rsch. Svcs. AGRICULTURE AutoPacific, Inc. cambridge Associates, Ltd. 
Decision Drivers cambridge Associates, Ltd. Creative & Response Rsch. Svcs. Cambridge Research, Inc. 
DolobowskyQual. Svcs., Inc. cambridge Research, Inc. Erlich Transcu~uraiConsu~ ConsumerOpinion Services 
Erlich Transcu~uraiConsu~ MatrixxMarketing-Research Div. Creative & Response Rsch. Svcs. 
Fader &Associates ALCOHOLIC BEV. Perceptive Research Services, Inc. 

Data&ManagementCounsel, Inc. 
Market Research Associates The DeutschConsu~ncy 

Olson Aycock, All Points Research Creative & Response Rsch. Svcs. 
BIO-TECH 

Direct Feedback 

Outsmart Marketing Gerald Schoenfeld, Inc. Fader & Associates 

Perceptive Research Services, Inc. Strategy Research Corporation Irvine Consulting, Inc. First Market Research 

Paul Schneller - Qualitative Market Navigation, Inc. PatHenryMarketResearch, Inc. 

SIL: Worldwide Marketing Services ASIAN MedProbe, Inc. Just The Facts, Inc. 

Spier Research Group Asian Marketing Medical Marketing Research, Inc. Market Research Associates 

Strategy Research Corporation Asian Perspective, Inc. JackM. Shapiro Hea~care Rsch. & Mgmt. MCCQualitativeConsulting 

T reistman & Stark Marketing, Inc. Communication Research Cns~g . Research Connections, Inc. 

Widener-Burrows &Associates, Inc. Data&ManagementCounsel, Inc. Paul Schneller -Qualitative 

Erlich T ranscu~ural Consu~nts Gerald Schoenfeld, Inc. 
Sl L: Worldwide Marketing Services 
Sunbe~ResearchAssociates, Inc. 
Yamelllnc. 
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CABLE CUSTOMER James Spanier Associates HOUSEHOLDPRODU~ 
Creative & ResponseSvces., Inc. SATISFACTION Widener-Burrows&Associates, Inc. CHORES 

BAI (Behavioral Analysis Inc.) 
FOOD PRODUCTS/ 

Paul Schneller-Qualitative 
CHILDREN Burr Research/Reinvention Prevention 
Creative & Response Rsch. Svcs. CJRobbins NUTRmON IDEA GENERATION 
Doyle Research Associates Elrick and Lavidge BAI (Behavioral Analysis Inc.) Analysis Research Ltd. 
Fader &Associates Fader & Associates Creative & Response Rsch. Svcs. BAI(BehavioraiAnalysislnc.) 
Greenleaf Associates, Inc. Nancy Low &Associates, Inc. Greenleaf Associates, Inc. Cambridge Associates, Ltd. 
Just The Facts, Inc. Research Data Services, Inc. Just The Facts, Inc. Creative & Response Rsch. Svcs. 
Kid Facts Research Sunbe~ResearchAssociates, Inc. KidFacts Research Dolobowsky Qual. Svcs., Inc. 
MatrixxMarketing-Research Div. Leichltter Assoc. Mktg. RschJideaDev. Doyle Research Associates 
Outsmart Marketing DIRECT MARKETING Outsmart Marketing Elrickand Lavidge 
Shelli Reichwald BAI (Behavioral Analysis Inc.) Paul Schneller-Qualitative JustThe Facts, Inc. 
Gerald Schoenfeld, Inc. Greenleaf Associates, Inc. Gerald Schoenfeld, Inc. Leichltter Assoc. Mktg. RschJidea Dev. 
Spier Research Group Perceptive Research Services, Inc. MatriXxMarketing-Research Div. 
Thome Creative Communications Spier Research Group HEALTH & BEAUTY Paul Schneller-Qualitative 

PRODUCTS Gerald Schoenfeld, Inc. 
COMMUNICATIONS DISTRIBUTION BAI (Behavioral Analysis Inc.) SIL:WorldwideMarketingServices 
RESEARCH Burr Research/Reinvention Prevention Paul Schneller-Qualitative 
Access Research, Inc. GraffWorksMarketingResearch Gerald Schoenfeld, Inc. IMAGE STUDIES 
Cambridge Associates, Ltd. Jack M. Shapiro Healthcare Rsch. & cambridge Associates, Ltd. 
Perceptive Research Services, Inc. EDUCATION Mgmt. Cnsltg. 

Cambridge Associates, Ltd. Thorne Creative Communications INDUSTRIAL 
COMPETITIVE Greenleaf Associates, Inc. RrstMarketResearch 

POSmONING Just The Facts, Inc. HEALTH CARE Market Navigation, Inc. 

GraffWorks Marketing Research 
Marketing Advantage Rsch. Cns~ .• Inc. Access Research, Inc. SIL:WorldwideMarketingServices 
Spier Research Group Decker Research Associates, Inc. 

COMPUTERS. ELECTRONICS 
Directions Data Research INSURANCE 

HARDWARE 
Dolobowsky Qual. Svces., Inc. Brittain Associates 

Leichliter Assoc. Mktg. RschJidea Dev. D/RIS HealthCare Consultants Burr Research/Reinvention Prevention 
Leichliter Assoc. Mktg. RschJidea Dev. Elrick and Lavidge Erlich T ranscu~ural Consultants 

EXECUTIVES Erlich Transcultural Consultants Nancy Low &Associates, Inc. 
COMPUTERS/MIS BAI (Behavioral Analysis Inc.) Irvine Consulting, Inc. 
Cambridge Associates, Ltd. Brittain Associates Nancy Low & Associates, Inc. INTERACTIVE PRODJ 
Creative & Response Rsch. Svcs. Creative & Response Rsch. Svcs. Market Navigation, Inc. 

SERVICES/RET AILING Daniel Associates Decision Drivers Market Research Associates 
Fader & Associates DolobowskyQual. Svcs., Inc. Matrixx Marketing-Research Div. Leichliter Assoc. Mktg. RschJidea Dev. 

RrstMarketResearch Fader &Associates MedProbe, Inc. Perceptive Research Services, Inc. 

Greenleaf Associates, Inc. RrstMarket Research Medical Marketing Research, Inc. Research Connections, Inc. 

Leichliter Assoc. Mktg. RschJideaDev. Marketing Advantage Rsch. Cns~. , Inc. Nordhaus Research, Inc. 
Marketing Advantage Rsch. Cns~., Inc. Paul Schneller-Qualitative Jack M. Shapiro Healthcare Rsch. & INTERNET 
SIL:WorldwideMarketingServices SIL: Worldwide Marketing Services Mgmt. Cnsltg. GraffWorks Marketing Research 
James Spanier Associates Strategy Research Corporation Spiller & Reeves Research 
Yamelllnc. Strategy Research Corporation INVESTMENTS 

RNANCIAL SERVICES Sunbelt Research Associates, Inc. 
The Deutsch Consultancy 

CONSUMERS Access Research, Inc. Thorne Creative Communications 

ConsumerOpinion Services BAI (Behavioral Analysis Inc.) Widener-Burrows & Associates, Inc. 
KEY OPINION LEADERS 

Creative & Response Rsch. Svcs. Brittain Associates 
GraffWorks Marketing Research 

Decision Drivers Burr Research/Reinvention Prevention HISPANIC 
Greenleaf Associates, Inc. Cambridge Associates, Ltd. Data & Management Counsel, Inc. 

LATIN AMERICA PatHenryMarketResearch, Inc. Cambridge Research, Inc. Erlich Transcu~ural Consultants 
Just The Facts, Inc. Creative & Response Rsch. Svcs. Hispanic Market Connections, Inc. Market Development, Inc. 

Market Research Associates TheDe~hConsu~ncy Hispanic Marketing 
Marketing Advantage Rsch. Cns~ .• Inc. DolobowskyQuai.Svcs., Inc. Communication Research MEDICAL PROFESSION 
Research Connections, Inc. Elrick and Lavidge Market Development, Inc. Cambridge Associates, Ltd. 
Research Data Services, Inc. Fader &Associates Francesca Moscatelli Decker Research Associates, Inc. 
Rodgers Marketing Research 

Nancy Low &Associates, Inc. Strategy Research Corporation D/RIS HealthCare Consuttants 
Gerald Schoenfeld, Inc. 

Marketing Matrix, Inc. Target Market Research Group, Inc. PatHenryMarketResearch, Inc. 
MatrixxMarketing-Research Div. Matrixx Marketing-Research Div. 
MCC Qualitative Consulting 

HI-TECH MedProbe, Inc. 
Nordhaus Research, Inc. Medical Marketing Research, Inc. 
The Research Center Greenleaf Associates, Inc. 

Nordhaus Research, Inc. 
Gerald Schoenfeld, Inc. Market Navigation, Inc. 

Paul Schneller-Qualitative 
SIL:WorldwideMarketingServices JackM. Shapiro Heatthcare Rsch. & Mgmt. 

Cns~g. 
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MODERATOR TRAINING PACKAGING RESEARCH SOFT DRINKS, BEER, Medica1Mar1<eting Research, Inc. 

Cambridge Associates, Ltd. Perceptive Research Services, Inc. WINE MedProbe, Inc. 

CunninghisAssociates Cambridge Associates, Ltd. 
Olson Aycock, All Points Research 

PARENTS Creative & Response Rsch. Svcs. TOURISMIHOSPITAUTY MULTIMEDIA Fader & Associates GriecoResearchGroup,lnc. 

Marketing Advantage Rsch. Cnslts., Inc. Greenleaf Associates, Inc. Strategy Research Corporation Research Data Services, Inc. 

NATIONAL ACCOUNTS PET PRODUCTS TEACHERS TOYSIGAMES 
Cambridge Research, Inc. Greenleaf Associates, Inc. Fader &Associates 

GraffWorks Marketing Research Greenleaf Associates, Inc. 

PHARMACEUTICALS TEENAGERS KidFacts Research 
NATURAL HEALTH CAREl 
REMEDIES BAI (BehavioraiAnalysislnc.) Creative & Response Rsch. Svcs. TRANSPORTATION Cambridge Associates, Ltd. Doyle Research Associates 
Focused Solutions Creative & Response Rsch. Svcs. Fader & Associates SERVICES 

Decker Research Associates, Inc. KidFacts Research Nancy Low &Associates, Inc. 
NEW PRODUCT DEV. DIR/S Health Care Consultants Matrixx Marketing-Research Div. SIL:Wor1dwideMarketingServices 

BAI (Behavioral Analysis Inc.) Irvine Consulting, Inc. 
MCC Qualitative Consulting 

Strategic Focus, Inc. Thome Creative Communications 
Brittain Associates Market Navigation, Inc. 

CambridgeAssociates, Ltd. MCC Qualitative Consulting TELECOMMUNICATIONS TRAVEL 
CJRobbins MedProbe, Inc. Cambridge Associates, Ltd. 
Creative & Response Rsch. Svcs. Medical Marketing Research, Inc. BAI(BehavioraiAnalysislnc.) 

Greenleaf Associates, Inc. 
Daniel Associates Paul Schneller -Qualitative CunninghisAssociates 

Research Data Services, Inc. 
JackM. Shapiro Healthcare Rsch. & Mgrnt. Daniel Associates 

Data & Management Counsel, Inc. Elrick and lavidge SIL: Wor1dwideMarketingServices 
DolobowskyQual. Svcs., Inc. Cnsltg. James Spanier Associates 

Spiller & Reeves Research E~ich T ransculturaiConsultants 
Doyle Research Associates Rrst Market Research 
Elrickand Lavidge 

POUTICALJSOCIAL Horowitz Associates Inc. UTIUTIES 
Fader &Associates Marketing Advantage Rsch. Cnslts., Inc. Cambridge Associates, Ltd. 
RrstMarketResearch RESEARCH MCC Qualitative Consulting Fader &Associates 
Greenleaf Associates, Inc. Cambridge Associates, Ltd. Gerald Schoenfeld, Inc. NordhausResearch, Inc. 
Just The Facts, Inc. Francesca Moscatelli Strategy Research Corporation 
Kid Facts Research WEALTHY 
Bart Kramer &Associates POSmONING RESEARCH TELECONFERENCING Brittain Associates Leichliter Assoc. Mktg. RschJldeaDev. 
Market Research Associates 

Paul Schneller - Qualitative Cambridge Research, Inc. The Deutsch Consultancy 

MarketingAdvantageRsch.Cnslts., lnc. 
Decker Research Associates, Inc. Strategy Research Corporation 

PUBUC POUCY RSCH. Outsmart Marketing TELEPHONE FOCUS YOUTH Paul Schneller-Qualitative Cambridge Associates, Ltd. 

Gerald Schoenfeld, Inc. GROUPS Fader & Associates 
Spiller & Reeves Research PUBUSHING Cambridge Associates, Ud. Outsmart Marketing 

Cambridge Associates, Ltd. Creative & Response Rsch. Svcs. 

NON-PROFIT First Market Research Doyle Research Associates 

Doyle Research Associates Greenleaf Associates, Inc. Market Navigation, Inc. 

Marketing Advantage Rsch. Cnslts., Inc. 

OBSERVATIONAL Spier Research Group 

Doyle Research Associates RETAIL When contacting a 
ONUNEFOCUSGROUPS Pat Henry Market Research, Inc. moderator listed in this Leichliter Assoc. Mktg. Rsch./ldea Dev. 
Research Connections, Inc. MCC Qualitative Consulting 

PACKAGED GOODS SENIORS 
section, let them know you 

BAI (Behavioral Analysis Inc.) Fader & Associates found them through the 
CJRobbins Sunbelt Research Associates, Inc. 
Creative & Response Rsch. Svcs. IJMRR Focus Group Doyle Research Associates SERVICES 
JustThe Facts, Inc. Spier Research Group Moderator Directory! It's Market Research Associates 
Gerald Schoenfeld, Inc. SMALL BUSINESS/ featured in every issue of Thome Creative Communications 

ENTREPRENEURS 
PACKAGE DESIGN Brittain Associates 

RESEARCH Leichliter Assoc. Mktg. RschJldeaDev. Quirks 
T reistman & Stark Marketing, Inc. 

Strategy Research Corporation MARKETING RESEARW Yamelllnc. 

Review 
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1996 OM RR Story Index 
CASE HJSTOBJfS 
JANUARY 

Mystery shopping: "Refining service-Mystery shopping fuels Texaco's employee 
excellence program" 

FEBRUARY 
Employee research: "Advising the advisors-Redesigned questionnaire improves 
response rates, helps American Express Financial Advisors assess effectiveness of 
client acquisition techniques" 
Qualitative research: "A bit of Tomorrowland today- Research with tourists and 
travel agents measures viability of high-speed train in Orlando" 

MARCH 

Advertising research: "More, better, faster-When it's time to pitch new business, 
Ammirati Puris Lintas depends on videoconferenced focus groups" 

APRIL 
Quantitative research: 'TQM comes to Main street - Lakewood, Ohio uses 
research to assess the state of the city" 

MA Y 

Quantitative research: "Surveying the friendly skies-ln-flightsatisfaction research 
keeps United Airlines customer oriented" 

JuNE/JULY 
Interactive group research: "Without reservations - Respondents in interactive 
groups approve Best Western's ambitious ad campaign" 

OcTOBER 

Customer satisfaction research: "A united effort-Satisfaction research puts Twin 
Cities United Ways in touch with their core donors" 
Customer satisfaction research: "Customer value measurement" 

NoVEMBER 

International research: "Leaping the barriers of time and distance - VeriFone 
conducts wide-ranging international research project to develop new product 
concept" 
International research: "Conducting research outside the United States: a primer'' 

DECEMBER 

Qualitative research: "For art's sake- Focus groups, phone survey give North 
Carolina arts councils valuable audience information" 

JANUARY 

Mystery shopping: "Mystery shopping forthe financial services industry-then and 
now" 
Mystery shopping: "How to ensure an objective mystery shop" 
Ethnic research: "Q & A with Felipe Korzenny" 
Ethnic research: 'The myths of ethnic marketing and research" 
Ethnic research: "Spanish-language advertising boosts loyalty" 

FEBRUARY 

Telephone interviewing: "Let's put survey errors into perspective" 
MARCH 

Advertising research: "How researchers can be effective partners in the advertising 
development process" 
Advertising research: "Creative testing: beat the systems with four simple rules" 
Advertising research: "The new communications criteria in advertising research" 
Advertising research: "Super Bowl advertising: What really works?" 
The future of research: "Marketing research: On the threshold of opportunity? A 
roundtable discussion on the past, present and future of research" 

APRIL 

Business-to-business research: "Key measurement programs for a customer 
satisfaction system in a business-to-business market" 
Business-to-business research: "Conjoint analysis valuable in business-to-busi­
ness research" 
Business-to-business research: "Customer loyalty: The competitive edge beyond 
satisfaction" 
Business-to-business research: "Adjusting buyer attitude data for business cycle 
variation- Buyer attitudes are as sensitive to changes in the economic environ­
ment as sales volume" 
Business-to-business research: "Demystifying international industrial marketing 
research" 
Business-to-business research: "New dimensions in business-to-business re­
search" 

MA Y 

Telephone research: "Confessions of a telephone focus group skeptic" 
On-line research: "The Internet: A new opportunity for marketing research firms" 
Quantitative research: "Fax versus mail in gathering data: An analytical study" 

54 

JuNE/JUL Y 

Syndicated/omnibus research: "Omnibus research in Asia has unique demands" 
Syndicated/omnibus research: "Omnibus study looks at senior lifestyles" 
Health care research: "Physician focus groups revisited" 
Qualitative research: "Facilitating focus groups" 
Qualitative research: "A moderator's view of focus group videoconferencing" 
Qualitative research: "Can't we all just get along? Bringing researchers and ad 
agency folks together" 
Mail research: "In defense of the mail survey" 

OcTOBER 

Customer satisfaction research: "Profiting from customer value analysis" 
Customer satisfaction research: "Measuring your competitive strength" 
Customer satisfaction research : "Is the market research industry failing its TQM 
clients?" 
Qualitative research: "The focus group bill of rights" 
Customer satisfaction research: "From the Publisher: This satisfaction 'research ' left 
the customer unsatisfied" 

NOVEMBER 

International research: "An introduction to marketing research in China" 
International research: "Selecting a research firm in a foreign country" 
Mall research: "Pain-free mall intercepts-A little time spent making questionnaires 
interviewer-friendly can really pay off" 

DECEMBER 

Qualitative research: "Rethinking focus group reporting: dynamic debriefing -
How to wean yourself from written focus group reports that take too long, cost too 
much and don't go far enough" 
Qualitative research -teens: "More than DOOM and gloom- Teens respond well 
to on-line research on games" 
Qualitative research: "Qual itative introductions: an annotated script for meeting and 
welcoming focus group respondents" 
Qualitative research: "Choosing the ideal focus group facility" 
Qualitative research: "Qualities of a beginning moderator" 
Qualitative research: "How and why to research word of mouth" 
Qualitative research: "Making new friends- How to optimize qualitative research 
with seniors" 
Qualitative research- kids: "Focus groups with kids .. . imagine" 
Qualitative research - kids: "Children's qualitative research- past and present" 

JANUARY 

"Vexed by significance testing? Try the bootstrap technique" 
fEBRUARY 

"If you hate statistics ... " 
MARCH 

"Helping managers understand the value of conjoint" 
APRIL 

"Correspondence analysis: The big picture" 
MA Y 

"Windows 95: Should you upgrade now?" 
OcTOBER 

"Customer satisfaction and choice modeling: a marriage" 
NoVEMBER 

"Simulation, intuition and jargon" 

FEBRUARY 

"Job hunter market thyself" (an interview with a research employment recruiter) 
MARCH 

'The inside scoop on marketing to teens" (a review of the book Wise Up to Teens) 
April 
"Midwestern farmers express troubling view of research" (a look at a study of 
farmers' attitudes toward marketing research) 

MAY 

"Meeting launches local MRA chapter" 
JuNE/JUL Y 

"We have lift-off: QMRR launches into cyberspace" (a look at the new QMRR Web 
site) 

NoVEMBER 

"War stories and ESOP tales" 
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Quffks ____________________ _ 

MARKETING RESEARCH 
Review 

This is our second annual directory of firms that provide mystery shopping services. This directory was compiled by sending listing 
forms to companies that had advertised a specialization in mystery shopping. In addition to the company's vital information, we 've 
included the industries they mystery shop, the type of mystery shopping services they offer, be it full service or just data collection, 
and the span of their services (nation, regional or local). As an added feature, firms have been cross-indexed by the span of their 
services. The cross-index section, which can be found at the end of the directory, lists national mystery shopping firms alphabetically, 
regional mystery shopping firms by state and local mystery shopping firms by metropolitan area. 
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Codes 
B- Business/Industry 
E- Entertainment 
F- Financial Services 
R - Restaurant/Fast Food 
RT- Retail 
S- Services 

ACG~ 
RESEARCH 
SOLUTIONS 

ACG Research Solutions 
120 S. Central Ave., Ste. 1750 
St. Louis, MO 63105 
Ph . 314-726-3403 
Fax 314-726-2503 
Vicki Savala, President 
Nationally- Full Service 
R, RT 

ACG Research Solutions is uniquely positioned to 
meet individual client needs, helping them to main­
tain a competitive edge into the next century. 
Results of our studies consistently aid executives 
as they assess aspects of their internal operations, 
such as employee performance, corporate culture 
and product quality, and examine external factors, 
including the competition and customer needs, 
expectations and perceptions. 
(See advertisement on p. 56) 

ACG 
RESEARCH 
SOLUTIONS 
Chromalloy Plaza 
Suite 1750 
120 South Central 
St. Louis, Missouri 
63105 

PHONE: (314) 726-3403 
FAX: (314) 726-2503 

Our experienced staff has served the 
qualitative and quantitative research 
needs of many Fortune 500 clients. 
Let us put that experience to work 
for you. 
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Accurate Data Marketing, Inc. 
4267 Commercial Way 
Glenview, IL 60025 
Ph . 847-390-7777 
Fax 847-390-7849 
Barbara Dorfman, President 
Locally- Data Collection/Field Svc. 
B,E,F,R,RT,S 

Action Research 
3 Baldwin Ave. 
S. Burlington , VT 05403 
Ph . 802-862-4370 or 800-545-7168 
Fax 802-862-2349 
E-mail : jfong@actionr.com 
James Fang, President 
Regionally - Full Service 
F,R,RT 

AIS Market Research 
2070 N. Winery 
Fresno, CA 93612 
Ph. 800-548-8127 or 209-252-2727 
Fax 209-252-8343 
Kimberly Rudolf, Manager 
Regionally- Data Collection/Field Svc. 
B,E,F,R,RT,S 

RAMS™, a form of 
electronic audience 
response technology. 

Quantitative data collection 
utilizing computer-aided 
phone interviews. 

Focus group facility in 
St. Louis with FREE 
videotaping. 

Experienced focus group 
moderators and one-on-one 
executive interviewers. 

Sophisticated database 
technology for analysis 
and warehousing. 

Multivariate analyses, 
including conjoint analysis 
and perceptual mapping. 

American Public Opinion Survey & 
Market Research Corp . 
1320 S. Minnesota Ave. 
Sioux Falls, SD 57105-0625 
Ph. 605-338-3918 
Fax 605-334-7 4 73 
Warren R. Johnson, President 
Nationally - Full Service 
B,E,F,R,RT,S 

Ask America Market Research 
(Ask Florida) 
27 S.E. 24th Ave. 
P.O . Box 2682 
Pompano Beach , FL 33062 
Ph. 954-781-5700 or 888-266-7229 
Fax 954-786-8611 
Michael Pettengill 
Regionally- Full Service 
B,E,F,R,RT,S 

Assistance In Marketing, Inc. 
101 E. Chesapeake Ave. 
Towson , MD 21286 
Ph . 410-337-5000 
Fax 410-337-5089 
E-mail: AIM@aim.charm.net 
http://www.charm.net/- aim/ 
Carl Iseman, President 
Nationally- Data Collection/Field Svc. 
E,F,R,RT,S 

AUDITS & 
SURVEYS 
WORLDWIDE 

Audits & Surveys Worldwide 
650 Avenue of the Americas 
New York, NY 10011 
Ph. 212-627-9700 
Fax 212-253-5468 
Fred Winkel , Sr. Vice President 
Nationally- Full Service 
B,E,F,R,RT,S 

Audits & Surveys Worldwide is one of the world 's 
largest integrated market research firms having 
worked with most of the Fortune 1000 corpora­
tions for over 43 years. Our local market field force 
serves our clients ' needs through a worldwide 
network of six national and four international of­
fices that supervise our operations in over 70 
countries. The Customer Satisfaction Division of­
fers a full range of customer satisfaction research 
services: mystery shopper studies; customer sat­
isfaction studies; Outbound and inbound; em­
ployee satisfaction studies; benchmarking and 
competitor comparison studies; full qualitative 
services. 
(See advertisement on p. 57) 

BAI (Behavioral Analysis Inc.) 
580 White Plains Rd . 
Tarrytown , NY 10591 
Ph . 914-332-5300 
Fax 914-631-8300 
E-mail : kpermut@behavioralanalysis.com 
Kate Permut, V.P. Marketing 
Nationally- Full Service 
F 
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Bartels Research Corp. 
145 Shaw Ave ., Ste. C1 & C2 
Clovis, CA 93612 
Ph. 209-298-7557 
Fax 209-298-5226 
Patrick Bartels, Vice President 
Nationally - Data Collection/Field Svc. 
B,E,F,R,RT,S 

Frances Bauman Associates 
23 Girard St. 
Marlboro, NJ 077 46 
Ph. 908-536-9712 
Fax 908-536-3256 
Frances Bauman, Owner 
Regionally- Data Collection/Field Svc. 
B,E,F,R,RT,S 

Bay Area Research 
9936 Liberty Rd . 
Randallstown , MD 21133 
Ph . 410-922-6600 
Fax 41 0-922-6675 
E-mail : baya@erols.com 
Tamara Zwingelberg , President 
Regionally- Data Collection/Field Svc. 
B,E,F,R,RT,S 

1:1m~m1 
BestMark 
4915 W. 35 St. , Ste. 206 
Minneapolis, MN 55416 
Ph . 612-929-2326 
Fax 612-922-2205 
E-mail : 76152.1536@compuserve.com 
Ann Jennings, President 
Nationally- Full Service 
B,E,F,R,RT,S 

BestMark is a full service national market research 
company specializing in building customer satis­
faction and loyalty through on-site and telephone 
mystery shopping . BestMark provides actionable 
data and proven management solutions for 
America 's leading companies. BestMark offer ser­
vices including customer satisfaction studies, loy­
alty positioning, comment card management, and 
incentive/recognition programs. 
(See advertisement on p. 71) 

Beta One, Inc. 
Focus Facility Hartford 
270 Farmington Ave ., Ste. 126 
Farmington, CT 06032 
Ph. 800-447-2382 
Fax 860-677-4967 
Paul Keene, V.P. Svc. Ops. 
Regionally- Data Collection/Field Svc. 
B,E,F,R,RT,S 

Better Marketing Associates, Inc. 
P.O. Box 190 
Oaks, PA 19456 
Ph . 800-355-5040 
Fax 610-933-6071 
E-mail: bma@p3.net 
Peter Thorwarth, President 
Nationally- Full Service 
B,E,F,R,RT,S 
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The Blackstone Group 
360 N. Michigan Ave., Ste. 1501 
Chicago, IL 60601 
Ph . 312-419-0400 
Fax 312-419-8419 
Ashref Hashim, President 
Locally- Full Service 
B,E,F,R,RT,S 

Capstone Research, Inc. 
623 Ridge Rd. 
Lyndhurst, NJ 07071 
Ph . 201-939-0600 
Fax 201-939-3037 
E-mail: capstone@village.ios.com 
http://www.capstoneresearch.com 
Harriet Gozali , Vice President 
Nationally- Full Service 
E,F,R,RT,S 

Audits & Surveys Worldwide Takes 
the Mystery Out of Mystery Shopping 

What we do ... 

Uncover the likes, dislikes and overall customer attitudes toward your company, its 
products, services and people. 

Observe on-site physical conditions and employee interaction with customers. 

Track improvement over time. 

How we do it ... 

In-person visits to your locations whether regional, national or international. 

Personal interviewing, telephone surveys and mail questionnaires. 

Verbal descriptions of the shopping experience can be captured digitally. Listen to 
the mystery shoppers describe their observations. 

We will also shop your competition. 

What we deliver ... 

Data can be delivered by paper, CD-ROM, or electronic file . 

Specially designed WEB sites can deliver data via the Internet in nearly real-time, 
making results available only hours after the shopping was completed. 

Internet reporting allows you to download data files and reports into spreadsheets, 
print graphically enhanced individual reports , and access the shoppers' actual 
comments on A&S Voice/CATI®. 

Why Audits & Surveys Worldwide ... 

A management group with over four decades of experience. 

Supported by a staff experienced in marketing, mass communication, 

psychology, sociology and statistics. 

ASW's Customer Satisfaction/Mystery Shopper Division offers a systematic 
approach to improving the efficiency and quality of your interactions with the con­
sumer and provides you with quantified measurements of your improvement. 

To find out what your customers already know and are acting upon, call: 

Fred Winkel at 
1-800-274-3577 

r·ill@ljol!ul" 
AUDITS & 
SURVEYS 

~~!!!!WORLDWIDE Science for the Art of Marketing 
The Audits & Surveys Building • 650 Avenue of the Americas 
New York, NY 10011 • 212-627-9700 • Fax: 212-627-2034 
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Codes 

B- Business/Industry 
E- Entertainment 
F - Financial Services 
R - Restaurant/Fast Food 
RT- Retail 
S- Services 

C55 
Commercial Service Systems 

"The Customer Serv ice 

S · z· t " pecta ts s 

Since 1947 

Nationwide Coverage 
• 

Complete Mystery Shopping Services 
(On-Site & Telephone) 

• 
Fully Licensed & Insured 

• 
Customized Reporting 

• 
Immediate Turnaround Of Reports 

• 
Strict Management Control Of 

Shoppers 
• 

Summary Reports On Store, District, 
Divisional & Corporate Levels 

• 
Integrity Shopping 

Commercial Service Systems, Inc. 
is dedicated to providing the finest in 
Mystery Shopping Services. We stand 
behind and guarantee all of our work. 

(800) 898-9021 
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CB & A Market Research 
1400 Westgate Center Dr., Ste. 200 
Winston-Salem, NC 27040 
Ph. 910-765-1234 

Fax 91 0-765-1109 
E-mail: cba@n.r.infi.net 
Amy Anderson , Field Rsch. Mgr. 
Nationally - Full Service 
B,E,F,R,RT,S 

Certified Reports, Inc. 
7 Hudson St. 
P.O. Box 447 
Kinderhook, NY 12106 
Ph . 518-758-6400 
Fax 518-758-6459 
Frank Falkenhainer, Dir. of Sales & Svc. 
Nationally- Full Service 
B,E,F,R,RT,S 

I 
CHK·UR·SERV 

TM 

CHK•UR•Serv 
3237 E. Sunshine, Ste. A 120 
Springfield , MO 65804 
Ph . 417-882-5787 
Fax 417-890-8259 
E-mail : Randy@CHKURServ.com 
http://www.CHKURServ.com 
Lori Radford, Vice President 
Nationally- Data Collection/Field Svc. 
E,F,R,RT,S 

CHK•UR•SERV will give you an invaluable picture 
of how your business is viewed from your custom­
ers eye. Our customized evaluation reports explain 
each experience in detail by high quality mystery 
shoppers. We offer nationwide coverage and a 
wide variety of supportive programs for any busi­
ness that requires objective information by a mys­
tery shopper. 
(See advertisement on p. 59) 

C55 
Commercial Service Systems , Inc . 
P.O. Box 3307 
Van Nuys, CA 91407 
Ph. 800-898-9021 
Fax 818-997-1049 
Gregory Doomanis, Vice President 
Nationally - Full Service 
B,E,F,R,RT,S 

Commercial Service Systems, Inc. has been pro­
viding the best in mystery shopping services since 
1946. CSS, a leader in customized customer ser­
vice and employee recognition programs, is able to 
suit any client's needs. In addition to offering 
nationwide coverage, CSS is fully licensed and 
insured. 
(See advertisement on p. 58) 

Connections, Inc. 
3928 Montclair Rd ., Ste. 230 
Birmingham, AL 35213 
Ph . 205-879-1255 
Fax 205-868-4173 
Rebecca V. Watson , President 
Regionally- Full Service 
B,E ,F,R,RT,S 

Consumer Impressions, Inc. 
1601 Dorchester Dr., Ste. 101 
Plano, TX 75075 
Ph . 972-867-9690 
Fax 972-612-1485 
Jodi Paul , President 
Regionally - Full Service 
E,F,R,RT 

Consumer Research Center 
1370 E. Flamingo Rd ., Ste. J 
Las Vegas, NV 89119 
Ph . 702-737-3272 
Fax 702-737-1 023 
Buddy Goldbaum, President 
Regionally- Data Collection/Field Svc. 
E,F,R,RT,S 

Crimmins & Forman Market Research 
29955 Southfield Rd . 
Southfield , Ml 48076 
Ph . 810-569-7095 
Fax 810-569-8927 
E-mail : CardF2@juno.com 
Lois Forman or Paula Crimmins 
Regionally- Full Service 
B,E,F,R,RT,S 

Cross Financial Group 
2418 Ammon Ave., Ste. 100 
Lincoln , NE 68507 
Ph . 800-566-3491 
Fax 402-441-3136 
E-mail : crossfin@aol.com 
Nationally- Full Service 
F 

Customer Perspectives 
213 W. River Rd . 
Hookset, NH 03106-2628 
Ph . 603-64 7-1300 
Judith Ann Hess, Partner 
Nationally- Full Service 
B,E,F,R,RT,S 

Cynthia Deutsch Interviewing 
323 Southampton B 
West Palm Beach , FL 33417 
Ph . 561-471-8614 
Fax 561-471-8614 
Cynthia Deutsch, Owner 
Locally- Data Collection/Field Svc. 
E,R,RT,S 
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DCW Interviewing Service 
2313 Ashdown Dr. 
Bossier City, LA 71111-5917 
Ph. 318-742-0126 
Fax 318-741-3071 
John Webb, Manager 
Locally - Data Collection/Field Svc. 
B,F,R,RT 

Dennis Research Service, Inc. 
3502 Stellhorn Rd . 
Ft. Wayne, IN 46815 
Ph . 219-485-2442 
Fax 219-485-1476 
Pat Slater, Director 
Locally- Data Collection/Field Svc. 
B,E,F,R,RT,S 

Jeanne Drew Surveys 
5005 1/2- 34th Ave . S. 
Minneapolis, MN 55417 
Ph . 612-729-2306 
Fax 612-729-7645 
Jeanne Drew, President 
Locally- Data Collection/Field Svc. 
E,R,RT 

DSG Associates , Inc. 
2110 E. First St. , Ste. 106 
Santa Ana, CA 92705 
Ph . 714-835-3020 
Fax 714-835-6506 
E-mail: dsga@deltanet.com 
Carol Hoeft, Director of Operations 
Mike Guido, Director of Operations 
Nationally- Full Service 
E,F,R,RT,S 

DSG Associates, Inc. ensures mystery shoppers 
and guest intercepts with the greatest possible 
reliability, actionability, integrity and fast turn­
around. A combination of DSG experience and 
innovation has created a specialty system un­
matched in excellence and value for a wide variety 
of multi-location businesses, including restaurants , 
retail stores, apartment leasing agents, vending 
machine sales and service stations. Clients can 
customize evaluation forms and decide how the 
results will be reported . 
(See advertisement on p. 59) 

G.B . DuPree Associates 
299 Highbridge St. 
Fayetteville, NY 13066 
Ph. 315-637-2321 
Fax 315-637-2122 
Kay DuPree, Owner/Manager 
Regionally- Data Collection/Field Svc. 
B,E,F,R,RT,S 
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Eagle Research - Atlanta 
One Dunwoody Park, Ste. 128 
Atlanta, GA 30338 
Ph . 800-281-5397 
Fax 404-671-9708 
E-mail : eaglegrp@rmii .com 
Christine Farber, Dir. Rsch . Ops. 
Nationally - Full Service 
B,E,F,R,RT,S 

Eagle Research - Denver 
12157 W. Cedar Dr. 
Denver, CO 80227 
Ph. 800-281-5397 
Fax 303-980-2270 
E-mail: eaglegrp@rmii .com 
Christine Farber, Dir. Rsch. Ops. 
Nationally - Full Service 
B,E,F,R,RT,S 

Mystery Shoppers Plus!™ 
I Custom evaluations and reports 
I Fast turnaround and total integrity 
I National and international coverage 

800/884-5494 
Carol Hoeft or Mike Guido 

I 
CHK·UR·SERV 
1\ Nationwide Mystery 

Shopping Sen ·ice TM 

IHGH QUALriY, EXPERIENCED SHOPPERS 
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Codes 
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E- Entertainment 
F - Financial Services 
R - RestauranVFast Food 
RT- Retail 
S- Services 

~ 
Elrick& Lavidge·· 

Elrick and lavidge 
1990 Lakeside Pkwy., 3rd fl. 
Tucker, GA 30084 
Ph. 770-621-7600 
Fax 770-621-7666 
E-mail : elavidge@mindspring .com 
http://www.elavidge.com 
Gary Harper, Vice President 
Jeff Hughes, Account Executive 
Nationally - Full Service 
B,E,F,R,RT,S 

For 30+ years Elrick & Lavidge has built a solid 
reputation as a leader in the mystery shopping 
industry, providing clients with valuable data con­
cerning customer service, product knowledge, store 
appearance, competitive activity, pricing, and point­
of-sale evaluations. E&L custom designs programs 
to meet your company's objectives and needs with 
a wide range of capabilities including: 28,000 
shoppers nationwide, an experienced staff, cus­
tom summary tabulations and exemplary service. 
(See advertisement on p. 61) 

Edward Epstein & Associates, Inc. 
6800 Jericho Tpke. 
Syosset, NY 11791 
Ph . 516-921-7500 
Fax 516-364-4683 
Ed Epstein, President 
Nationally - Full Service 
B,F,RT 

Fenton Swanger Consumer Research, Inc. 
14800 Quorum Dr., Ste. 250 
Dallas, TX 75240 
Ph. 972-934-0707 
Fax 972-490-3919 
E-mail : FENTNSWAGR@aol.com 
Rhonda Querner, Acct. Exec. 
Locally - Data Collection/Field Svc. 
B,E,F,R,RT,S 

Field Dynamics Marketing Research 
17547 Ventura Blvd ., Ste. 308 
Encino, CA 91316 
Ph . 818-783-2502 
Fax 818-905-3216 
E-mail: FIELDDYNAM@aol.com 
Tony Blass, President 
Nationally - Data Collection/Field Svc. 
B,E,F,R,RT,S 

60 

Field Surveys & Audits 
1823 West Shore Dr. 
Delafield , Wl53018 
Ph . 414-646-7034 
Fax 414-646-7034 
Kathy Aldridge, Owner/Operator 
Locally- Data Collection/Field Svc. 
B,E,F,R,RT,S 

Focuscope, Inc. 
1100 Lake St. , Ste. 60 
Oak Park, I L 60301 
Ph . 708-386-5086 
Fax 708-386-1207 
E-mail : foscope@aol.com 
Ann Rooney, President 
Locally - Full Service 
B,E,F,R,RT,S 

Fogerty Group, Inc. 
5090 Shoreham Place, Ste. 206 
San Diego, CA 92122 
Ph. 619-550-3878 
Fax 619-550-3875 
Joan Pietila, President 
Nationally- Data Collection/Field Svc. 
B,E,F,R,RT,S 

Gilmore Research Group 
2324 Eastlake Ave. E., Ste. 300 
Seattle, WA 98102-3306 
Ph. 206-726-5555 
Fax 206-726-5620 
Cheryl Nicholl , Vice President 
Regionally- Full Service 
B,F,R ,RT,S 

Gilmore Research Group 
729 N.E. Oregon St. , Ste. 150 
Portland, OR 97232 
Ph . 503-236-4551 
Fax 503-731-5590 
Sharon Marson, Outside Field Mgr. 
Denise Bauman, Custom Rsch . Specialist 
Regionally- Full Service 
B,F,R,RT,S 

Polly Graham & Associates, Inc. 
3000 Riverchase Galleria, Ste. 310 
Birmingham, AL 35244 
Ph . 205-985-3099 
Fax 205-985-3066 
Regionally - Data Collection/Field Svc. 
F,R,RT,S 

Pat Henry Market Research , Inc. 
230 Huron Rd . N.W., #1 00.43 
Cleveland , OH 44113 
Ph. 216-621-3831 
Fax 216-621-8455 
Mark Kikel , V.P. of Operations 
Nationally - Data Collection/Field Svc. 
E,F,R,RT,S 

Herron Associates, Inc. 
710 Executive Park Dr. 
Greenwood, IN 46143 
Ph . 317-882-3800 or 317-236-0420 
Fax 317-882-4716 
E-mail : Herron@in .net 
Sue Nielsen, Vice President 
Regionally- Full Service 
B,F,R,RT 

Highsmith-Charnock Interviewing Service, Inc. 
2912 Sussex Rd . 
Augusta, GA 30909-3532 
Ph. 706-733-9548 
Fax 706-733-9548 
Regionally- Data Collection/Field Svc. 
B,E,F,R,RT 

Innovative Marketing , Inc. 
40 Eglinton Ave. E. 
Toronto, ON M4P 3A2 
Canada 
Ph . 416-440-0310 ext. 31 
Fax 416-440-1768 
E-mail : imi@istar.ca 
Don Mayo, Vice President 
Nationally - Full Service 
B,E,F,R,RT,S 

Issues and Answers Netwo rk, Inc. 
5151 Bonney Rd. 
Virginia Beach, VA 23462 
Ph . 757-456-1100 
Fax 757-456-0377 
E-mail : INFO@ISSANS.COM 
Carla Lindemann , Exec. Vice President 
Regionally- Full Service 
B,F,R,RT 

Jackson Associates, Inc. 
1140 Hammond Dr., Bldg . H 
Atlanta, GA 30328 
Ph . 770-394-8700 
Fax 770-394-8702 
E-mail : research@jacksonassociates.com 
http://www.jacksonassociates.com 
Margaret Hicks, President 
Dean DeClue, Field Director 
Locally- Data Collection/Field Svc. 
B,E,F,R,RT,S 

JRP Marketing Research Services 
100 Granite Dr., terrace level 
Media, PA 19063 
Ph . 610-565-8840 
Fax 610-565-8870 
Paul R. Frattaroli , President 
Locally - Full Service 
F,R,RT 

Keystone Marketing Research 
133 Creek Ln . 
Lewes, DE 19958-9241 
Ph . 302-945-5170 
Fax 302-945-1277 
Janet Kell , Vice President 
Regionally- Full Service 
E,F,R,RT,S 
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Introducing Elrick & Lavidge's 
Category Management Services 

The Way To Put More Profit 
Back Into Your Brands 

Take any product. Add the full strength of Elrick & Lavidge's 
Category Management Services. Then watch as our powerful 
solutions result in maximum revenue and profit for your brand. 

What makes our insight unique is that we focus on consumers 
by asking them questions in the store. One-on-one, we fmd out 
why they're buying, buying again, or not buying. The result is 
on-target, precise, action-oriented information you can't get 
anywhere else. 

Our concept is based on the experience we've gained from 
40-plus years of working with the biggest names in packaged 
goods and our extensive point-of-sale expertise. This experience 
brings retailers and manufacturers together to satisfy consumer 
needs, build top-line revenue, and maximize profit. . 

With our Category Management Services, you can put together 
customized programs using an integrated array of proprietary 
services. And get true insight into shopping behavior, store 
loyalty, customer satisfaction, market basket analysis, category 
perceptions, merchandising, category gap analysis, pricing, 
market structure analysis, and more. It's a close-up look at 
why consumers buy and how they buy--leading to how to 

2 influence what they buy. 

To grow your product line's revenue and profit, call your 
local Elrick & Lavidge Category Management expert today. 

0 

• 
Elrick&Lavidge· 
lnterServ H A~ K ET IN G SOLUTIONS 

Pointing Your Business In The Direction Of Profitable Growth 

E-mail: elavidge @mindspring.com 
Internet home page: http://www.elavidge.com 

Atlanta 770.621.7600 Chicago 708.449.5300 
Cincinnati 513.671.4449 Dallas 972.869.0484 

Kansas City 816.221.8117 New York 201.599.0755 
San Francisco 415.434.0536 
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Kirk Research Services, Inc. 
4521 Atlantic Blvd ., Ste. D 
Jacksonville, FL 32207 
Ph. 904-858-3200 
Fax 904-858-3204 
Rebecca Kirk, Vice President 
Regionally- Data Collection/Field Svc. 
B,E,F,R,RT,S 

Stanford Klapper Associates, Inc. 
P.O. Box 361529 
San Juan, PR 00936-1529 
Puerto Rico 
Ph . 787-753-9090 
Fax 787-754-6590 
Stanford Klapper, Chairman 
Nationally- Full Service 
B,E,F,R,RT,S 

KLD Marketing Research 
5 N. Washington St. 
Valparaiso, IN 46383 
Ph . 219-464-3997 
Fax 219-464-7011 
E-mail : 40CKLD@aol.com 
Reva Hauber, Field Director 
Regionally - Data Collection/Field Svc. 
E,F,R,RT,S 

L.A. Research , Inc. 
9010 Reseda Blvd ., Ste. 109 
Northridge, CA 91324 
Ph . 818-993-5500 
Fax 818-993-5664 
Adrienne Goldbaum, President 
Regionally- Data Collection/Field Svc. 
B,E,F,R,RT,S 

Barry Leeds & Associates, Inc. 
Barry Leeds & Associates, Inc. 
38 E. 29th St. 
New York, NY 10016-7911 
Ph . 212-889-5941 
Fax 212-889-6066 
E-mail : Bleedsny@aol.com 
Jill Radin , Exec. Vice President 
Nationally- Full Service 
B,F,RT,S 

A national market research organization serving 
the financial , consumer and corporate services 
industry since 1977. Specializing in mystery shop-

ping , branch /store intercepts , Call Center 
TeleShops™, compliance testing and research , 
customer satisfaction and account retention re­
search and customer feedback surveys. Over 
1 ,200,000 mystery shops at more than 90,000 
branches/stores and service centers completed . 
Pioneered the application of matched pair testing 
for detecting potential discriminatory treatment. 
(See advertisement on p. 62) 

Mar's Surveys 
1700 N. University Dr., Ste. 205 
Coral Springs, FL 33071 
Ph. 954-755-2805 or 800-923-MARS (81 05) 
Fax 954-755-3061 
E-mail : eric@marsresearch.com 
http://www.marsresearch.com 
Eric Lipson , Vice President 
Regionally - Data Collection/Field Svc. 
B,E,F,R,RT,S 

Mar's Surveys of Texas 
3200 Wilcrest, Ste. 100 
Houston, TX 77036 
Ph . 713-773-8300 
Fax 713-773-8306 
E-mail : eric@marsresearch .com 
http://www. marsresearch .com 
Eric Lipson , Vice President 
Regionally- Data Collection/Field Svc. 
B,E,F,R,RT,S 

Had General 
George Armstrong 

Custer Known ... 
... that a large contingent of angry Sioux Indians were just over the hill, he 
would have thought twice about getting out of bed that morning. In fact, 
had he the right information there wouldn't have been a Battle of Little Big 

a very smug Chief Sitting Bull · and a very dead General Custer. 
Information is the life blood of any "decision. And the right information is 

the fierence between success and ,. · disaster. Barry Leeds & Associates has 
knowledge and depth of experience to get the information you need to know. 

Whether irts our t'Boardroom Quality" mystery shopping, fair lending testing, 
tmc••>dUct shopping, or customer satisfaction and retention research, Barry Leeds & Associates can 

whatever "battles" lay ahead. Sure, Custer didn't have Barry Leeds & A sociates- but you do. 

Call for a prospectus today. 

~ Bmn: .. ~~.~~~~~te.~, .. ID.c.~ 
I What You Need To Know.l 

38 East 29th Street, ew York, New York 10016~ 7911 • 1~800-532~8586 
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MARITZ~ 
\ 1. \f{ K ET I NG KESf"' .\ f{ C:II I NC 

?!!#te ttalt ~ --
Maritz Marketing Research , Inc . 
1297 N. Highway Dr. 
Fenton , MO 63099 
Ph . 314-827-1610 or 800-446-1690 
Fax 314-827-8605 
http://www.maritz.com/mmri.htm 
Phil Wiseman , Marketing Director 
Nationally - Full Service 
B,E,F,R,RT,S 

Virtual Customers5M from Maritz Marketing Re­
search Inc. is a fully-integrated service quality 
evaluation system. It utilizes advanced technology 
for fast reporting and a unique certification pro­
cess to mirror real customers so closely that they 
"virtually" become your customers. Virtual Cus­
tomers is a seven-step process aimed at improving 
bottom line results . There are over 10,000 virtual 
customers in 500 cities nationwide. 
(See advertisement on p. 19) 

Market Dynamics Research Group 
3445 N. Causeway Blvd ., Ste. 319 
Metairie, LA 70002 
Ph . 504-830-4705 
Fax 504-830-4 704 
Sondra L. Brown, President 
Nationally- Full Service 
F 

Market Monitor, Inc./Service Monitor 
P.O. Box 16757 
Stamford , CT 06905 
Ph. 800-944-8383 
Jerry Jankowitz, President 
Nationally - Full Service 
B,E,F,R,RT,S 

Market Trends Pacific, Inc. 
1136 Union Mall , Ste. 310 
Honolulu , Hl96813 
Ph . 808-532-0733 
Fax 808-532-07 44 
Wanda L. Kakugawa, President 
Nationally- Full Service 
B,E,F,R,RT,S 

Marketing Advantage Research Consultants, Inc. 
2349 N. Lafayette St. 
Arlington Hts., IL 60004 
Ph . 847-670-9602 or 800-935-4220 
Fax 847-670-9629 
E-mail : mjrichards@aol.com 
Marilyn Richards, President 
Regionally - Full Service 
B,E,F,R,RT,S 

Marketing Network International 
790 Farmington Ave ., Unit 2 
Farmington, CT 06032 
Ph . 860-676-1586 
Fax 860-676-8514 
E-mail : Researchne@aol.com 
Sherri Bernard , Field Director 
Regionally- Data Collection/Field Svc. 
B,E,F,R,RT,S 
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Marketing Solutions Corporation 
1719 Rte 10. E., Ste. 205 
Parsippany, NJ 07054 
Ph. 201-540-9133 
Fax 201-540-9280 
E-mail: MarkSolut@aol.com 
Michael Moskowitz, President 
Nationally- Full Service 
F,RT,S 

Marketrends, Inc. 
103 Charles River Landing Rd. 
Williamsburg, VA 23185-5001 
Ph . 757-229-3065 or 800-296-4447 
Fax 757-229-1828 
E-mail : nfuller@marketrends.com 
http://www. marketrends.com 
Nancy Fuller, Owner/President 
Locally - Full Service 
B,R,RT,S 

30,000+ Mystery Shoppers Nationwide 
13+ Years Experience 

Wt.• ,,l.,o IMvt• .,hopp<•r .. 1n AIJskJ 
ll ,lw,w,(,m,l(!,J,mcl Puf'rto KK-u 

Retail • Restaurants • Hotels 
Apartments • Automotive 

Custom Shopping Programs 
Actionable Summary Reports 
Responsive Management 
Quality Control Assurance 
Competitive Pricing 
Satisfaction Guaranteed 

·chelson 
ssociates, Inc. 

Strategic Marketing Research 

For more information, contact M ark Michelson 

770-955-5400 • Fax 770-955-5040 
http ://www. m i c h e I son. co m/ researc h 

No need to 
search ... 

we have the 
Mystery 

Shopping 
Solutions! 

16-00 Route 208 South - Fair Lawn, New Jersey 
Phone: 201-703-6868 Fax: 201-703-6870 
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Carol Max Marketing Services, Inc. 
P.O. Box41127 
St. Louis, MO 63141 
Ph . 314-434-2157 
Fax 314-434-2890 
E-mail: 73003.1722@compuserve.com 
Carol Max, President 
Regionally - Data Collection/Field Svc. 
B,E,F,R,RT,S 

Mazur/Zachow, Inc. 
1025 S. Moorland Rd ., Ste. 300 
Brookfield, WI 53005 
Ph. 414-938-9244 
Fax 414-938-9255 
Diane Zachow, Vice President 
Locally- Data Collection/Field Svc. 
B,E,F,R,RT,S 

McGiadrey & Pullen , LLP 
400 Locust St. , Ste. 640 
Des Moines, lA 50309-2372 
Ph. 515-284-8660 
Fax 515-284-1545 
E-mail : loree_rakermiles@rsmi.com 
http://www.mcgladrey.com 
Loree Raker Miles, Dir. Fin. lnst. Svcs. 
Nationally - Full Service 
F 

MDI Research 
5841 Edison Pl. , Ste. 210 
Carlsbad, CA 92008 
Ph. 619-603-7600 
Fax 619-603-7604 
E-mail : jabmdir@aol.com 
Jacqueline Arsivaud , Principal 
Nationally- Full Service 
B 

Merchandising Specialists 
3620 N. Josey Ln . 
Carrollton, TX 75007 
Ph. 972-394-5059 
Fax 972-394-1312 
E-mail : merchspec@airmail.net 
Leslie Gorman, President 
Regionally- Data Collection/Field Svc. 
B,E,F,R,RT,S 

Meyers Research Center 
58 W. 40th St. 
New York, NY 10018 
Ph . 212-391-0166 
Fax 212-768-0268 
Jeff Friedlaender, Vice President 
Nationally - Full Service 
B,E,F,R,RT,S 

~1chelson 
~;ociates,Inc. 
Strateg ic Marketing Research 

Michelson & Associates , Inc. 
1900 The Exchange, Ste. 360 
Atlanta, GA 30339 
Ph . 770-955-5400 
Fax 770-955-5040 
E-mail: focus@onramp.net 
http://www.michelson.com/research 
Mark L. Michelson, President/CEO 
Nationally - Full Service 
E,F,R,RT,S 

Since 1984, Michelson & Associates , Inc. has 
provided mystery shopping services nationwide. 

Mystery Shopping 
For Financial Services 

• Nationwide Coverage 

• Experienced Shoppers 

• Full Service or Fieldwork 

• Very Competitive Rates 

The Performance Group, Inc. 

Call 1-800-264-0814 for more information 
or see our listing on page 65 

64 

With over 30000 qualified mystery shoppers, 
Michelson & Associates , has the capability and 
experience to handle a variety of shopping projects. 
Extensive experience with retail , hospitality, auto­
motive and property management. Our services 
are guaranteed to your satisfaction . 
(See advertisement on p. 63) 

Midwest Survey, Inc. 
8922 Cuming St. 
Omaha, NE 68114 
Ph . 402-392-0755 
Fax 402-392-1068 
Locally - Full Service 
B,E,F,R,RT,S 

MPS Research , Inc. 
16-00 Rte . 208 
Fair Lawn , NJ 07 410 
Ph . 201-703-6868 
Fax 201-703-6870 
E-mail : RWJJ78A@prodigy.com 
Raymond Capozzi , President 
Nationally- Full Service 
B,E,F,R,RT,S 

MPS offers flexibility and the commitment to serv­
ing all our client's needs. With 20 years of experi­
ence and nationwi de coverage, including Canada/ 
Puerto Rico and five European countries, we know 
our mystery shopping. We offer complete data 
processing and reporting . Our staff is eager to 
discuss your next mystery shop program. Call Ray 
Capozzi at 201-703-6868 or fax 201-703-6870. 
(See advertisement on p. 63) 

MRCF®CUS 
MRCFocus 
101 Convention Center Dr. , Ste. 1005 
Las Vegas, NV 89109 
Ph . 702-734-7511 
Fax 702-734-7598 
E-mail : research@mrcgroup.com 
http://www.mrcgroup.com 
Locally- Data Collection/Field Scv. 
B,E,F,R,RT,S 

MRCFocus is Las Vegas' premier state-of-the-art 
focus group facility. Strategically located between 
the Las Vegas Convention Center and the exciting 
"Strip," clients and respondents alike will welcome 
the convenience, privacy, comfort and security. 
MRCFocus is setti ng the standard for design , re­
cruiting and personal services. If you are planning 
to conduct focus groups, intercept interviewing or 
mystery shopping in the Las Vegas marketplace, 
MRCFocus should be your first call. 
(See advertisement on p. 43) 
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Mystery Audits of Texas 
13714 Oakmead , Ste. 100 
Sugar Land , TX 77478 
Ph. 713-242-3253 
Fax 713-491-0300 
E-mail: fthigpen@ix.netcom.com 
Floyd Thigpen , President 
Locally - Data Collection/Field Svc. 
B,E,F,R,RT,S 

Mystic Marketing 
6654 Mohawk Ct. 
Columbia, MD 21046 
Ph . 301-596-1437 
Fax 301-596-1437 
Pam Vaughn , Owner 
Locally- Full Service 
E,F,R,RT,S 

National Field & Focus, Inc. 
190 N. Main 
Natick, MA 01760 
Ph. 508-655-1926 
Fax 508-655-0096 
E-mail : NFF@ultranet.com 
Brenda Chartoff, President 
Nationally- Data Collection/Field Svc. 
B,E,F,R,RT,S 

New England Interviewing, Inc. 
5 Coliseum Ave. 
Nashua, NH 03063 
Ph . 603-889-8222 
Fax 603-883-1119 
Joan Greene, President 
Regionally - Data Collection/Field Svc. 
B,E,F,R,RT,S 

New South Research 
3000 Riverchase, Ste. 405 
Birmingham, AL 35244 
Ph . 205-985-3344 or 800-289-7335 
Fax 205-985-3346 
E-mail : NSRJJ@aol.com 
Amy June Wilhite 
Locally- Data Collection/Field Svc . 
E,F,R,RT,S 

NorTex Research Group/Dallas 
8700 N. Stemmons Fwy., Ste. 190 
Dallas, TX 7524 7-3715 
Ph. 800-315-TEXX 
Fax 214-630-6769 
Kelly Lynn Ireland, Facility Director 
Locally- Full Service 
B,E,F,R,RT,S 

NorTex Research Group/Raleigh 
7330 Chapel Hill Rd ., Ste. 107 
Raleigh , NC 27607 
Ph . 800-315-TEXX 
Fax 919-557-0167 
Kelly Lynn Ireland, Facility Director 
Locally- Full Service 
B,E,F,R,RT,S 

Olchak Market Research (OMR) 
7255-A Hanover Pkwy. 
Greenbelt, MD 20770 
Ph . 301-441-4660 
Fax 301-4 7 4-4307 
E-mail : omr dc@aol.com 
Jill L. Siegel , President 
Locally- Data Collection/Field Svc. 
E,F,R,RT 

Opinions of Sacramento 
2025 Hurley Way, Ste. 110 
Sacramento, CA 95825 
Ph . 916-568-1226 
Fax 916-568-6725 
Magda Cooling , Partner 
Regionally - Data Collection/Field Svc. 
B,E,F,R,RT,S 

P V R, Inc. 
11445 Johns Creek Pkwy. 
Atlanta, GA 30155 
Ph . 770-232-0322 
Fax 770-232-0344 
E-mail : geric@mindspring.com 
Jeri S. Christopher, Vice President 
Regionally- Full Service 
B,E,F,R,RT,S 

O uR MYSTERY SHOPPERS ARE READY To Go 

PRECISION FIELD SERVICES 

847 • 390 • 8666 For Chicago Area Shopping 
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Perceptive Market Research, Inc. 
2306 S.W. 13th St. , Ste. 807 
Gainesville, FL 32608 
Ph. 800-7 49-6760 or 352-336-6760 
Fax 352-336-6763 
E-mail : 1 02403.203@compuserve.com 
Dr. Elaine M. Lyons-Lepke, President 
Nationally- Full Service 
B,E,F,R,RT,S 

The Performance Group (PGI Research) 
P.O. Box 828 
Mt. Vernon , IN 47620 
Ph. 800-264-0814 
Fax 812-838-8076 
Walter Babcock 
Nationally- Full Service 
B,E,F,R,RT,S 

National coverage with 1 ,000+ shopping supervi­
sors. We offer custom designed studies at very 
competitive rates, high quality and fastturnaround. 
In-depth analysis rank orders the sales and service 
factors which discriminate top performing em­
ployees from low performing employees. Call for 
full service program or data collection/field work. 
(See advertisement on p. 64) 

Performance Plus 
111 Speen St., Ste. 105 
Framingham, MA 01701 
Ph. 508-872-1287 
Fax 508-879-71 08 
Shirley Shames, President 
Locally - Data Collection/Field Svc. 
B,E,F,R,RT,S 

Pinkerton Shopping Services 
400 Chastain Ctr. Pkwy., Ste. 410 
Kennesaw, GA 30144 
Ph. 800-540-6077 or 770-919-0260 
Fax 770-919-1359 
E-mail : 76521 .1 004@compuserve.com 
Lisa Van Kesteren , Managing Director 
Nationally - Full Service 
B,E,R,RT,S 
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PMR-Personal Marketing & Research , Inc. 
322 Brady St. 
Davenport, lA 52801 
Ph. 319-322-1960 
Fax 319-322-1370 
E-mail : PERMARRES@aol.com 
Patricia E. Duffy, President 
Regionally- Data Collection/Field Svc. 
B,E,F,R,RT,S 

~ 
PRECISION FIELD SERVICES 

~ 
Precision Field Services, Inc. 
O'Hare Corporate Towers 
10600 W. Higgins Rd. , Ste. 100 
Rosemont, IL 60018 
Ph . 847-390-8666 
Fax 847-390-8885 
E-mail : saa@pfschgo.com 
http:/ /orion . i nsnet.com/ -pfsi nc 
Scott Adelman, President 
Locally- Data Collection/Field Svc. 
F,R ,RT 

Because we host over 500 focus groups per year 
and recruit for dozens of taste tests and audience 
studies, some clients don 't realize that we handle 
hundreds of mystery shop locations each year. We 
are experienced at shopping financial institutions, 
auto dealers, restaurants, and retail stores. We 
operate throughout Chicagoland . 
(See advertisements on pp. 21, 65) 

Prince Market Research 
2323 Hillsboro Rd ., #500 
Nashville, TN 37212 
Ph . 615-292-4860 or 800-788-7728 
Fax 615-292-0262 
E-mail: dprince@PMResearch .com 
http://www.pmresearch .com 
Dan Prince, President 
Regionally- Full Service 
F,R ,RT,S 

Professional Research Group 
154 Salem Ave. 
P.O. Box 2344 
Port Charlotte, FL 33949-2344 
Ph . 941-380-9100 
Fax 941-624-4822 
Peter M. Golding , President 
Regional ly- Data Collection/Field Svc. 
B,E,F,R,RT,S 
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PWI Research 
5100 Poplar Ave ., Ste. 3125 
Memphis, TN 38137 
Ph. 901-682-2444 
Fax 901-682-2471 
E-mail : lewinstead@aol.com 
http://www.pwiresearch .com 
Lea L. Winstead , President 
Locally - Data Collection/Field Svc. 
E.F,R,RT,S 

Quality Controlled Services 

Quality Controlled Services 
1375 N. Highway Dr. 
Fenton , MO 63099 
Ph . 800-325-3338 or 314-827-1 773 
Fax 314-827-3373 
http://www.qcs.com 
Mary Bommarito, Project Coord . 
Nationally - Full Service 
B.E.F.R,RT,S 

Trained Consumer mystery shoppers "role play" 
as customers, evaluating employee performance 
during those critical moments when customers 
judge your company. With 22 offices and 5,000 
shoppers in 500+ cities, QCS offers discovery, 
compliance, observation and reward , quality con­
trol assurance, and telephone mystery checks to 
measure and reinforce desired behavior in any 
customer-driven market strategy. To learn more 
call 800 325-3338. 

The Question Shop, Inc. 
2860 N. Santiago Blvd ., Ste. 100 
Orange, CA 92667 
Ph. 714-97 4-8020 or 800-411-7550 
Fax 714-97 4-6968 
Ryan Reasor, President 
Locally- Data Collection/Field Svc. 
B.F,R,RT,S 

Questions & Marketing Research Svcs., Inc. 
19211 Henry Dr. 
Mokena, IL 60448 
Ph. 708-479-3200 
Fax 708-479-4038 
Marge Weber, President 
Locally - Data Collection/Field Svc. 
E.F,R,RT,S 

Quick Test 
Corporate Headquarters 
1061 E. Indiantown Rd ., Ste. 300 
Jupiter, FL 33477 
Ph . 561-748-0931 or 800-523-1288 
Fax 561-748-3601 
Thomas J. Zoretich , President 
Nationally - Data Collection/Field Svc. 
B.E.F.R,RT,S 

R.I.S. Christie- The Data Collection Co. 
14 Verral Ave. 
Toronto, ON M4M 2R2 
Canada 
Ph . 416-778-8890 
Fax 416-778-8898 
Olga Friedlander, President 
Nationally- Data Collection/Field Svc. 
B.E.F.R,RT,S 
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National & 
International 

Mystery Shopping 

Full Service: 
customized data collection 

customer service evaluations 
incentive programs 

tabulation analysis 

Over 
70,000 shoppers 

Coverage In: 
North America 
Latin America 
The Caribbean 

The Pacific Rim 
Europe 

7616 Perimeter 
Center East, NE 

Atlanta, GA 30346 

(BOO) 669-9939 
Phone: (770) 393-1072 

Fax: (770) 393-4867 
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Rosen Research 
25906 Emery Rd. 
Cleveland, OH 44128 
Ph. 216-464-5240 
Fax 216-464-7864 
Mary Ann Sheets, Field Director 
Locally - Data Collection/Field Svc. 
F,R,RT 

Rossow Interviewing 
2713 15th Ave. N. 
Ft. Dodge, lA 50501 
Ph. 515-576-6464 
Fax 515-576-5454 
Clarice Rossow, Owner/Manager 
Regionally- Data Collection/Field Svc. 
B,E,F,R,RT,S 

Savitz Research Center, Inc. 
13747 Montfort Dr. , Ste. 111 
Dallas, TX 75240 
Ph . 972-386-4050 
Fax 972-450-2507 
Harriet E. Silverman, Vice President 
Locally - Data Collection/Field Svc. 
B,E,R,RT,S 

SCH ES I NG I R 
ASS 0 C I AT f S 

Schlesinger Associates , Inc. 
Executive Plaza, Ste. 400 
10 Parsonage Rd . 
Edison, NJ 08837 
Ph . 908-906-1122 
Fax 908-906-8792 
E-mail : sasmktres@aol.com 
Steven Schlesinger, President 
Nationally - Data Collection/Field Svc. 
B,E,F,R,RT,S 

Schlesinger Associates has been conducting mys­
tery shopping for over 20 years. We have con­
ducted mystery shops in banks, restaurants , retail 
establishments, automobile dealerships, etc. We 
have over three hundred mystery shoppers avail­
able across the country. 
(See advertisement on p. 66) 

Seaport Surveys, Inc. 
34 Cliff St. 
New York, NY 10038 
Ph . 212-608-3100 or 800-347-2662 
Fax 212-608-4966 
E-mail : jkick@biddeford .com 
Andrea Waller, President 
Locally - Data Collection/Field Svc. 
B,E,F,R,RT,S 

Seaport Surveys, Maine 
44 Oak St. 
Portland, ME 04101 
Ph . 207-756-7770 or 800-756-7710 
Fax 207-756-7777 
E-mail : jkick~biddeford.com 

John Kumnick, President 
Locally - Data Collection/Field Svc. 
B,E,F,R,RT,S 

Secret ShopNET 
600, 250 6th Ave. S.W. 
Cagary, AB T2P 3H7 
Canada 
Ph . 403-261-5000 or 800-260-2686 
Fax 403-261-4999 
E-mail: salesdept~secretshopnet.com 

http:/ /secretshopnet.com 
Sean Young , Dir. Bus. Dev. 
Nationally - Full Service 
B,E,F,R,RT,S 

Seek Research 
2641 Drayton Dr. 
Wilmington , DE 19808 
Ph. 302-998-3088 
Fax 302-998-3099 
Virginia Pellegrini , Owner 
Locally- Data Collection/Field Svc. 
B,E,F,R,RT,S 

Service Research Corp. 
6201 S. 58th , Ste. A 
Lincoln, NE 68516 
Ph. 402-434-5000 
Fax 402-434-5006 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ E-mail : srcbritt~aol . com 
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Check out the 
online Researcher 

Forum at 
www.quirks.com 

iiMumnNG RESEARCH 
Review 

Gloria Britten , Vice President 
Nationally - Full Service 
B,E,F,R,RT,S 

slt~k. 
\/ 1nc. 

Shop 'n Chek, Inc. 
7616 Perimeter Center E., N.E. 
Atlanta, GA 30346-1801 
Ph . 770-393-1072 or 800-669-9939 
Fax 770-668-0816 
E-mail : shpchek~shopnchek.com 

http://www.shopnchek.com 
Donna Garrou , V.P. Sales & Mktg. 
Nationally - Full Service 
B,E,F,R,RT,S 

Shop 'n Chek specializes in custom designed mys­
tery shopping programs to gather objective infor­
mation regarding customer service performance 
internationally. Over 24 years experience in the 
restaurant/hospitality, retail , manufacturing, pe­
troleum, services and utility industries. Shop 'n 
Chek's 70,000 representatives act as our clients ' 
"eyes and ears" with 100% location coverage 
guaranteed in the United States. Services include 
customer service evaluations, product presenta­
tion and pricing studies. 
(See advertisement on p. 67) 
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Sights On Service, Inc. 
DBA Secret Shopper 
3405 Kilmer Ln . N. 
Minneapolis, MN 55441 
Ph . 612-525-1460 
Fax 612-595-0210 
E-mail : JGSOS@secretshop.com 
http://www.secretshop.com 
Jackie M. Gonyea, Dir. Sales & Mktg. 
Nationally - Full Service 
B,E,F,R,RT,S 

Marion Simon Research Service, Inc. 
Southview Commons 
100 White Spruce Blvd . 
Rochester, NY 14623 
Ph . 716-359-1510 
Fax 716-334-9423 
Marion Simon, President 
Regionally - Data Collection/Field Svc. 
B,E,F,R,RT,S 

~SSf.SSIIENTS 

Sinclair Service Assessments , Inc. 
10715 Gulfdale, Ste. 140 
San Antonio , TX 78216-3633 
Ph. 210-979-6000 or 800-880-31 11 
Fax 210-979-6677 
E-mail: info@sinclair 
http://www.sinclair.org 
Robert Sinclair Jr., President 
Nationally- Full Service 
B,E,F,R,RT 

Specializing in state-of-the-art mystery shopper 
programs since 1987, SSA provides mystery shop­
ping services throughout the US, Canada, Austra­
lia and Puerto Rico. Using the latest information 
systems technologies, SSA can make service mea­
surement part of your companies daily operation . 
If you don 't measure it, you can't manage it. 
(See advertisement on p. 45) 

Sonoma Research , Inc. 
P.O. Box 1609 
Sonoma, CA 95476 
Ph . 707-939-8280 
Fax 707-939-6730 
Sally Neilson, Dir. Client Svcs. 
Locally - Data Collection/Field Svc. 
E,F,R,RT,S 

Southern Spectrum Research , Inc. 
1600 Canal St. , Ste. 400 
New Orleans, LA 70112 
Ph . 504-539-9222 
Fax 504-539-9228 
Linda DeCuir, Research Coord . 
Regionally- Data Collection/Field Svc. 
B,E,F,R,RT,S 

Superior Surveys of St. Louis, Inc. 
10403 Clayton Rd . 
St. Louis, MO 63131 
Ph. 800-325-4982 or 314-692-2699 
Fax 314-692-2427 
E-mail: SURVEYS4U@aol.com 
Trish Dunn , Partner 
Kathi Dunn , Dir. of Ops. 
Regionally- Full Service 
B,E,F,R,RT,S 
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Survey Service, Inc. 
1911 Sheridan Dr. 
Buffalo, NY 14223 
Ph . 716-876-6450 
Fax 716-876-0430 
E-mail : sservice@surveyservice.com 
http://www.surveyservice.com 
Susan R. Adelman , President 
Nationally- Full Service 
B,E,F,R,RT,S 

Surveys Unlimited, Inc. 
232 Vincent Dr. 

TWM Research Group, Inc. 
2 Riverchase Office Plaza, Ste. 210 
Birmingham, AL 35244 
Ph . 205-987-8037 
Fax 205-987-8195 
Glenda Terrell , President 
Locally- Full Service 
B,E,F,R,RT,S 

WestGroup Research 
1110 E. Missouri , Ste. 780 
Phoenix, AZ 85014 
Ph. 602-264-4915 or 800-999-1200 
Fax 602-631-6844 East Meadow, NY 11554 

Ph . 516-794-5650 
Fax 516-794-3841 

E-mail : askarizona@westgroupresearch.com 
Beth Aguirre, Project Director 

E-mail : SURVEYSUNL@aol.com 
Gladys Ronco, President 
Regionally - Data Collection/Field Svc. 
B,E,F,R,RT,S 

~ TAyloR RES<ARC~ 
Taylor Research 
Video Conferencing Center 
1545 Hotel CircleS., Ste.350 
San Diego, CA 92108 
Ph . 619-299-6368 or 800-922-1545 
Fax 619-299-6370 
Harriett Huntley, Operations Manager 
Locally- Data Collection/Field Svc. 
B,E,F,R,RT,S 

At Taylor, we offer experienced professional re­
searchers to suit all of your mystery shopping 
needs. Let our 35 years of commitment to excel­
lence serve you best in all phases of market re­
search and data collection. 
(See advertisement on p. 69) 

Nationally - Full Service 
B,E,F,R,RT,S 

Sally E. Zorich & Associates 
819 Ashland Ave. 
St. Paul , MN 55104 
Ph. 612-290-2564 
Fax 612-290-2564 
Sally Zorich, Owner 
Locally - Data Collection/Field Svc. 
B,E,F,R,RT,S 

San Diego's 

o Mystery Shopping 

Comple1e QUANTITATIVE and 
QUALITATIVE Capabililies 

o Fully Staffed, Professional, Experienced Field Department 
o Superlative Recruiting, SIGMA Validation Available 
o 30 Central Monitored Telephones 
o 20 Station Computer Assisted Telephone Interviewing System 
o Three Custom-Built Focus Group Suites, each with Viewing, and Client Lounge. 
o Multi-Purpose Room, with Viewing, seats up to 75 Auditorium style 
o Mini Group/!01 Suite with Viewing 
o Test Kitchen, 300+ Square feet. 
o Airport Close, Just Seven Minutes by Taxi 

1545 H!~Y.~~;. ~E~~R~<f~~ 9210, 
PHONE: 1-800-922-1545 

(from any USA location) 
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1997 MYSTERY SHOPPING DIRECTORY 
Codes 

B- Business/Industry 
E- Entertainment 
F- Financial Services 
R - Restaurant/Fast Food 
RT- Retail 
S- Services 

National Mystery 
Shopping 

These firms conduct mystery 
shopping on a nationwide basis. 

ACG Research Solutions 
American Public Opinion Survey &, Market Re­
search Corp. 
Assistance In Marketing, Inc. 
Audits & Surveys Worldwide 
BAI (Behavioral Analysis Inc.) 
Bartels Research Corp. 
BestMark 
Better Marketing Associates, Inc. 
Capstone Research, Inc. 
CB & A Market Research 
Certified Reports, Inc. 
CHK-UR-Serv 
Commercial Service Systems , Inc. 
Cross Financial Group 
Customer Perspectives 
DSG Associates , Inc. 
Eagle Research -Atlanta 
Eagle Research - Denver 
Elrick and lavidge 
Edward Epstein & Associates, Inc. 
Field Dynamics Marketing Research 
Fogerty Group, Inc. 
Pat Henry Market Research , Inc. 
Innovative Marketing, Inc. (Canada) 
Stanford Klapper Associates, Inc. (Puerto Rico) 
Barry leeds & Associates , Inc. 
Maritz Marketing Research , Inc. 
Market Dynamics Research Group 
Market Monitor, Inc./Service Monitor 
Market Trends Pacific, Inc. 
Marketing Solutions Corporation 
McGiadrey & Pullen, LLP 
MDI Research 
Meyers Research Center 
Michelson & Associates , Inc . 
MPS Research , Inc. 
National Field & Focus, Inc. 
Perceptive Market Research , Inc. 
The Performance Group (PGI Research) 
Pinkerton Shopping Services 
Quality Controlled Services 
Quick Test 
R.I.S. Christie- The Data Col lection Co. (Canada) 
Schlesinger Associates , Inc. 
Secret ShopNET (Canada) 
Service Research Corp. 
Shop 'n Chek, Inc. 
Sights On Service, Inc., DBA Secret Shopper 
Sinclair Service Assessments , Inc. 
Survey Service, Inc. 
WestGroup Research 
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Regional Mystery 
Shopping 

These firms conduct mystery 
shopping on a regional basis. They 
are organized by state for your 
convience. See also National Mystery 
Shopping. 

Alabama 
Connections, Inc. 
Polly Graham & Associates, Inc. 

California 
AIS Market Research 
L.A. Research, Inc. 
Opinions of Sacramento 

Connecticut 
Beta One, Inc., Focus Facility Hartford 

Delaware 
Keystone Marketing Research 

Florida 
Ask America Market Research 
Kirk Research Services, Inc. 
Mar's Surveys 
Professional Research Group 

Georgia 
Highsmith-Charnock Interviewing Service , Inc. 
P V R, Inc. 

Iowa 
PMR-Personal Marketing & Research , Inc. 
Rossow Interviewing 

Illinois 
Marketing Advantage Research Consultants, Inc. 

Indiana 
Herron Associates, Inc. 
KLD Marketing Research 

louisiana 
Southern Spectrum Research , Inc. 

Maryland 
Bay Area Research 

Michigan 
Crimmins & Forman Market Research 

Missouri 
Carol Max Marketing Services, Inc. 
Superior Surveys of St. Louis, Inc. 

Nevada 
Consumer Research Center 

New Hampshire 
New England Interviewing, Inc. 

New Jersey 
Frances Bauman Associates 

New York 
C. B. DuPree Associates 
Marion Simon Research Service , Inc. 
Surveys Unlimited, Inc. 

Oregon 
Gilmore Research Group 

Tennessee 
Prince Market Research 

Texas 
Consumer Impressions, Inc. 
Mar's Surveys of Texas 
Marketing Network International 
Merchandising Specialists 

Virginia 
Issues and Answers Network, Inc. 

Vermont 
Action Research 

Washington 
Gilmore Research Group 

Local Mystery Shopping 

These firms conduct mystery 
shopping on a local basis. They have 
been organized by metropolitan area 
for your convenience. See also 
Regional & National Mystery 
Shopping 

Atlanta , GA 
Jackson Associates, Inc. 

Baltimore, MD 
Mystic Marketing 

Birmingham, Al 
New South Research 
TWM Research Group, Inc. 

Boston, MA 
Performance Plus 

Chicago, ll 
Accurate Data Marketing, Inc. 
The Blackstone Group 
Focuscope, Inc. 
Precision Field Se rvices , Inc. 
Questions & Marketing Research Svcs ., Inc. 

Cleveland , OH 
Rosen Research 

Dallas/Ft. Worth , TX 
Fenton Swanger Consumer Research, Inc. 
NorTex Research Group/Dallas 
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1997 MYSTERY SHOPPING DIRECTORY 
Savitz Research Center, Inc. 

Ft. Wayne , IN 
Dennis Research Service, Inc. 

Houston , TX 
Mystery Audits of Texas 

las Vegas , NV 
MRCFocus 

los Angeles/Orange County, CA 
The Question Shop, Inc. 

Memphis, TN 
PWI Research 

Milwaukee , WI 
Field Surveys & Aud its 
Mazur/Zachow, Inc. 

Minneapolis/St. Paul , MN 
Jeanne Drew Surveys 
Sally E. Zorich & Associates 

New York City , NY 
Seaport Surveys, Inc. 

Newport News/NorfolkNirginia Beach, VA 
Marketrends, Inc. 

Omaha , NE 
Midwest Survey, Inc. 

Philadelphia/Southern NJ, PA 
JRP Marketing Research Services 

Portland , ME 
Seaport Surveys, Maine 

Raleigh/Durham, NC 
NorTex Research Group/Raleigh 

San Diego , CA 
Taylor Research , Video Conferencing Center 

San Francisco Bay/San Jose, CA 
Sonoma Research, Inc. 

Shreveport, LA 
DCW Interviewing Service 

Washington , DC 
Olchak Market Research (OMR) 

West Palm Beach , Fl 
Cynthia Deutsch Interviewing 

Wilmington , DE 
Seek Research 

January 1997 www.quirks.com 

Check out the 
online Researcher 

SourceBook at 
www.quirks.com 

~wks ____________________ _ 
MARKETING RESEARCH 

Helping 
ou 
uild 

customer 
lo alty 
a and 
shake at a 
time 

Review 

Leading companies recognize that 
customer atisfaction and increased 
loyalty are earned a hand shake at 
a time. 

That 's why many of America's finest 
busines es, including Fortune 500 
companies, partner with BESTMARK 
- the nation's premier mystery 
shopping I performance measure­
ment company. 

Providing hard, actionable data and 
solid management solutions, BestMark 
can help improve your company's 
products, services and business 
practice for increased revenues. 

No matter what sort of customer 
you serve, BestMark shakes out as 
the one mystery shopping company 
that positions you for loyalty results. 

BestMark Research 
Great Partner for America's Finest Corporations 

Call800-51-GUEST I (800-514-8378) 
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Research Industry News 
continued from p. 21 
which contains data on the health attitudes , conditions, 
medication uses and life tyles of over 1.2 million 55+ 
households. The ultimate goal of the project is to track 
mature Americans' experiences with and attitudes toward 
the disease. The survey will be updated annually. 

Paria Group has opened a new data collection facility 
andcorporateofficeat581 West 1600North,Orem, Utah , 
84057 , featuring 200 CATI stations. Phone 801-226-
8200. Fax 801-226-4819. 

Information Resources, Inc., Chicago, announced that 
A.C. Nielsen Company signed an extensive Undertaking 
with the European Commission agreeing to halt contrac­
tual practices which IRI claimed had hampered its entry 
into European markets. The action came in response to 
the Commiss ion 's Statement of Objection iss ued to 
Nielsen in May 1996 regarding various anti-competitive 
activities. IRI had contended that those practices were 
pursued by Nielsen as part of an intentional and unlawful 
strategy aimed at preventing IRI from establishing a 
competitive position in Europe and e liminating IRI as a 
competitor. 

Kaufman Associates has moved to 6426 Wakeforest 
St. , Houston , Texas , 77005 . Phone 713 -621-8434. Fax 
713-661-3348. 

Applied Decision Analysis Inc. , Menlo Park, Calif. , 
has opened ADA Europe to support a growing European 
customer base. Yann Bonduelle, a principal at ADA and 
vice president of international operations, will manage 
ADA Europe. The address of the new office is 22 The 
Green, Richmond, Surrey TW9 1 PX, U.K. 

Rockwood Research has moved to 651 Campus Drive, 
New Brighton, Minnesota, 55112. The phone and fax 
numbers remain 612-631-1977 and 612-631-8198 . 

Sales Offices 
Headquarters: Evan Tweed, Quirk's Marketing Research 
Review, 8030 Cedar Ave. So., Ste. 229, Bloomington, 
Minn., 55425. Phone 612-854-5101. Fax 612-854-8191. 

West Coast: Lane Weiss, Lane Weiss & Associates, 10 
Black Log Rd., Kentfield, Calif., 94904. Phone 415-461-
1404. Fax 415-461-9555. 
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Classified Ads 
Minnesota/Upper Midwest MRA Program 

On February 25, 1997 Beth Rounds, Senior Vice Pres i­
dent of Custom Research , Inc. will be the guest speaker at 
the Upper Midwest MRA's winter meeting. Her presenta­
tion will be entitled , "Secrets of success from a Malcolm 
Baldridge Award winner" . For more information contact 
Randi Luoto at 612-321-4582. 

MARKET RESEARCH PROFESSIONALS 
JR. ANALYSTS THROUGH VPS needed for short and long 
term positions . If you have hands-o n industry experience in 
any of the following areas, we have an opportunity for you . 

• Account management • Product tests 
• CATI programming • Project management 
• Communications testing • Quality/sensory evaluation 
• Data graphing • Q're editing/coding 
• Data analysis • Report writing 
• Database analysis • Sample design/selection 
• Field management • SAS/SPSS programming 
• Focus group moderating • Scanner/syndicated data 
• New product evaluation • Spec writing 
• On-line database searches • Statistical analysis 
• Pricing evaluation • Tab development 

~ ~ 
2961 N. Halsted , #130, Chicago, IL 60657 

I Corrections 
The November installment of " Data Use" contained an 

editing error. On page 15, in the third full paragraph, the first 
sentence should read: " Bear number two is dec iding whether 
we want to use a two-s ided or one-s ided significance test. " 

Please note the correction to the fo llowing li sting from the 
1996-97 Researcher SourceBook. On p. 279, the fax number 
for ABACO Marketing Research Ltd. should read 55-11-
256-3982. 

Due to an editing error, the photo cred it for the cover of the 
December issue was accidentally omitted. The photo was 
supplied by Fieldwork, lnc., Chicago. 

Please note the following additi on to the December Focus 
Group Facilities Directory: 

Market Inquiry 
5825 Creek Road 
Cincinnati , OH 54242 
Ph . 513-794-1088 
Fax 513-794-1176 
E-mail : NNCNoyes3435@aol.com 
Cathy Noyes, Managing Partner 
Location: Office build ing 
CR , OR, TK, VE 
1) 16x20 Obs. Rm. Seats 8 
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Trade Talk 
continued from p. 74 
Many tables show data broken down by age, education, 
occupation, and race . 

The Off icial Guide to Racial and Ethnic Diversity uses, 
primarily , data from the Census Bureau's Current Popu­
lation Survey and th e 1990 census to g ive readers infor­
mation on A sians , Blacks, Hi spanics, Native American s 
and Whites . Each ethnic g roup has its own chapter, with 
sections on education, hea lth , hou seholds and living 
arrangements, hou s ing, income, labor force, population 
and wealth and spending. The final chapter draws on the 
National Opinion Resea rc h Center of the University of 
Chicago 's 1994 Ge nera l Social Survey for answers to 
attitudinal question s like " If your party nominated a 
bl ack for pres ide nt, would you vote for him if he were 
qualifi ed for the job?" and " What do you think will 
happen as a res ult of more immi g rants coming to thi s 
country?" 

The sa me survey is the bas is for much of The Official 
Guide to American Attitudes, which is an entertaining 
compilation of our opinions on everything from confi­
dence in Congress to personal happiness. Since the GSS 

Index of Advertisers 

has been conducted nearly every year since 1972, many of 
the tables contain data on how the same question has been 
answered in each of the past three decades. The book 
includes chapters on the environment, work and money, 
sex and morality and marriage and family. 

The Mid-Youth Market uses various government and 
other information sources to paint a picture of the income, 
spending habits , family make-up, health, attitudes and other 
facets of the lives of 35-to-54-year-old baby boomers. 0 

Who's Buying Food & Drink ($69.95, hardcover, 292 
pages) by Marcia Mogelonsky, Who's Buying for the 
Home ($69.95, hardcover, 502 pages) by Alison Stein 
Wellner, The Official Guide to American Incomes ($89.95, 
hardcove r, 364 pages) by Thomas G. Exter, The Offici al 
Guide to Racial and Ethnic Diversity ($89.95, hardcover, 
633 pages) by Cheryl Russell, The Official Guide to 
American Attitudes ($89.95, hardcover, 425 pages) by 
Susan Mitchell and The Mid-Youth Market ($69.95, hard­
cover, 276 pages) by Cheryl Russell are available from 
New Strategist Publications, P. 0. Box 242, Ithaca, N.Y., 
14851, or by calling 607-273-0913. The company's Web 
address is http://www.newstrategist.com. E-mail: 
demographics@newstrategist.com. 
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By Joseph Rydholm/QMRR editor 

Need statistics? These 
books have 'em 

The folks at New Strategist Publications have been busy. 
Since the beginning of summer it seems like a new 
book from the Ithaca, N.Y., firm has arrived at our 

offices every month . Here 's a quick rundown on the latest 
batch, a half-dozen more contributions to New Strategi st 's 
already solid body of user-friendly compendiums of sta­
tistics. 

Each of the six books is a collection of demographic and 

Fa reus by David Waisglass 
Gordon Coulthart 

© 1996 Farcus Cartoons/dist. by Universal Press Syndicate WA-ISbl-A- ~~ / CtJc.JL <1-+1+/L I -~ 
~--------------------------------------~ w 
"Sorry, Chris, our market research tells us 

that most people prefer it remain flat." 
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economic data, largely from government sources, in a 
quick reference format, de igned to give marketers of a ll 
stripes easy access to stats on a variety of consumer 
segments . 

The information in Who 's Buy ing Food & Drink and 
Who 's Buying for the Hom e is based on data from the 
Bureau of Labor Stati stics' Consumer Expenditure Sur­
vey . Both follow a similar approach, beginning with a 
spending overview (which is broken down by age and 
income, age and region , etc.) and devoting the next 
several chapters to spending by hou sehold type , region , 
education, age and so on. Each chapter contains a brief 
analysis and sections on average spending, indexed spend­
ing , average per capita spending, indexed per capita 
spending, total spending and marke t shares . 

Food & Drink looks at expenditures for food and 
beverage purchases, broken down into basic categories 
(cereal s, meats, dairy products, fruits and vegetables, 
alcoholic/non-alcoholic beverage , etc.) and subcatego­
ries. Buying for the Home contains figures on expendi­
tures on utilities and rent/mortgage pay ments in addition 
to a variety of housing products from floorin g to gutters. 

The Official Guide to American In comes uses data from 
the Census Bureau 's 1995 and earlier Current Population 
Surveys as well as figure from the 1994 Consumer 
Expenditure Survey and the Federal Reserve Board 's 
1992 Survey of Consumer Finances. The book contains 
chapters on income trends, hou sehold income, personal 
income, di scretionary income, household income projec­
tions, consumer spending, household wealth and net worth , 
poverty trends and geography of income and poverty. 

continued on p. 73 
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EXCELLENCE 
Is Part Of What We're Instituting. 

We cordially invite you to experience our commitment to Excellence, while learning marketing research 
methods and applications from the most experienced marketing research training organization in the world! 

Participate in a Burke Institute 
seminar and you will experience our 
unconditional commitment to excellence. 
From the intensive, on-target seminar 
content to the workbooks which rival the 
best reference sources. From our dedicat­

ed staff who will counsel you concerning 
the best training programs (ours or others) 

to our outstanding seminar leaders who will 
educate you in the best practi ces utili zed by 

marketing researchers worldwide. Through nearly 
2,500 semina rs on 25 topics with more than 40,000 participants in 
26 countries, we have demonstrated our single-minded dedication to 
excell ence fo r more than 20 years. The exceptionall y high rate of 
repeat parti cipation in our seminars by past attendees is testament to 
our commitment to excell ence. 
But exce llence is not the onl y benefit you get when you attend our 
seminars. Here are a few more: 
OBJECTIVITY. You receive a fu ll and impartial perspective on the best research 
methods used by state-of-the-art pract itioners and research suppli ers worldwide. ot 
j ust the proprietary tech niques and viewpoi nts of a particular supplier. 

INTEGRITY. Our mission is education. Parti c ipants fro m our seminars are never 
contacted for anyth ing other than fo llow-up related to their continuing education. 
Guaranteed unconditiona ll y. 

EXPERTISE. You learn from the experts who "wrote the book" on marketing 
research trai ning and have educated more practitioners than anyone e lse in the world. 

BREADTH. You get to se lect fro m a wide range of programs designed to meet 
your cont inuing educational needs. Our programmed equence of seminars e limi­
nates the dupl ication and confli cting content which often results from attending di s­
jointed semi nars fro m differe nt sources. 

RECOGNITION. You get tang ible professional recognition for attendance 
through our highl y respec ted certificates of achievement. 

REALISM. Our seminars combine academic rigor with real-life experti se gained 
from havi ng done tens of thousands of research studies. The content is usable imme­
diately in day-to-day work. 

These are just some of the many reasons fo r the superl ati ve evaluations 
we receive fro m our participants: 

Fantastic- the best semi nar on any subject I've been to. Right on target - will be a help 
immediately. Speaker superb. A born teacher. 

Marketing Re earch Analyst, Ford Motor Co. 

Excellent! Best profess ional seminar I've been to. Content was practically oriented. 
Speaker excellent! Presented information in an extremely "user fri endly" manner. 

Energy level was phenomenal. Manager, Marketing Research, Bausch & Lomb 

Thi s seminar has been more useful than any other coursework I' ve completed. This was 
worth more than the $ my company spent to send me. Very comprehensive- everything 
1 needed. Assistant Manager, Market ing Research, Riverside Methodist Hospital 

BThek ur e 
Institute 

Cincinnati Corporate Headquarters 
50 E. RiverCenter Boulevard 
Covington, Kentucky 41 011 

€l / 996. The Burke Institute 

The Burke Institute 
Partial Schedule of Seminars Through December 1997 

101. Pracllcal Marketing Research 

Boston ....................... Jan. 6-8 
St. Louis .. . . .. ..... Jan. 27-29 
Cincinnati . .... Feb. 17-19 
Chicago .... Mar. 10-12 
Houston . . . Apr. 7-9 
New York ..... Apr. 28· 30 
Cincinnati . . . May 19-21 
At1ama .... June9-ll 
Phi ladelphia . . ... June 30-July 2 
Denver . .. July 15·17 
Cincinnati ..... Jul y28-30 
Seattle ..... Aug. 25·27 
New York . . .... Sept. 15-17 
Minneapolis . . ... Oct. 7-9 
Chicago ..... Oct. 20-22 
Boston ....................... Nov. 17- 19 
Cincinnati . . ...... Dec. 8-10 

103. Marketing Research for Decision Makers 

New York . . .... May 29-30 

104. Questionna ire Construction Workshop 

Boston . . . Jan. 20-22 
Cincinnati .... Feb. 24-26 
Detroit . . ... Mar. 24-26 
New York .. Apr. 14-16 
Kansas City . May 12-14 
Chicago . . . ... June 23~25 
Cincinnati . . ... Aug. 4-6 
New Orleans . . .... Sept. 8-10 
Minneapolis . . .... Sept. 29-0ct. I 
New York . . . . . . . . . . . . . . . • . ... Nov. 3·5 
Dallas .. ... Dec. 15· 17 

I 05. Questionnaire Design 

Boston ........ . ........ • .... Jan. 23-24 
Cincinnati .... Feb. 27-28 
New York . . .............. Apr. 17· 18 
Chicago .. .. . .. . .. .. .. . . ... June26-27 
Cincinnati .... Aug. 7-8 
New Orleans . . . Sept.l1-12 
New York .. Nov. 6· 7 

201. Focus Grou ps 

Toronto ...................... Mar. 18·19 
Chicago . Oct. 23-24 

202. Focus Group Moderator Training 

Cincinnati . .. . ................ Feb. 4-7 
Cincinnati . 
Cincinnati 
Cincinnati . 
Cincinnati 
Cincinnati 
Cincinnati .. 
Cincinnati . 
Cincinnati . 

. ... Mar.4·7 

.... Apr.8·11 

.... May6-9 

.... June 17·20 
........... Jul y22-25 

.... Aug.26-29 
...... Oct. 7-10 

.. Dec. 2·5 

203. Focus Group Applications 

Cincinnati . . . Feb. 10-12 
Cincinnati .................... Oct. 13· 15 

204. Qualitative Research Reports 

Cincinnati. 
Cincinnati . 

. Feb. 13-14 
. .. .. . .. . Oct. 16-17 

.301 . CommunlcatJng Marketing Research 

New York ..................... Jan. 13·15 
Cincinnati ... . . Mar. 10- 12 
New Orleans ... Apr. 21-23 
New York ..... June2-4 
Seattle .......... .. .......... Jul y 7·9 
Cincinnati ............ Aug. l8-20 
Chicago . . ....... Sept. 22·24 
New York . . ................... Nov. 10-12 

401. Managing Marketing Resean:h 

Cincinnali .. . ...... .. ......... Mar. 13-14 
ew York ....... June 5-6 

Cincinnati . . .. Aug. 21-22 
Boston . . ..... Nov. 20-21 

SOl. Applications of Marketing Research 

Cincinnati .. . ...... Feb. 20-21 
Houston ...... Apr. I 0-1 1 
At lanta . . ..... June 12- 13 
Cincinnati ....• . .... . ••..... July 31-Aug. I 

ew York . . ... Sept. 18·19 
Cincinnati . . .. Dec. 11 -12 

502. Product Research 

Cincinnati ........... . •.•.... Jan. 30-3 1 
New York ...... Apr. 24·25 
Chicago . . . July 15-16 
Cincinnati . . .... Oct. 14-15 

504. Advertising Resean:h 

ew York . .. ........... Feb. 6-7 
Cincinnati . . ...... May 15-16 
Detroit ....................... July24-25 
Cincinnati .. . .. Oct. 30-31 

505. Market Segmentat ion Research 

New York . . . ..... Feb. 4-5 
Cincinnati . May 13-14 
Detroit . . .. ................. July 22-23 
Cincinnali . . ........ Oct. 28-29 

506. Customer atisraction Research 

Boston ....................... Jan. 9-10 
New York ....... May 1-2 
Seattle ...................... Aug. 28-29 
Cincinnati .................... Nov. 24-25 

509. Using Geodemographlcs for Marketing Decision 
Making 

Orlando . . ..... May l-2 

601. Translating Data Into Act ionable Inrormatlon : An 
Introduction 

New York . . ... Jan. 16-1 7 
Chicago .................... Mar. l3·14 
Cincinnat i ........ May22-23 
Seattle . .. ... July 10·11 
Chicago . . ..... Sept. 25-26 

ew York . . ........... . Nov. 13-14 

602. Tools and Techniques or Data Analysis 

Chicago . . ....... Jan. 21 ·24 
Cincinnati . . . . .... Mar. 4· 7 
Kansas City ........ Apr. l5·18 
Cincinnati . . . .... May27-30 
New York ......... June 30-July 3 
Cincinnati. . ... Aug. 12-15 
Chicago . .. . .. .. .. .. .. .. .. . Sept. 30-0ct. 3 
New York . . . .............. Nov. 4-7 
Boston .... . ................... Dec. 16-19 

603. Practical Multivariate Analysis 

New York . 
Seanle . 
Cincinnati ,. 
Chicago .. 
KansasCity . 
New York . 
Chicago . 
Cincinnati. 

... Jan. 28·31 
...... Mar. IS-21 

... May6-9 

. .. June 17-20 
. ... July 22·25 

.. Aug. 19·22 
..... Oct. 7· 10 
. .... Dec. 2·5 

701. International Marketing Research 

Boston ........ . ... . . ...... Apr. 3·4 
Cincinnati . . . ..... Sept. 4-5 

702. Business to Business Marketing Research 

New York . . ... Mar. 24·26 
Cincinnati . . ......... Sept. 8· 10 

CERTIFICATE OF ACHIEVEMENT IN MARKETING RESEARCH METHODOLOGY & APPLICATIONS 
Cincinnati ............ Feb. 17-Mar. 14, 1997 Cincinnati . . .July 28-Aug. 22, 1997 

CERTIFICATE OF PROFICIENCY IN QUALITATIVE RESEARCH 
Cincinnati. . .. . .... Feb. 4-14. 1997 Cincinnati . .. ..... . ... . . Oct. 7-17. 1997 

CERTrFICATE OF PROFICIENCY I QUANTITATIVE ANALYSIS 
Chicago/New York .... .Jan . 13·3 1. 1997 Chicago . . .Sept. 22·0cl. 10 , 1997 

Please ca ll for additional information on these and other Burke Institute seminars. 

All the above Burke Institute Seminars are available for in-house presentation. 

Please contact: 

MS. LISA RAFFIGNONE, M arketing Manager, or 
DR. SID VENKATESH, President 

Voice: 800-543-8635 (ext. 6135) 
606-655-6135 

Fax: 606-655-6064 
E-mail: B urkelnstitute@ BASES .com 
Web Site: http://www.Burkelnstitute.com 



Get the services that really matter with Fieldwork. 
Everyone has an idea of what makes good service. But no market research facility has more good ser­
vice ideas than Fieldwork. Each of our 12 Fieldwork locations has all the world-class facilities, features 
and extras to make your study come off like a day at the spa. From full office amenities to gourmet 
food, you'll find it with us. 

But our idea of service starts long before your study does, with our nationwide Fieldwork Network and 
best respondent database in the industry. 

So make the call for better research. Call Fieldwork today. We 're at your service. 

ATLANTA: 770-988-0330 

BOSTON - Downtown: 617-899-3660 

BOSTON- Waltham: 617-899-3660 

CHICAGO- North: 773-282-2911 

CHICAGO- O'Hare: 773-714-8700 

CHICAGO- Schaumburg: 847-413-9040 

DENVER: 303-825-7788 

EAST- Fort Lee, NJ: 201-585-8200 

NEW YORK - Westchester: 914-347-2145 

LOS ANGELES: 714-252-8180 

PHOENIX - Scottsdale: 602-438-2800 

PHOENIX - South Mountain: 602-438-2800 

Qualitative Multi-Location Studies: 1-800-TO-FIELD 

Fieldwork Phone Center: 1-888-TO-FIELD 

fieldwork 
Your Focus Group Partners 
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