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Holiday season survey found status quo few. In the apparel categories, con­
sumers were expected to purchase 
blazers, jerseys, blouses, sweaters and 
polar fleece jackets. Jewelry, power 
tools, bath et , ice cream makers, 

More than half (58 percent) of con­
sumers surveyed prior to the holiday 
season said that they expected to 
spend about the same amount of 
money as they did in 1996 on holiday 
purchases. Twelve percent said they 
expected to spend more than they did 
in 1996, while slightly more than 
one-quarter (26 percent) anticipated 
spending less. As in previous years, 
the majority of consumers (75 per­
cent) planned to head off to the dis­
count department stores to purchase 
their holiday gifts. These are some of 
the major findings cited in the fourth 
annual International Mass Retail 
Association (IMRA) Gallup survey, 
sponsored by Visa USA. 

According to the "1997 IMRA 
Holiday Shopping Study," the amount 
consumers planned to spend on gifts 
on average in 1997 was $813 per fam­
ily, compared to the 1996 average of 
$806. The product category most fre­
quently identified by consumers for 
their increased spending was casual 
clothes, with toy buying remaining at 
the same rate as 1996. Continuing a 
trend from 1996, large household 
items, computer hardware, home fur­
nishings, hardware and small house­
hold/kitchen appliances were the 
product areas where respondents 
reported the biggest anticipated 
decline in spending. 

Three-fourths (75 percent) of all 
consumers surveyed expected to make 
their Christmas purchases at the dis­
count department stores, continuing a 
steady trend since 1994. Only 49 per­
cent of shoppers planned to shop at 
department stores, reporting a 
decrease of 6 percent from 1996, and 
only 23 percent of the respondents 
planned to make purchases from 
non-store retailers, a decrease of 2 
percent from 1996. On the other hand, 
43 percent of consumers planned to 
shop at category-dominant stores -an 
increase of 3 percent over 1996. 

In a poll of its retail members, 
IMRA listed some of the hot toy prod-

6 

ucts to be purchased during the 1997 
holiday season as Interactive Barney, 
Sing and Snore Ernie, Holiday Barbie, 
Hot Wheels, Star Wars Collectibles 
and Sesame Street products, to name a continued on p. 42 

What is the most cost -efficient way to 
communicate with business decision-makers? 

Personal sales calls are the most expensive way for a business-ta-bu iness 
firm to communicate with customers and prospects. According to a Penton 
Research Services analy i of cost figures for variou business market­
ing tools, the average cost per contact ranges from a low of $0.32 for 
an ad placed in a specialized business publication to $277.00 for an indus­
trial sales call, each in-person visit costing over 800 times more than a spe­
cialized business publication contact. Penton 
Research Services, Cleveland, is the research 
arm of Penton Publishing, a business media 
company. 

The average cost per contact for other mar­
keting tools: trade shows, $162.00; telemar­
keting, $31.16; business letters, $13.60; direct 
mail, $1.68; and the Internet, $0.98. 

"Business marketers need to keep in mind 
how costs escalate as communication 
becomes more personal and personnel-intensive," says Ken Long, director of 
Penton Research Services. "Business publication advertising can boost the 
effectiveness of more expensive marketing tools by helping pre-sell prospects 
and keep current customers sold." 

Research shows that sales reps at fast-growing firms recognize the role that 
advertising plays in their success. A study conducted by Gordon & 
Associates found that 75 percent of the salespeople at companies with a big 
increase in sales over the last year feel that advertising supports their elling 
efforts, compared to just 40 percent of the reps at companies with a big 
decrease in sales. 

Penton Research Services compiled cost figures from a variety of ources, 
including Data & Strategies Group (industrial ales calls), Exhibit Surveys 
(trade shows), The Business Marketing Notepad (telemarketing), Dartnell 
(business letters), and Alpert O'Neil Tigre & Company (direct mail). Internet 
cost per contact was estimated by dividing the average cost per viewer for a 
banner linked to a target ad/Web site, calculated by Focalink 
Communications, by 4 percent, the average percent who click on a banner the 
first time they are exposed to it, according to a DoubleClick/KRC Research 
& Consulting study. Penton Research Services computed the cost per contact 
for specialized business publications by dividing the page rate for a six-time, 
four-color insertion in 25 Penton magazines by thee timated number of indi­
viduals reached by the average one-page, four-color ad. 

These and other research findings are outlined in a series of 80+ PRO 
(Penton Research Overview) Reports. For more information call Penton 
Research Services at 800-736-8660, E-mail: research@penton.com, or visit 
the company's Web site http://www.penton.com/corp/research. 
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Catapult launches new 
survey tool 

Catapult Systems Corp. , Austin , 
Texas, has introduced Inquisite, a sur­
vey tool that allows users to create 
electronic surveys and distribute them 
via the Internet, E-mail, corporate net­
work or reply-by-mail diskette. When 
a survey is complete, responses are 
automatically collected and inserted 
into an open relational database, 
allowing users to analyze the results 
using built-in statistical and drill­
down reports. The program helps 
beginning users develop new ques­
tionnaires with a built-in survey wiz­
ard, pre-defined survey templates and 
a variety of sample questions and sur­
veys. Advanced users can develop sur­
veys using skip logic, branching, and 
data validation features . For more 
information call Sandy Dennison at 

OBJECTIVE: 

51 2-328-8181 or visit the company 's 
Web site at http://www.launch.com. 

New features for 
Time Trends 

A Forecast Warehouse Module has 
been added to TimeTrends, a forecast­
ing system for Windows, by ALT-C 
Systems, Inc., Montreal. Geared to 
companies moving towards an Open 
Data Systems standard, as well as 
those seeking Year 2000 compliance 
in their forecast application , the 
Forecast Warehouse Module provides 
an ODBC-compliant, Internet-enabled 
data storage and administration envi­
ronment. Utilizing 32-bit code written 
in Visual C++, this multi-user capable 
module utilizes the MS-Access 
(.MDB) data format as the database. 

The forecasting database can be cre­
ated electronically by querying any 

1M 
1-

Effectively reach very low incidence markets. 

-
551 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 hou e: 
hold . Using 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 exten ive 

problem-solving dialogue with SSI. 
Through a variety of SSI's advanced 
methods and services, we're able to 
do our job more effectively and 
efficiently. Working with SSI is a 
partnership, helping us both grow." 

Call S I for sampling solutions at 
203-255-4200 or send e-mail to 

info@ssisamples.com. 

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

P artne rs w ith su rvey 
researche rs since 1977 

ODBC-compliant corporate or exter­
nal database, whether it be a~ enter­
prise system (ERP), MRP system, 
data warehou e or other, using data­
base environments such as Oracle, 

continued on p. 46 

MYSTERY SHOPPING CONFER­
ENCE: The first national confer­
ence of mystery shopping 
providers will be held February 
20-21 at the Hyatt Regency Hotel -
Orlando International Airport , 
Orlando, Fla. Among other activi­
ties , attendees will hear propos­
als by the Marketing Research 
Association and the American 
Marketing Association for devel­
oping an association or special 
interest group specifically for 
mystery shopping providers and 
discuss critical issues facing the 
industry. Reservations are needed 
by January 31 . For more informa­
tion call Mark Michelson at 770-
955-5400 or Mike Bare at 703-
591-9870. 

CLARITAS CONFERENCE: Claritas 
Inc. , Arlington , Va. , will hold its 
annual Precision Marketing 
Conference on May 3-6 at the 
Westin St. Francis hotel in San 
Francisco. The conference will fea­
ture breakout sessions and labs to 
offer industry-specific marketing 
solutions for advertising , auto, 
banking and consumer finance , 
cable, direct mail, electronic media, 
insurance, magazines, newspapers, 
telecommunications, utilities and 
more. Claritas will offer marketing 
courses from its Precision 
Marketing Institute and a trade 
show. For more information call 
800-678-8110 and press "4," fax 
your request to 703-812-2788, or 
E-mail pmc@claritas.com. 

8 www.quirks.com Quirk's Marketing Research Review 



PULSAR 2. FLEXIBLE 
ENOUGH TO MAKE ANY KIND 
OF DATA FEEL AT HOME. 

Some tabulation software is less than 

accommodating. Especially when you try to 

introduce external data. 

Happily, Pulsar 2 is a lot more friendly. It's 

the exciting new upgrade of our highly successful 

Pulsar product. 

As well as its own data format, Pulsar 2 is 

compatible with almost any relational database. 

So it gives you unparalleled access to all sorts of 

information- even data from other sources like 

Microsoft Access or Oracle. 

And you can manipulate it in more ways, too. 

Pulsar 2 is faster and more powerful , letting 

you rearrange tables, plot charts and generally 

present your material in more ways than ever. 

What's more, you can 

use Pulsar 2 to deliver 

data to your cl ients. Just 

set up a survey and 

free them to easily 

explore their data in more detail. 

Pulsar 2 is part of Pulse Train's integrated 

range of software for survey research . Our 

products cover the whole survey process from 

questionnaire design through to data analysis. 

Isn't it time you opened the door to Pulsar 2? 

Pulse Train Technology Ltd, 631 U.S. Hwy One, 

Suite 406, North Palm Beach, Florida, 33408. 

Tel: (561) 842 4000. Fax: (561) 842 7280. 

E-mail: PITSystems@aol.com. ~ 
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Case history 

E X t e n 
As a manufacturer of top quality loudspeakers and 

other audio equipment, Bose Corporation has a rep­
utation for excellence. Thanks to the firm's strong 

belief in R&D, audiophiles and the general public alike 
know that the Bose name is synonymous with technologi­
cal innovation and great sound. 

To make sure employees extend the pursuit of excel­
lence to the retail setting, Bose has been using mystery 
shopping since 1995 to monitor performance of salespeo­
ple at its factory stores - which sell new and factory 
renewed products - and at its Bose showcase stores -
which sell new merchandise. Mystery shops are also con­
ducted at department stores and electronics superstores 
where Bose products are sold. 

"We started mystery shopping because we were rolling 

d I 

n g I 

Mystery shops help Bose 
service matches its 

out a recognition program and we wanted a non-threaten- FiiiiiiM .. ;;:a:;;~ 
ing way to find people who were excelling in the area of 
customer satisfaction, to locate the people who were the 
star performers, who were excelling at satisfying our 
customers, rather than having a district manager go in 
and do an evaluation," says Lisa Pazol, manager, cus- ~.-. ~..rlo!R 

tomer experience, retail direct group, Bose Corp., 
Framingham, Mass. 

The mystery shops are conducted by Customer 
Perspectives, a Hooksett, N.H., mystery shopping firm. 
Each Bose store is shopped twice a month. (One low score 
is dropped per store per quarter, Pazol says, acknowledg­
ing that "Everybody may have a bad day; the store may be 
extremely busy and the customer doesn't get the attention 
that they deserve, for example.") 

Judith Ann Hess, partner, Customer Perspectives, says 
that although most retail clients want to measure similar 
things in their mystery shopping programs, such as greet­
ing skills, friendliness, product knowledge and sales 
skills, many also have individual issues to examine. "We 
therefore do a lot of custom designing for clients based on 
their specific standards and training programs. Our mys­
tery shopping then helps them measure compliance with 
those standards and the effectiveness of their training 
efforts. It also allows them to reward exemplary employ­
ees by identifying those who meet or exceed their stan­
dards," Hess says. 

For Bose, it 's important for employees to greet cus­
tomers quickly. They should introduce themselves, or, if 
they're busy with another customer, acknowledge their 

10 www.quirks.com Quirk's Marketing Research Review 



e X c e 
make sure its· customer 
reputation for quality 
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I I e n c e 
presence with a nod or other gesture. Once with the cus­
tomer they must be friendly, helpful and demonstrate prod­
uct knowledge. 

"One of the key things our customers have told us that our 
salespeople can do to increase satisfaction is make them feel 
welcome. We do that in a number of different ways, includ­
ing trying to acknowledge or greet them in 10 seconds. 
That's one of our standards," Pazol says. 

Starts with a phone call 
The Bose store mystery shops are two-part. They begin 

with a phone call, in which the shopper calls to ask questions 
on specific products. Shoppers indicate if the employee per­
formed tasks such as answering questions clearly. 
Employees are also rated on their friendliness , helpfulness, 
etc. , using a excellent-satisfactory-unsatisfactory scale. 
Finally, shoppers have space to write about their interaction 
and support the ratings they gave the employee. 

"We ask our shoppers specifically what we could have 
done to improve. We have a lot of yes/no questions so that it 
can be as objective as possible but we also want them to 
express in their own words how we did and what we could 
do to make them feel more welcome," Pazol says. 

For the in-person visit, shoppers describe how/if they were 
greeted, their evaluation of the employee in charge of the 
theater presentation (Bose stores contain a theater for pre­
senting a short audio-visual show which highlights Bose 
equipment), the employee's selling and closing skills and 
exploration of customer needs (Did the employee use lan­
guage which helped you picture having the product in your 
home?), product demonstration and knowledge (Did the 
employee describe and demonstrate the benefits?), and over­
all impressions (Did the Bose representative make you feel 
important, provide a comfortable environment?). At the fac­
tory stores, shoppers must note if the employee volunteered 
an explanation of factory-renewed products during their 
visit. 

"Speakers have to be sold on the basis of customer needs 
so there has to be a lot of needs exploration," Hess says. 
"Does the salesperson explore needs and listen effectively to 
those needs? Do they mention the benefits in addition to the 
features?" 

"We want the salesperson to develop a rapport with the 
customer," Pazol says, "and ask enough questions to make 
them feel that they are interested in their business without 

continued on p. 51 
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Mystery hopping 
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Editor's note: Donna S. Guido is 
CEO of DSG Associates Inc., a Santa 
Ana, Calif., field service company. She 
can be reached at 714-835-3020. 

ystery shopping programs 
have become an important tool 
in the researcher's kit of infor­

mation gathering techniques. As with 
all tools, however, it's important to 
recognize what they can and can't do 
well. 

Properly designed and implement­
ed mystery shopper programs can 
provide an early warning system for 
any business that relies on extensive 
public contact. Executional problems 
can then be corrected before they 
result in sagging customer percep­
tions and, eventually, falling sales. 

Mystery shopper programs can 
also be an excellent barometer of how 
changes in products, systems, people, 
marketing, weather or even dayparts 
and weekparts affect the execution of 
customer service and product quality 
compared to company standards. 

Additionally, mystery shoppers can 
provide objective data about employ­
ee performance on specific, observ­
able behavioral measures for use in 
training, compensation and motiva­
tion of both hourly and management 
employees. In some instances, this 
information is invaluable in gaining, 
improving or proving compliance 
with government regulations. 

In short, when properly designed 
and implemented, mystery shopper 
programs can provide valuable infor­
mation about the way businesses and 
people actually operate at the cus­
tomer level. What they can't do is 
determine how businesses ought to 
operate. 

They can't say with any reliability 
what a target market wants from a 
business or product or, conversely, 
whether a business or product is 
delivering what customers want. Nor 
can they reliably make the attitudinal 
trade-offs that consumers routinely 
make throughout a sales or service 

January 1998 www.quirks.com 

transaction, e.g., "The service person 
was slow reaching me, but was really 
friendly and helpful so, on balance, 
the experience was positive." 

Not a substitute 
While they can offer a great deal of 

insight into what is feasible in terms 
of real-world deliverables, specifical­
ly what mystery shoppers are not is a 
valid substitute for traditional, quan­
tifiable consumer market research. 

The first reason is fairly simple: 
traditional consumer research is 
based on perceptions. Mystery shop-

greater the validity, e.g., an album of 
mystery shopper reports taken over 
time is better than a single report. The 
important point here is that the report 
must have the integrity to stand alone 
and the entire process that yields 
mystery shopper reports must be 
designed to support that integrity, one 
shopper a.t a time. 

Individual shopper reports simply 
do not enjoy the luxury of tempering 
that takes place in market research 
when a few strong perceptions are 
rolled up into the total sample. But 
while each shopper report must be 

pers, at their best, deal •••• 

wnue they can offer a great 
deal of insight into what is 
feasible in terms of real-world 
deliverables, specifically what 
mystery shoppers are not is a 
valid substitute for traditional, 
quantifiable consumer market 
research. 

with observable, mea-
surable behaviors and 
consumer deliverables. 
Consumer research 
may say that sales peo­
ple are perceived as 
rude; mystery shoppers 
can report on what 
behaviors are present 
or missing that help 
shape that perception. 
Is it lack of smiles and 
eye contact? Is it sales 
personnel talking to 
each other instead of to 
customers? Is it sneer­
ing? Swearing? Talking 
on the phone? Refusing 
to respond to a customer's request for 
help? 

The second reason shoppers are not 
interchangeable with more traditional 
market research is more subtle but 
also has far-reaching implications in 
terms of managing mystery shoppers. 
Research validity is based on the 
aggregate perceptions of a statistical­
ly sound sample, while a mystery 
shopper report should be capable of 
standing alone. While it's true that a 
mystery shopper report is only a 
snapshot of a particular visit to a par­
ticular location at a specific date and 
time, the report should exhibit the 
accuracy of a snapshot, not the 
blurred edges of a memory. And as 
with photos, the more there are, the 

accurate in terms of objective obser­
vations and measured results, one 
individual shopper's perception 
should not be treated any differently 
than any other single perception in 
any research. 

This is not to say that shopper per­
ceptions do not add interesting foot­
notes on an individual basis or that 
they can't be rolled up to provide a 
statistically valid sample; both of 
these can be true, but neither makes 
the best, most economically efficient 
use of what distinguishes shoppers 
from more typical research respon­
dents. Shoppers can be directed to 
observe and measure specific 

continued on p. 48 
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Mystery shopping 

Editor's note: Mary Baum is a free­
lance writer based in St. Louis. 

I 
n the summer of 1977, a young 
woman got a job in a department 
store - and spent the next three 

months living in fear that any one of 
her customers might be a mystery 
shopper. The customers all seemed 
nice enough. And she thought she was 
doing a good job. But what would a 
mystery shopper say about her to her 
bosses? What rules had she broken? 
Worst of all - would she ever know 
what happened? 

Twenty years later, just about every 
facet of the art and science of mystery 
shopping has changed - including, 
sometimes, the name. According to 
Len Berry in his book Great Service, 
the phrase "mystery shopping" 
sounds sinister and makes some peo­
ple uncomfortable. So one provider of 

the service, St. Louis-based Maritz 
Marketing Research, changed the 
name of its program to Virtual 
Customers to put a positive spin on its 
approach to the methodology. 

Far from being a sword of 
Damocles ready to fall on dishonest 
employees, mystery shopping plays a 
vital role in measuring and improving 
customer service. And done right -
especially when combined with train­
ing, rewards and recognition- it can 
make everyone a winner. 

But as valuable a tool as mystery 
shopping is, it can only effect change 
in an organization if the whole com­
pany gets on board, from top manage­
ment to front-line employees. 
Specifically, management must sup­
port the process, believe the report 
and take action on the results. And 
front-line employees need to see the 
big picture and their role in it, to 

understand that this is a learning and 
not an evaluation process. 

Building buy-in with management 
So how do you get management to 

support the process? With solid objec­
tives, a well-designed program and an 
action plan that, on re-measurement, 
demonstrates real improvement. 

AI Goldsmith, who directs Virtual 
Customers mystery shopping pro­
grams for Maritz, puts it this way: 
"We like to position mystery shop­
ping as part of an overall improve­
ment process that incorporates suc­
cessive waves of measurement and 
action. For example, we might shop a 
client's locations, then do training and 
incentives based on the results. Then 
we'll go back andre-shop to keep the 
positive results coming." 

Showing that cycle of continuous 
improvement up front lets manage-
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ment know what to expect. And if 
they're new to the concept, case stud­
ies from other companies in the 
industry - with documented results 
in terms of improved sales and cus­
tomer retention - can go a long way 
to getting the green light. 

That's how Texaco keeps manage­
ment interested. "A leading business 
magazine recently named Texaco 
Best in the Oil Industry in Customer 
Service. That, along with steady 
incremental increases in scores, helps 
keep management and customers on 
board," says Terry Fitzgerald, manag­
er, resale marketing, Texaco. 

Sales Program Analyst Corey 
Carver of the Virginia Lottery says it 
often works to give management own­
ership in the idea. "When we do a 
concept, I send out bullet points for 
feedback and give them an opportuni­
ty to add or build in elements." 

Another key: tangible incentives for 
the Lottery retailers and their employ­
ees. "Every time a clerk at a Lottery 
retailer won for performing well in a 
mystery shop," Carver says, "the store 

would win too." And there were even 
incentives for participating. If a given 
store agreed to let clerks participate­
and carry some additional POS - the 
Lottery would raise the commission it 
pays the store by a full percentage 
point. Then if a clerk in that store won, 
the Lottery would pay an additional 
2.5 percentage points. 

Finally, management needs to know 
how the process is going to play on the 
front line. "It's kind of a mutual 
thing," says Goldsmith. "When we 
show the front line what's in it for 
them, often management gets that 
much more behind the whole process, 
because we've alleviated their con­
cerns about morale." 

Building buy-in on the front line 
While the threat of being mystery 

shopped can rattle employees, with 
today's approaches, not only do 
employees have nothing to fear from 
being shopped - they might even 
look forward to it. 

For the Virginia Lottery, Maritz 
developed ~ program in which Virtual 

Customers visited convenience stores 
and other lottery outlets after the store 
employees had completed awareness 
training about the Lottery 's new game, 
called The Big Game. 

When a front-line employee men­
tioned The Big Game, the Virtual 
Customer would reveal his or her true 
identity and award the employee a cer­
tificate good for $25 , and if the 
employee answered a question about 
the game correctly, he or she got 
another $25. If the clerk didn ' t men­
tion the game, the Virtual Customer 
would still come clean and say that 
there would be other shops and that 
the employee could still win a certifi­
cate just by mentioning the new game. 

What's more, every employee who 
got shopped got an entry in a $1 ,000 
sweepstakes drawing the Lottery 
would hold at the end of the program. 
"It was our way of making sure there 
were no losers," says Carver. 

"Not only was it an opportunity to 
check how well the training had been 

continued on p. 52 
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Tme-life tales in marketing research 

Editor's note: "War Stories" is a reg­
ular feature in which Art Shulman, pres­
ident of Shulman Research, Van Nuys, 
Calif., presents humorous stories of life 
in the research trenches. He can be 
reached at 818-782-4252 or at artshul­
man@aol.com. 

ave Chill of the Disney Channel 
tells about a study where he sent a 
questionnaire draft to a supplier to 

finalize. The study involved a telephone 
survey in Tulsa, Okla. When the suppli­
er submitted the final version, one alter­
native on the ethnicity question had 
been changed; the supplier had replaced 
"Native American" with "American 
Indian." 

When Chill asked the supplier about 
the change, the supplier told him that 
he'd recently conducted a survey in 
Oklahoma where he'd used "Native 
American" and over 80 percent of 
respondents had claimed to be Native 
Americans, with explanations like, "My 
granddaddy was born here, my daddy 
was born here, and sure as shoo tin', I'm 
a native American too." 

Reminds me of a survey we conduct­
ed with engineering students. One of 
our study locations was on the campus 
of a predominantly black university in 
Florida. On the ethnicity question we 
used the alternative "African­
American." 

The only problem was that many of 
the students on the Florida campus were 
from the Caribbean, and did not consid­
er themselves African-American. Not 
only were they not American, but they 
didn't consider themselves African 
either. We had a lot of "Other" respons­
es written in on that question. 
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By Art Shulman 

Chuck Teaman of Strategic 
Alternatives Of Florida tells about 
being a neophyte researcher who had 
occasion to accompany an interviewer 
door-to-door in sub-zero Midwestern 
weather on a home placement callback 
interview. 

When the interviewer came to the 
overall rating question (a 5-point asym­
metrical scale) and read the scale choic­
es, the respondent answered, "I liked it 
fine." The interviewer said, "Oh, you 
mean excellent," promptly circled 
"Excellent" and went on to the next 
question. 

Teaman didn't want to interrupt so he 
spoke to the interviewer afterward, who 
assured him that, "Well, everybody 
knows 'fine' means 'excellent' in 
Peoria, ill.!" 

Recently I was sitting in the monitor­
ing room of a telephone interviewing 
service that was conducting my survey 
on reasons for calling my client's airline 
to make travel reservations. The service 
was also conducting several other sur­
veys which were not mine. The inter­
viewing service was very specific in 
notifying me that I was not to leave the 
monitoring room without notifying 
them. Security was very important to 
them, they assured me. 

As one of "my" interviews was com­
pleted, the monitor pressed some but­
tons so I could listen in on another. The 
interviewer was at the tail end of asking 
one of the questions in my survey. 
"Please use a 1 to 10 scale, where 10 
means 'Extremely important' and a 1 
means 'Not at all important.' " She then 
proceeded to read the first item, "Being 
able to dream and think big." 

Suddenly I thought, "This doesn't 

seem like a reason for selecting an air­
line. In fact, I don't recall adding this 
item to my battery of items. In fact, I'm 
sure it isn't on my survey." 

I was right. The monitor had acciden­
tally pressed a wrong button and tuned 
into another survey the service was con­
ducting, probably on a lottery. 

Donna Tinari-Siegfried of 
Fundamental Research Group 
was conducting a focus group, and one 
of the respondents, with an enormous 
black bag slung over her shoulders, 
introduced herself as a surgeon. As 
Tinari-Siegfried was getting into the 
main topic of the session, the surgeon 
was paged. She needed to use a tele­
phone immediately, and left the room to 
make her call. 

Suddenly, Tinari-Siegfried's eye was 
caught by movement on the floor. She 
glanced over and there, looking up at 
her, was a little dog! All the respondents 
took a look in the same direction and 
one of them yelled "There's a dog in the 
room!" Tinari-Siegfried could hear the 
back room break out into hysterics. 

Just then, the surgeon came through 
the door, having completed her call, 
scooped the dog up and put it back into 
the enormous black bag. 

In future issues, we'll report on 
more quirky, loopy and strange hap­
penings 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 
artshulman@ aol.com. 

www.quirks.com Quirk's Marketing Research Review 



Find Them Faster and Easier. 
And Find Them For Less. 

POLK'S RESEARCH SAMPLING 

W ith over 200 demographic and lifestyle characteristics and purchase behavior ranging from automobiles to wines, 

Polk$ Research Sampling delivers the most accurate and targeted samples, saving you time and money. By dealing with Polk 

directly, you go straight to the source. No middleman, so there$ no markup on the best information available. Our experienced 

account executives understand your market research objectives and will customize your order with a full array of selects, cutbacks 

and data delivery options. Faster, easier and for less. For more information on Polk$ Research Sampling call toll free 888-225-1434. 

® 

Multi-Dimensionallntelligence'M 



shoppin 

Editor's note: Gary Harper is a vice president, 
Marketing Services Division, at Elrick & Lavidge, an 
Atlanta research firm. He can be reached at 770-621-7617. 

Recipe for mystery shopping success: Take one individ­
ual shopping experience, combine hundreds to thou­
sands more. Add a full scoop of measurement, analy­

sis and reporting using a full-service program. Repeat, to 
create a cycle that sets the stage for successfully managing 
customer service. 

One of the most important parts of this recipe for success 
is making sure that your mystery shopping program 
encompasses a complete, well thought-out program that 
follows a general set of guidelines or steps: 

Step 1: Establishing objectives 
The most important step in any mystery shopping pro­

gram is establishing objectives. You need to determine what 
you want to accomplish. You may want to gather informa­
tion about employees' customer skills, see how employees 
are presenting products or determine whether the retail 
environment is safe, clean and attractive. Or any combina­
tion of the above. It may be measuring employee training 
programs, tracking or benchmarking your business against 
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the competition. The variation is endless. The key factor is 
to clearly establish where you are, where you want to be, 
and how mystery shopping can help get you there. 

Step 2: Questionnaire design 
The questionnaire must be designed for the sole purpose 

of measuring and meeting established objectives. Typical 
retail mystery shopping questionnaire often cover: cus­
tomer service, facility cleanliness and orderliness, speed of 
service, product quality and employee product knowledge. 
The questionnaire should satisfy the objectives of the pro­
gram and yet be focused and concise for quality of infor­
mation and accuracy of shopper reporting. 

Step 3: Recruitment 
The larger the professional mystery shopping or research 

organization, the more likely it is to have a pre-recruited 
pool of mystery shoppers nationwide ready to complete 
assignments. If such a ba e is not in place, shoppers must 
be recruited. 

Step 4: Shopping instruction 
Once as igned to a program, my tery hoppers are given 

continued on p. 50 

www.quirks.com Quirk's Marketing Research Review 



Focus Vision Goes Global! 

Video transtnission of • Everyone Can AHend 

live International Focus Groups ... 
... right to your office. 

• Speeds Up Information 
• Saves StaH Time 
• Cuts Travel Costs 

Now you can ee, hear and interact with live 
focus groups globally thanks to FocusVision's new 
partnerships with e tabli hed focu research facilities 
around the world. With videoconferencing direct to 
your office, you avoid the expensive and time-con um­
ing process of international traveling simply by using 
our expanded network of sites. 

The same reliable ervice that ha been avail­
able in the US for years is now in Western Europe and 
the U.K. Shortly, sites will be joining us from Asia and 
Latin America. Our international partners come to us 
with years of experience in qualitative research and 
modern attractive tudio that qualify them to be part of 

Frankfurt, Germany 
Field Facts International 
MR&S 

London, UK 
Field Facts International 
London Focus 
Westend Focus 

Madrid, Spain 
Inner 

Milan, Italy 
CIRM 

Naples, Italy 
Ad acta 

America's largest videoconferencing network. 
Like our American locations, international 

sites are equipped with multiple cameras,local or client­
site camera control, simultaneous translation voice­
over, two way video debriefing and direct back room 
communication. 

Focus Vision invented the idea of videoconfer­
encing of focus group research and, as the acknowl­
edged leader, set the standard. We bring this same stan­
dard to our new expanded international network. 

To find out more, or to schedule a project call 
our President John Houlahan at 203-961-1715 or fax us 
at 203-961-0193. 

Paris, France 
Field Facts International 
MV2 Conseil 
Nova Test 

Rome, Italy 
Pragma 

Toronto, Canada 
Focus First 

Plus more than 50 
facilities in the U.S. 

~ 

~Focus VISION W oRIDWIDElM INc. 
---- 1266 East Main Street • Stamford, Connecticut 06902 • Tel: (203) 961-1715 • Fax: (203) 961-0193 

• E-mail: FVN1 @aol.com • Web Site: \1\1\/1/VoJ.focusvision.com 



j :_:~ -~~~-' :;·' ·-.:-.J_··.~: tt'i!;~~;;~8~:· -~:r..~,,.. ,' . . . ' ·. 

. . .~··:~'. .·. . A 

Allan Benedict and John Wargo 
will join Chapel Hill, N.C-based 
FGI, Inc., as managing director and 
account director, respectively, of the 
firm's new Detroit office. Previously 
Benedict was a partner and executive 
vice president at Nordhaus Research, 
Southfield, Mich. Wargo was a vice 
president at Nordhaus. 

Elizabeth Hurlow-Hannah has 
been named director of the Training 
Institute of RIVA Market Research, 
Inc., Bethesda, Md., and Jill Treby 
has been named training coordinator. 

Response Analysis Corp., 
Princeton, N.J., has added Joe 
Hagan as vice president for banking 
research services. Previously he was 
president and founder of 20/20 

OBJECTIVE: 

Financial Research Corp. In addition, 
Regina Goutevenier has joined the 
firm as vice president in the telecom­
munications and information technol­
ogy group. Previously she was with 
AT&T and NYNEX. 

Merrill Dubrow has joined the 
Paramus, N.J., office of Elrick & 
Lavidge as senior vice 
Northeast. Previously he 
dent of Phonelab 
Philadelphia. 

pre ident­
wa pre i­
Research, 

Todd Napier has joined the 
Cincinnati office of Burke Customer 
Satisfaction Associates a an account 
executive. Previously he was vice 
president, Healthcare Services 
Group, for Alliance Research. 

Use the most efficient and productive RDD samples 
available. 

551 SOLUTION: 
Kean Spencer (President of Eastern Research Services) -

"We conduct telephone surveys for many of the nation's l a~gest 

re earch companie , interviewing over 1,000 WATS hours per 
day. We use a lot of random digit samples. Samples provided 

by Survey Sampling are by far the best -
more efficient and productive. And I 
employees are quick and responsive. 
It's no wonder that four out of five of 
Eastern's clients choose Survey 
Sampling when buying RDD samples." 

Call SSI for sampling solutions at 
203-255-4200 or send e-mail to 

info@ssisamples.com. 

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

Partners with survey 
researchers since 1977 

Roper Starch Worldwide, New 
York, ha added June Wallach as 
account director. Previously she was 
sales director at International Data 
Corp. 

Todd Winfrey and Heather 
Parker have been named assistant 
project directors in the Atlanta office 
of Creative Research Services. 

St. Louis-based Porchey Research 
Inc., has promoted Kathy Farmer to 

senior vice president, Jill Donahue 
to vice president, and Christian 
Watkins to manager of research and 
technology. 

David Keen has been named study 
director of the Energy Research & 
Consulting Divi ion of Market 
Strategies, Inc., Southfield, Mich. 
Previously he was senior research 
director at Affina in Troy, Mich . 

Sharon Thompson has been pro­
moted to research coordinator, and 
Melissa Gibbs to project coordina­
tor, at Aragon Consulting Group , 
St. Louis. 
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Jan Johnson has opened 
Millennium Research, Inc., a new 
full-service research firm, at 16842 
Jackpine Trail, Lakeville, Minn., 
55044. Phone 612-435-6320. Fax 612-
435-8609. 

PGM Incorporated, Otem, Utah, 
is in the process of acquiring Paria 
Group, a research firm also located in 
Orem. The company currently owns 
existing contracts and revenues of 
Paria Group but the complete acquisi­
tion will take approximately one year. 

Focuscope, Oak Park. Ill., is now a 
member of the Focus Vision Network. 

Swaran Saxena has opened 
Marketing World, Inc., at 823 White 
Rock Dr., St. Louis, Mo., 63131. The 
firm will work exclusively in interna­
tional research. 

The American Marketing 
Association and The Wharton School 
announce the call for nominations for 
the 1998 Charles Coolidge Parlin 
Award. The award was established in 
1945 by the Philadelphia Chapter of 
the AMA and The Wharton School in 
association with the Curtis Publishing 
Company to honor academics and 
practitioners who have demonstrated 
outstanding leadership and a sustained 
impact on advancing research over an 
extended period of time. This impact 
might be reflected in one or more of 
the following ways: new concepts, 
methods and models for measurement 
and analysis that expand the capabili­
ties of organizations to achieve a bet­
ter understanding of markets, cus­
tomers and consumers; creative inte­
gration of existing methodologies and 
an understanding of information needs 
resulting in more widespread use 
and/or appreciation of marketing 
research; demonstrated leadership 
resulting in stimulating the effective 
use and value of marketing research 
and market based knowledge. All 
nominations must include: the nomi-
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nee's full name, title, address and 
phone number; a description of the 
work done by the nominee that quali­
fies them for the award; the full name, 
title, address and phone of the person 
making the nomination. Nominations 
should be submitted by March 1, 
1998, to Patricia Goodrich, director, 
Marketing Research Division, 
American Marketing Association, 250 
South Wacker Dr., Suite 200, Chicago, 
Ill., 60606. Phone 312-993-7542. Fax 
312-831-2721. 

The Hollis Research Centre of 
Hollis, N.H., has opened a Web site at 
www.hollisresearch.com. 

NFO Research, Inc., Greenwich, 
Conn., has formed a new division, 
InfoCom, specializing in research, 
analysis and consulting for the 
telecommunications industry. The new 

division will be led by Jonathan 
Rubin, who has been named president, 
and Jill Wynn, who has been named 
vice president. 

Digital Marketing Services, Inc. 
(DMS), Dallas, a provider of on-line 
market research and consumer incen­
tive programs via America Online 
(AOL), has formed an alliance 
enabling four U.S. research firms to 
conduct on-line custom research sur­
veys with AOL's members. The firms 
are ASI Market Research Inc., Custom 
Research Inc., MIA/RIC Research and 
Roper Starch Worldwide Inc. The 
alliance is an expansion of DMS' AOL 
feature in which members choose to 
participate in on-line surveys by going 
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Editor's note: Paul Lubin is execu­
tive vice president, and Barry Leeds is 
president, of Barry Leeds & 
Associates, Inc., a New York research 
firm. They can be reached at 212-889-
5941. 

Mystery shopping, as initially 
used by industries, was unso­
phisticated, lacked reliability 

and, in most cases, was statistically 
unsound. The goal of early programs 
was to evaluate retail conditions -
that is, for example, how products 
were sold and promoted or how 

prominently a product was displayed 
and where. 

These early mystery shopping pro­
grams were deemed "observational" 
because the program objective was to 
have the shopper observe and record 
what he or she saw. In translating the 
observational approach to the retail 
scenario, this approach has advantages 
but also some drawbacks. By making 
observations only, it is difficult to 
evaluate the interaction of a compa­
ny's staff and customers. In other 
words, some of the mystery is taken 
out of mystery shopping. 

Mystery shopping became much 
more useful as a self-assessment tool 
when mystery shoppers - or testers 
posing as customers - based their 
evaluations not only on observations 
but also upon actual retail transactions 
or inquiries - for example, asking 
about or purchasing a product from a 
sales clerk at a department store, 
opening an account at a bank, or cash­
ing a check at a teller station. 

Although mystery shopping was 
often initially thought of as a very sub­
jective and qualitative research tech­
nique, by increasing sample sizes 
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(number of shops) and adding an 
objective (checklist-yes/no) ques­
tioning format, the findings became 
more reliable. Therefore companies 
began relying on mystery shopping 
more and more. Indeed, the informa­
tion and sales age of the 1990s has 
brought with it an increasing 
reliance on mystery shopping to 
monitor sales and service perfor­
mance during customer-employee 
meetings. 

Most retail companies and finan­
cial institutions got their feet wet in 
market research via mystery shop­
ping programs to evaluate the sales 
process, cross-selling, product 
knowledge and customer courtesy. 
These programs were usually con­
ducted annually or at least every two 
years . They served as benchmarks or 
baselines and as follow-up programs 
to evaluate change. 

But by the 1970s, companies real­
ized that mystery shopping done 
infrequently did not serve a motiva­
tional purpose; it was nothing more 
than an expensive monitoring tool. 
By this time, the retail industry had 
begun using shoppers on an ongoing 
basis. The result was that store man­
agers and employees, aware that 
mystery shoppers might visit, were 
more careful about how they treated 
customers and how they displayed 
and sold their products. 

Many service providers such as 
banks, hotels, etc., took a page from 
their book and also begin using the 
mystery shopping technique on a 
more or less continuous basis. By 
having mystery shoppers visit stores 
and/or branches quarterly, monthly, 
and even weekly, the technique not 
only evaluates sales professionalism 
and service quality but also serves as 
a motivational tool. 

Matched pair testing 
In more recent years, banks, 

mortgage and finance companies 
have come to recognize the impor­
tance of monitoring compliance 
with the Fair Housing Act and 
Equal Credit Opportunity Act for 
evaluating equal treatment, dis­
parate treatment and overt discrimi-

nation in lending. 
The banking industry uses a tech­

nique called matched pair testing to 
ferret out discrimination. Borrowed 
from civil rights advocates and fair 
housing rights groups, the technique 
has become so popular that it is now 
recommended by the Department of 
Justice as well as other banking reg­
ulatory agencies. The government 
has gone so far as to protect or priv­
ilege the information collected via 
matched pair testing from discovery 
in litigation for banks. 

Other service sectors such as the 
brokerage and auto industries are 
also using mystery shopping to 
ensure that their sales practices are 
fair, equal and not misleading. 

Matched pair testing is a classic 
form of self-evaluation. It is similar 
to mystery shopping programs that 
are designed to evaluate sales prac­
tices, sales professionalism and 
skills and service quality/courtesies, 
etc. It involves sending pairs of 
testers (shoppers) posing as poten­
tial borrowers (if it is a bank) poten­
tial investors (if it is a brokerage 
firm) or potential retail customers, 
patients or hotel guests, into the 
field. They conduct their tests 
(shops) separately, bt:It each is pro­
vided with similar profiles or scenar­
ios. The only significant difference 
between them is that one tester may 
be a minority and one is not, or one 
tester may be a male while the other 
is a female or one tester may be 
young while the other is old. 

Although a well-designed matched 
pair testing program can provide 
information about service quality 
and sales professionalism, the pri­
mary objective is to evaluate and 
compare the treatment each tester 
receives and if the treatment is 
equal. 

Risk is high 
Most companies don't recognize 

discrimination's effect on sales and 
marketing. The risk associated with 
discriminatory practices is high and 
can take different forms - financial 
liability, legal violations and lost 
business. Bias charges can be made 
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regarding equal employment oppor­
tunity, equal credit opportunity and 
equal acce s to good and services. 

Shoney 's restaurants agreed to 
pay $105 million to black employ­
ees and job applicants who claimed 
they were discriminated against. 
Another restaurant chain, Denny's, 
agreed to pay $54 million to settle 
claims that it denied service to black 
customers. 

More recently, Texaco agreed to 
pay $176 million to African­
American employees because of 
charges the company denied promo­
tions on the ba i of race. Texaco 
also agreed to increase employment 
of minorities and women. These 
companies faced negative and dam­
aging press that drained their good­
will in the community and set back 
sales and marketing. 

Uncover bias 
In addition to mystery shopping, 

other forms of market research (e.g., 
fair treatment surveys and tatistical 
modeling) can measure: whether 

marketing discourages minority 
business; minority and non-minority 
access to a company's goods and 
services; service bias towards whites 
or men; access to products made 
available to different consumer 
groups; and the role race plays in 
various business decisions . 

In most cases, discrimination can 
be classified as either overt or sub­
tle. Overt discrimination denies 
minorities the same opportunities 
offered to whites. Subtle actions are 
more difficult to measure; they 
encompass a sistance issues and the 
level and type of accommodation but 
can be ferreted out via matched pair 
te ting. 

Matched pair testing represents a 
powerful approach for detecting dis­
crimination in the pre-application or 
purchase phase of the sales proce s. 
Testers or mystery shoppers 
matched in every possible way, with 
the exception of the treatment tested 
(e.g., race or ethnic status), measure 
the sales proce s in terms of access 
to goods and services encourage-

If you don't measure it, 
you can't manage it. 

SERVICE ASSESSMENTS 
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PHONE: 21 0-979-6000 @ FAX: (800)533-41 59 
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ment, information and types of prod­
ucts and terms offered, courtesy and 
time spent. The methodology tells 
you whether discrimination is occur­
ring and whether or not your sales 
practices are limiting sales. 

Correct problems 
The nature of your business and 

the way your company markets its 
products determine how you should 
test for discrimination. Matched 
pair testing helps companies detect 
and correct problems, practices or 
policies that may represent a risk, 
just as product testing is self-test­
ing because it helps companies limit 
consumer rejection and identify 
potential product defects that can lead 
to lawsuits. 

There are plenty of reasons to con­
duct matched pair testing and if you do, 
you can do so with confidence. The fees 
aren't great considering the risk associ­
ated with discrimination and the tech­
nique is time-tested and widely 
accepted by business and govern­
ment agencies. 0 
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tomer or the company. Therefore, 
when shown the mystery shopping 

~~~rv«ie~~[(A<;, '~Inc., , a~~:-··~;ct:n.'tsa(J~;. :t'_,~ even if it is largely positive, 
entployee will offer their own ver­

en of the experience. Oftentimes 
they w.' attempt to discredit the 
shopper or qualify the answers. Even 
if employees concede to management 
that they accept the results and have 
learned from them, chances are that it 
is only lip service. In their minds they 
still believe that they executed a near­
perfect performance. 

that 

able training tool. The employee is 
afforded the opportunity to step out­
side himself or herself and hear and/or 
see what the customer experiences. 
They are no longer giving lip service 
to the value of the program; they are 
using the program to improve their 
sales and service skills. This ultimate­
ly serves to improve the company's 
overall performance and increase rev­
enue. 

While benefits can be obtained 
from all mystery shopping programs, 
A& V shopping increases effective­
ness due to the objective nature of the 
results. 

• People learn more effectively 
from a combination of media. The 
written report, coupled with the audio 
and visual components, provides a 
comprehensive learning experience 
for employees. 

• Companies can see if the training 
provided is being incorporated into 
their employees' sales presentations. 

• Companies can judge the overall 
effectiveness and value of their train­
ing programs while uncovering areas 
for improvement and concentration. 

• Management is provided with a 
starting point for employee consulta-
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tion and follow-up training. 
• Companies can use the tapes in 

sales meetings and sales training. 
• Companies are provided with 

tools that can be integrated into their 
employee rewards and incentives pro­
gram. 

• Employees can listen to and/or see 
their presentation from the customer's 
point of view. 

• Employees may evaluate and 
improve their own performance more 
effectively. 

• Shopper-completed reports can be 
compared to the videotape or audio­
tape to verify objectivity and accura­
cy. 

• Tapes capture the performance of 
actual sales skills and techniques used 
by employees. This alleviates shop­
pers' tendencies to award good scores 
based on subjective qualities such as 
friendliness. 

A& V shopping is probably most 
feasible and useful for companies that 
are interested in evaluating their sales 
and marketing staff. Companies 
spend a great deal of money and time 
on sales training programs; therefore 
it is essential to evaluate sales perfor­
mance. Home building, senior hous­
ing, automotive, retirement and assist­
ed living are some of the industries 
currently using audio shopping on a 
regular basis. Although video shop­
ping is becoming more popular, it is 
not yet a standard practice. 

How audio shopping works 
Mystery shopping companies that 

offer tape-recorded in-person mystery 
shops train shoppers to conceal and 
use micro-recorders during their mys­
tery shop. The shopper practices with 
the device at home to ensure that they 
have placed it somewhere invisible 
but where it can still clearly pick up 
the sales presentation. Although there 
are some favorite areas to conceal the 
device, there is no standard. Some 
companies use a small microphone 
that runs from the concealed recorder 
to a hidden area on the shopper or on 
some type of common accessory 
such as a pen, purse, belt or pager. 
This method improves the sound 
quality of the tape. 

How video shopping works 
Video shops may or may not 

include sound, depending on the 
company offering the service and the 
desires of the customer. Video shop­
ping is conducted in much the same 
way as audio shopping. Just as audio 
shopping uses micro-recorders , 
video shopping requires micro-cam­
eras, transmitting equipment and 
concealed video recorders. Video 
shoppers are normally professional 
shoppers employed full time by the 
mystery shopping company who 
travel around the country conducting 
video shops . The technology 
involved in video shopping is far 
more advanced and expensive than 
audio shopping. Therefore, it is nec­
essary to use highly trained profes­
sional shoppers who can operate the 
equipment properly. This also elimi­
nates issues of liability. 

How much does it cost? 
It is difficult to provide a specific 

price on this type of service as sever­
al factors influence the cost. 
However, it is estimated that adding 
the audio component to an in-person 
mystery shop increases the price of 
the shop by $50-$100, and adding 
video increases the price by $250-
$350 per shop. In addition, compa­
nies that provide video shopping ser­
vices will often charge for expenses 
incurred. It is important to note that 
these prices are for in-person mys­
tery shops. Tape recorded telephone 
mystery shops are available at sig­
nificantly lower cost and provide a 
valuable training opportunity as 
well. Tape recorded telephone mys­
tery shops typically cost anywhere 
from $25-$50 per call and may cost 
as much as $75 per call if follow-up 
reports are desired. Follow-up 
reports track the mail and phone fol­
low-up efforts of the employee 
shopped. 

Using mystery shopping effectively 
For mystery shopping to have 

value as a training tool, managers 
must be taught how to coach and 
train the employees based on the 
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mystery shopping tapes and reports. 
This means the written survey tool 
must be based on and reinforced by 
company training. The managers 
must understand the value and mean­
ing of the program so that they can 
bring the mystery shopping results to 
life. Sales managers and trainers who 
learn to review the tapes with the 
employees in a constructive and non­
confrontational manner will get more 
value from the program. Most often, 
mystery shopping programs fail to 
reach their potential because the 
results are not used adequately. It is 
recommended that you hire a consul­
tant from the mystery shopping com­
pany to train the trainers and man­
agers on how to use mystery shop­
ping effectively. 

Getting more for your mystery 
shopping dollar 

• Incentives and awards: 
Management has watched sales 
increase significantly while 
holding sales contests in which the 
winners were largely determined by 
mystery shopping scores. It is help­
ful to have the contests take place 
over a few months so that the 
employees perform as if they could 
be evaluated at any time. Prizes are 
often cruises or trips to desirable 
vacation destinations. 

• Program consistency: It is impor­
tant to the success of the program to 
maintain the mystery shopping effort. 
The shops must take place on an 
ongoing basis so that employees must 
perform as if each customer is a mys­
tery shopper. Otherwise, performance 
efforts may relax once the employee 
has received their mystery shopping 
report. 

• Results benchmarks: Value can be 
added to your mystery shopping pro­
gram by working with a company that 
can track employee and company 
scores over time, and offer trend analy­
sis and comparison to industry stan­
dards. This enables companies to effec­
tively track improvements and setbacks 
over time. Comparing company scores 
to industry averages allows companies 
to more accurately gauge their perfor­
mance, and determine opportunities 
for improvement. 0 
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Is your research up to par? In golf, par is the score that, 
in theory, an average player would take to complete a 
hole. Two strokes under par is an eagle. In the game of 
research, all participants in the interviewing process 
want to believe their research soared like an eagle. In 
reality, the research project may be a "bogey" (one over 
par and not perfect). 

One will never know just how good their research 
game is unless it is audited. Sigma Validation has been 
helping research end users, suppliers, and field agen­
cies measure "par" for 20 years. As a knowledgeable, 
independent and objective third party, Sigma can tell 
what part of your field research is a "bogey." 
Without knowing your weaknesses, it's difficult to 
improve your game. 

CALL 1-800-733-77 48 
TO HELP IMPROVE YOUR GAME 

Nothing improves your 
golf score like witnesses. 
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Employee research 

Editor's note: James H. Porchey is 
president of Porchey Research Inc., St. 
Louis. He can be reached at 314-567-
6464 or at porcheyinc@stlnet.com. 

A
mid the downsizing, reorganiza­
tion and merger frenzy in today's 
corporate America, staying in 

close touch with employees' opinions 
and ideas is an essential component of 
bottom-line success. Whether or not 
they are directly affected by those 
changes, employees are increasingly 
sensitive about company direction and 
what role they will play in achieving 
corporate goals. Knowing what 
employees think about their company, 
its products and services, and the key 
issues it faces are fundamental needs 
in a changing and highly competitive 
marketplace. Also, understanding how 
best to educate and motivate employ­
ees to help reach corporate objectives 
is essential to overall success. 

More and more, businesses are turn­
ing to action-oriented employee 
research as a way of learning about 
workers' perceptions and suggestions 
and developing action plans to 
improve their effectiveness. A variety 

of methods exist to collect employees' 
views, including telephone, in-person 
interviews, E-mail and mail surveys. 
Three "C's" - cost, confidentiality 
and convenience - make mail the 
favored approach. 

A major part of an employee survey 
is deciding which issues to examine. 
Typically, interviews are conducted 
with selected management and non­
management employees to pinpoint 
key workplace issues from a variety of 
perspectives. Most often, those issues 
tend to center on items such as: 

• overall images of the company; 
• perceived company strengths and 

weaknesses; 
• internal communications, both 

actual and preferred; 
• key characteristics of the compa­

ny, e.g., responsiveness, honesty, inno­
vation, trustworthiness, industry lead­
ership, etc.; 

• awareness, knowledge and feel­
ings about company products and ser­
vices; 

• understanding company goals and 
direction; 

• resources needed to perform the 
job effectively; 

• ways employees indirectly market 
the company and its products and ser­
vices- and ways they can do it bet­
ter; 

• overall ratings of the company, 
morale, teamwork, management qual­
ity and employee quality; and 

• demographic information. 
Once the key issues are agreed 

upon, a questionnaire is developed. 
The questionnaire should be easy to 
use and understand. Also, special care 
is taken to ensure that question word­
ing and sequence are objective and not 
slanted to elicit a particular response. 

After the questionnaire is designed 
and approved, it is sent to employees 
through the company mail system or 
directly to workers' homes with a let­
ter from the company president or 
CEO explaining what is being done 
and why. The letter also confirms that 
answers will be reported only in their 
composite form, that all individual 
responses will be confidential, and the 
questionnaire can be completed con­
veniently either at home or at work. 

To help ensure much-needed confi­
dentiality, the completed pre-stamped 
and addressed questionnaire is mailed 
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directly back to the outside firm select­
ed to conduct the research. Once the 
questionnaires are completed and 
returned, the data is analyzed using 
statistical programs that allow 
crosstabulations, correlations and fac­
tor analysis. 

These analytical procedures help the 
company identify differences between 
the various types of employees studied 
and which issues are most closely 
associated with overall ratings. This 
information . helps set clear priorities 
that become the foundation of an 
action plan to be implemented in 
response to survey findings. 

Action plan 
Developing and carrying out an 

action plan to respond to research 
results are two critically important 
parts of the employee research process. 
Those steps lead to improved employ­
ee performance and reaffirm for work­
ers that their views and ideas are val­
ued and acted upon. 

Specific action plans depend, of 
course, on survey results. Yet, the fol-

lowing are the types of recommenda­
tions for action such research might 
suggest. 

• Build on perceived company 
strengths by featuring them regularly 
in corporate communications, and take 
needed steps to lessen perceived weak­
nesses. 

• Use the types of internal communi­
cations media employees prefer, and 
ensure employees receive the types of 
information they need to do their jobs 
effectively. 

• As a company, be responsive, hon­
est, innovative, trustworthy and an 
industry leader, and make sure 
employees are aware of company per­
formance in each of these areas. 

• Make sure employees are aware of 
and knowledgeable about company 
products and services, and inform 
employees about company goals and 
direction. 

• Ensure employees have the 
resources they need to do their jobs 
effectively. 

• Educate employees about ways 
they can indirectly market the compa-

ny as they interact with people beyond 
the workplace. 

• Pinpoint ways to improve morale, 
teamwork, and management and non­
management quality. 

• Target specific employee groups, 
and construct appropriate messages 
for each, using demographic charac­
teristics. 

After implementing the action 
plan, it is important to establish a 
method of evaluating its success. 
Most often , that is a follow-up 
survey similar to the initial 
benchmark employee study to 
provide a before-and-after pic­
ture of the workplace. That data, 
along with financial and other perti­
nent information, is used to help 
evaluate company success. 

Investment pays off 
While employee ttmm.h requires an imest­

rnrt of~ m:rey arrl eiDgy, a well-executed 
srnvey, arrl tre octirns that reru1t fum it, can IllY 
off in iinpmW nxra1e, lx!tter Cl1StrnH ftiVice 
and an enhanced company image. 0 
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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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Data analysis 

Editor's note: Ron Sellers is presi­
dent of Ellison Research, Phoenix. He 
can be reached at 602-493-3500 or at 
ronsellers@ ellisonresearch. com. 

Sixty percent of your customers 
just gave your company a top­
box rating on a five-point scale of 

overall customer satisfaction. 
Good or bad? 
Well, if last year's rating was 40 

percent, this is probably cause for a 
celebration - unless the goal for this 
year was 80 percent. Similarly, if your 
competition is all at 80 percent, you 
may be in trouble. But if the competi­
tion hovers around 20 percent satisfac­
tion, you look terrific by comparison. 

34 

It all depends on the context. It may 
be possible to compare your findings 
to competitive surveys or industry 
standards. In many cases, however, 
there is no readily available context. 
This is especially true when creating a 
baseline survey to track data over 
time. In future waves, you'll be able to 
see changes in the data, but to start 
out, is your 60 percent top-box rating 
good or bad? 

This is not just a problem with cus­
tomer satisfaction surveys. Let's say 
your company or client is relatively 
new to gathering information. A study 
discovers that 25 percent of your cus­
tomers also purchase from the compe­
tition. Is this high or low? The same 

study shows that 50 percent of your 
customers have been doing business 
with your company for less than two 
years. Is this good or bad? This could 
suggest heavy recent growth (good), 
or it could point to high customer 
turnover (not good). 

Often, the only context that exists is 
within the minds of the company lead­
ers. Just as often, their expectations 
and desires will vary substantially 
from one key executive to the next. It 
isn't uncommon to present findings in 
a meeting and have one person sur­
prised at how high the satisfaction 
level is, while the next person is 
shocked at how low it is. 

A very simple exercise can help to 
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bring leaders together on this i sue, 
while establishing context for the find­
ings at the same time. This four- tep 
process can be handled as follows: 

• Fir t, agree on the most important 
findings from the study. Before the 
findings have been pre ented or made 
public, establish the key data points 
corning from the research. What are 
the five or 10 most important findings 
that will be the focus of the study? For 
a cu tomer satisfaction study for a 
provider of value-priced consumer 
goods, a sample list might look like 
this: 

1. Overall top-box satisfaction with 
the purchase. 

2. Top-box sati faction with the 
value received from the purchase. 

3. Intent to repurcha e. 
4. Willingness to purchase from a 

competitor for a lower price. 
5. Top-box ati faction with the 

quality of the product itself. 
The e five data point , or others like 

them, may describe the most impor­
tant elements of the study. Thi tep is 
best accomplished with the researcher 
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and the end users of the data, who will 
be setting the agenda for any changes 
that mu t be made as a result of the 
finding . 

• Second, have the team members 
each set realistic goals for what they 
hope the re earch will show. Each 
individual should write down what 
they would be satisfied with for each 
of the mo t important data points. 

• Third, have the team members 
each predict what they believe the 
research will show. This may or may 
not be the same number as appeared in 
step two. For instance, the marketing 
director may wish for overall cus­
tomer satisfaction of 60 percent, but 
honestly believe it is closer to 40 per­
cent. On the other hand, the product 
manager may be satisfied with a 60 
percent rating, but believe that the real 
rating will come back as 90 percent 
satisfaction. 

Even if these were the only three 
steps to the process, this exercise will 
often have ubstantial value. For one 
thing, managers frequently don't 
know how to react to study findings 

because they didn't know what to 
expect, and hadn't really thought it 
through. In addition, it's not uncom­
mon for different leaders in a firm to 
have totally different expectations of 
what their customers will say. Much 
worse is that leaders may also have 
completely different views of what the 
company's goals should be in these 
important areas. Steps one through 
three will alert them to these differ­
ences, and properly managed, this can 
mark the start of a process to cry tal­
lize company goals and expectations. 

Finally, this will also help managers 
act on the research findings. 
Frequently, studie don't get used to 
their full potential because different 
people come away with different idea 
on what should be done with the infor­
mation. If the end users are unified in 
their view of what is important, what 
their expectations are, and what their 
goals are as a company, the study is 
much more likely to receive action and 
attention when the data points to prob­
lems. 

• Fourth, compare goals and expec-
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tations with the actual study data. This 
will reveal gaps among expectations, 
goals, and reality. Let's take the exam­
ple given in step one, and fill in some 
sample figures from this exercise. 

What do these figures show? First, 

Data Point 

low. 
Second, there is much more cus­

tomer satisfaction with the quality of 
the product than they expected. Not 
only that, but concerns about cus­
tomer defections due to price are far 

Goal Expectation 
the leaders already antic­
ipate a higher-than­
desired level of willing­
ness to switch to a com­
petitor due to price. 
They also believe their 
company will fall short 
of the overall satisfac­
tion goal among cus­
tomers. These two find­
ings alone should open 
up some very useful dia­
logue among key man­
agers in the company. 

Overall satisfaction with 
the purchase 60% 50% 

Satisfaction with the value 75% 75% 

Repurchase intent 80% 80% 

Willingness to purchase 
from a competitor 15% 30% 

Satisfaction with the quality 
of the product itself 60% 60% 

The findings should also be an eye­
opener for these managers. First, 
their goals probably aren't high 
enough in overall satisfaction, and 
their expectations of company perfor­
mance certain I y aren ' t. There needs 
to be an exploration of why they felt 
the company is under-performing in 
these areas, and why goals are set so 

greater in reality than even in their 
fears. Finally, satisfaction with value 
was lower than they expected. The 
combination of these three findings 
suggests that their products may not 
be the value-pricing leaders the man­
agers believe them to be. There is evi­
dence here that although overall sat­
isfaction is better than they believed, 
the company may be much more 

vulnerable than they thought to 
competitive price cuts. 

Of course, the study will be more 
comprehensive than the five data points 
presented here. Assuming that careful 
examination of the complete data con­

Actual 

68% 

59% 

70% 

54% 

81% 

frrms these topline 
assumptions, what you 
now have is a leadership 
team in agreement about 
what the most important 
questions are, what the sur­
prises were, and where 
action is needed. They 
have also begun discussing 
why they expected satis­
faction to be so low. 

In some cases , 
research may point 

toward necessary improvements in 
the product or service - in others, 
company leaders just need a more 
realistic view of what is going on in 
the marketplace. By having the end 
users of the data set forth their 
goal and expectations beforehand, 
you have a more useful set of find­
ings as a result. 0 
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Qualitative research 

Editor's note: Mark Michelson is 
president/CEO of Michelson & 
Associates, Inc., an Atlanta market 
research firm. He can be reached at 
focus@onramp.net or 770-955-5400. 
Part I appeared in the December 
issue. 

There is much more to moderating 
focus groups than what is seen 
through the mirror. Professional 

moderators must manage multiple pri­
orities while dealing with numerous 
unexpected challenges. 

This diary is a composite of a typi­
cal week in my life as a moderator. It 
is my .hope that this diary will help 
others involved with focus groups 
understand the many tasks, chal­
lenges and obstacles that a moderator 
faces in their work. Any resemblance 
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By Mark L. Michelson 

to actual facilities or situations is not 
coincidental. However, names have 
been changed to protect the clueless. 

At the end of part I, I was just 
beginning a session on publishing in 
Boston with a group of "profession­
al" participants (consumers - but 
the kind who seem to participate in 
sessions for a living) in a frightful 
facility. The week improves - I 
promise. (Note: Boston is not a bad 
place to conduct focus groups -
over the past 14 years I've experi­
enced many excellent facilities, pro­
fessionals, participants and meals in 
Beantown). 

TUESDAY 

7:45p.m. Finished the first of two 
sessions. It seemed like pulling teeth, 
but I was finally able to get the par­
ticipants to express themselves 

tor 

coherently. We even gained a few 
new ideas on the topic. My client, 
Judi, who is still waiting on her din­
ner, seems satisfied with the session. 
As we grope through some stale pret­
zels and chips, we discuss some 
additional topics to explore with the 
second group. 

I seek out Jessica, our hostess, to 
inquire about dinner for my client. 
She apologizes and says it was 
ordered and should be delivered 
soon. I have to remind her the dis­
cussion room needs cleaning to pre­
pare for our next group. 

8:10p.m. Three of the 12 partici­
pants have arrived. I go out to the 
lobby to look them over. They appear 
intelligent yet bored as they thumb 
through last year's People maga­
zines. A fourth arrives while I'm in 

37 



the lobby. The receptionist, who 
demands to see ID from the partici­
pant, looks over her list and says 
curtly "You 're not on my list." The 
participant politely mentions that she 
recently married and her maiden 
name is still on her driver's license. 
The receptionist growls something 
about having to check with her man­
ager for approval. At this point I'd be 
willing to take anyone - at least I 
could make something out of a quad 
(fancy name for a group of four). 

While the receptionist is checking 
with the manager (who I've yet to 
actually meet) , two more participants 
arrive. Whew! Now I've got six. I go 
back to the viewing room to tell my 
client the news. Though somewhat 
disappointed, she says she 's ready to 
begin with the six. 

8:20 p.m. The receptionist has 
finally finished checking everyone's 
ID and Jessica informs me that we 
now have seven. I ask her to bring 
them in. "Thanks for coming tonight. 
I appreciate your patience." I feel as 
though I have to apologize to these 
participants for the facility 's faults. 
"Before we begin , I want to let you 
know that I am an independent mod­
erator from Atlanta. I'm telling you 
this because I may slip up and say 
'y'all'- it means 'you guys ' ." This 
brings some laughs from the group 
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and everyone seems to relax a little. 
10:00 p.m. The session has ended 

and I visit with Judi for a few min­
utes before leaving for the hotel. I 
turn on the light in the viewing room 
and ask what she thought of the ses­
sions. She says the discussions were 
informative and confirmed most of 
her thoughts while providing a few 
new ideas as well. She and I are both 
wiped out after traveling all day and 
putting up with this facility. 

After packing the books used in 
the sessions, we head to the lobby to 
pick up the audio/video tapes and 
screeners. The receptionist is now 
gone (thank goodness). Jessica is the 
only one left in the place. About 15 
minutes later she brings out the tapes 
and screeners. I ask if she has a bag 
to put the tapes in - she says the 
owner hasn't ordered any new bags 
and offers a box. I stash the tapes in 
my already over-packed notebook 
case. 

11:00 p.m. Finally make it back to 
the hotel room. My flight for Dallas 
leaves at 7:00 a.m. (I prefer to travel 
early when on road trips so I can 
check into the hotel early and take a 
nap to recharge and get adjusted to 
the time change.) My client will be 
leaving on a later flight. I call my 
wife to tell her about the awful facil­
ity and phone-kiss her good night. I 
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have a hard time falling asleep - I'm 
feeling somewhat anxious over the 
sessions tonight. Actually, I feel OK 
about the discussions, but I'm dis­
turbed at the lack of professionalism 
demonstrated by the facility. . 

WEDNESDAY 

2:00 a.m. I am startled by a loud 
noise coming from the room next 
door - sounds like a fraternity 
party. In vain I cover my head with a 
pillow - they counteract by turning 
up the MTV. As a last resort I call the 
front desk. Knowing they should 
handle it, I try to fall back to sleep. 
Thirty minutes later, boom boom, rap 
rap. Still no security. I call the front 
desk again - they promise security 
has been dispatched. Finally at 
around 3:00a.m. the noise subsides. 

4:30 a.m. Like it or not, I am 
awake. No coffee in the room and 
room service doesn't offer any ser­
vice until 6:00. Slowly I unpack my 
laptop and plug in to check E-mail. 
Click ... wheeee ... zzzzz ... chkchk ... ahh. 
Now downloading .. .49 messages. 

re: Focus Groups (someone 
wants to know how to be in a focus 
group). 

re: Hi! (from a multi-level 
marketing spammer extolling the 
virtues of an amazing new belly­
button lint removal system). 

re: Request for proposal (a 
multinational company needs assis­
tance with qualitative research on 
three continents within the next 30 
days ... this gets my interest.) 

re: When in Chicago (from a 
focus group facility selling their ser­
vices - the name sounds familiar -
it 's from the one that didn't respond to 
my RFP last week). 

After responding to the E-mail it's 
time to check my list of things to do 
today: Flight leaves at 7:00 a.m. 
Arrives Dallas at 10:00 a.m. I need to 
call a few clients and finish a report 
sometime today. Maybe I can 
arrange a visit with a client in Dallas 
while I'm there. 

5:30 a.m. Better get ready to go. 
The hotel shower seems willing to 
only drip today - and the little 
water that does come out is ice cold. 
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I call the front desk - after 16 rings 
someone informs me that the water is 
not working today and maintenance 
should have it fixed by 7:00. I tell 
them my flight leaves at 7:00. They 
apologize, but offer no solutions. I 
resign to a sponge bath with a frozen 
washcloth. 

After checking out I head to the 
airport. The traffic is not moving and 
my plane leaves in less than an hour. 
At times like this I wonder if it is 
worth the hassle. I maneuver past a 
stalled truck and into the tunnel -
return the car to the rental company 
with 20 minutes to flight time. I sit in 
the rental van for what seems like an 
eternity, until finally I'm let off at the 
Delayed Airlines terminal. I rush into 
the airport to security. They want to 
check my laptop - thank goodness 
the batteries are charged. Finally, 
running to the gate I see a hundred or 
so people standing in line. 

An announcement in thick 
Bostonian accent comes across: 
"Flight 457 to Daallas is delayed due 
to heavy fahhg. All paassengers 
please remaain the gate area until 
further notice." A collective groan 
resonates from the crowd. I make my 
way to the "no-service" counter and 
ask how long the flight will be 
delayed. The representative, without 
looking at me, barks, "How should I 
know? Do I look like Mother 
Nature?" 

Time to work on that report. I pre­
pare the introduction including the 
objectives and methodology, then 
outline the summary according to 
objectives. Next I begin pulling key 
quotes from the transcripts. Some 
interesting comments from these ses­
sions. Just as I begin reviewing the 
second transcript an announcement 
is made that the plane is now board­
ing. Only 90 minutes late- not too 
bad considering the fahhg in 
Baas tan. 

Rushing to save my report, I put 
the computer to sleep and re-pack the 
laptop: They're now up to seating 
row 12 out of 196. Luckily I have 
been confirmed in first class (one of 
the few perks I get from traveling all 
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the time). 
After waiting for another 10 min­

utes to board , I finally find my 
seat. .. occupied. I tell the other pas­
senger that he is in my seat and show 
him my ticket. He produces a ticket 
with the same seat. Finally a flight 
attendant comes to my rescue, or so I 
thought. "Sir, since you boarded late, 
we gave your seat away." 

I protested, "But I checked in at 
the gate and I have my ticket right 
here!" 

"Sorry sir, please take any seat you 
can find in coach - we're ready to 
leave once you are seated." The only 
seat available is between the lavatory 
and the engine in the middle of a 
five-seat row. Great. 

I decide to plow into the report and 
ignore these upsetting twists of fate. 
I guess I should expect this now from 
Delayed Airlines (Motto: Delaying 
Everyone, Lying To All). At least I 
was able to complete the report dur­
ing the flight - now I just need to 
modem it back to my editor for final 
review and printing - I'll do this 

once I check in at the hotel. 
Once we arrive in Dallas everyone 

rushes to get out of the plane as 
though we were in a crowded NYC 
subway car. I decide to wait it out 
until everyone has left. Besides, I'm 
in row 195 in the middle of five 
seats. 

Once I get off the plane I call in to 
check my voice mail - 15 messages . 
I listen to most and return a few 
urgent calls. Then I find my way to 
the rental car shuttle - which in 
Dallas is a bus that serve many dif­
ferent rental car companies. After 
waiting for 10 minutes in the 
"Preferred Customer Line," I am 
given the keys to a maroon sardine 
can. At least it starts up on the first 
try, and the AC works. 

Time to find the hotel and check 
in. Once there I can relax and get 
some work done. I've stayed at this 
hotel before so I'm fairly comfort­
able because I know what to expect. 
The employees at the front desk are 
helpful and efficient and before long 
I'm in my room unpacking my bags 

and setting up my computer. Time to 
return those other calls. Nothing too 
urgent. One of the calls is from the 
facility in Dallas - everyone's con­
firmed and set to go. I log on to the 
server at the office and uplo.ad the 
report - my editor says she'll han­
dle it from there. 

Ahhh. I can relax. By now it' s 
almost 1:30. Too tired to visit my 
client, I'm ready for a nap. Alarm is 
set for 4:00. Buzzzzzzzz. Time to get 
going. Since the shower in Boston 
wasn't working, I spend some extra 
time relaxing in this one. 

By 4:45 I'm ready to go to the 
facility, which is located within a few 
miles. Even though I've been to this 
facility several times before, this 
time it appears somewhat shop-worn 
with a distinctively early '80s decor. 
I try to reserve judgment about the 
quality having gone downhill as 
well, but sometimes it 's hard not to 
judge a book by its cover. 

When I enter the facility reception 
area, the hostess stands, greets me 
cheerfully and asks if I am Mark. I 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ tell her I am. She introduces herself 
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as Melissa and says "I've talked with 
you on the phone everal times. It's 
nice to meet you finally. Michelle, 
our manager, is looking forward to 
seeing you. I'll show you to your 
room. Let me get David to help you 
carry your bag." 

(David appears from out of 
nowhere and takes the heavy bag 
with the book I'll be reviewing in 
the session.) 

"Help yourself to the drinks in the 
refrigerator. If you need to use the 
phone, just dial 9 to get an outside 
line. I'll be right back with 
Michelle." 

I want to hire this young lady -
she's an angel. 

"Hi Mark, I'm so glad to see you 
again!" Michelle says as she bounces 
into the viewing room. "We've really 
enjoyed working with you on this 
project and want you to know if 
there 's anything you need, anything 
at all, feel free to ask Melissa, David 
(who offers a handshake) or me. We 
had fun recruiting this project for 
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you. With the screener you provided 
we were able to find qualified people 
fairly easily. There were several peo­
ple who said they were really look­
ing forward to coming because 
they 've never been in a focus group." 

Compared to last night in Boston, I 
feel like I'm in moderator heaven. I 
inform Melissa that my clients 
should be arriving any minute. 
Melissa responds, "We will bring 
them back immediately and make 
sure they 're comfortable. We have a 
fresh fruit and cheese dish they can 
snack on before their dinner comes." 

While waiting for my clients, I call 
in to check my voice mail once again 
- 12 messages. The facility in San 
Francisco wants to confirm the 
number of clients attending and lets 
me know that we have full recruits 
for both sessions. I call the San 
Francisco facility, give them the 
info and thank them for calling. 
They ask where I'll be staying in 
San Francisco so they can contact 
me directly should anything 
change. 

Judi and her gang enter the room. 
"This place seems much better than 
last night. Look, they've even got 
fresh flowers on the table and fruit 
and cheese! Good choice Mark! " I 
tell them this facility really seems to 
care about their customers - and 
unfortunately not all facilities are as 
concerned with customer service. It's 
hard to tell , even from the brochures 
and phone calls, unless you've been 
there. Fortunately I've been here 
before, and even though the facility 
is looking a little tired, the service 
seems to get better with every visit. 

While my clients and I are talking 
in the viewing room, I notice David 
setting up the discussion room. He 
arranges all the chairs neatly, cleans 
the table and puts away all miscella­
neous materials. Next he brings ice, 
drinks and a plate of cookies into the 
discussion room for the participants. 
David then knocks on the viewing 
room door and asks if I'll be needing 
anything else in the discussion room. 
I tell him I will need an easel and a 
small table to display the books. He 
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says he knows the perfect thing -
and rushes off to set up the display 
and easel. 

5:50p.m. Without asking, Melissa 
brings a list of the participants who 
have arrived. So far eight of the 12 
have signed in. She mentions that 
one of the participants looks like 
they have a cold and we should con­
sider sending them home. I tell her I 
trust her judgment. 

By 6:00 all 12 participants have 
arrived. I prefer to have smaller 
groups with no more than 10. 
Actually, eight is preferred. Melissa 
offers suggestions on a few of the 
participants we should send home. 
My clients and I agree with her sug­
gestions and I let her know I'm ready 
to begin. 

In the discussion room before the 
participants arrive, I fix myself a soda 
then stand by the door to greet every­
one. "Good evening! I appreciate 
your coming tonight." 

The rest of the evening goes 
remarkably well. Everyone partici­
pates openly and evenly. Near-com­
plete shows for both sessions and 
many first-timers. My clients and I 
feel we learned much more from 
these participants than from those in 
Boston. The mood and setting of the 
facility made it more relaxing and 
natural for everyone. The manage-

ment and staff at this facility under­
stands the definition of facilitate -
to make things easy. 

After the last session, as my clients 
and I review the discussions, David 
asks if he should repackage the books 
we used in the session. Melissa then 
appears with our tapes and screeners 
along with a goodie bag containing 
fruits, cookies and treats for the road. 
Simple gestures like these go a long 
way with me. We thank Melissa and 
David for their hospitality as we are 
leaving. 

That evening back at the hotel, I 
rest well knowing that my client is 
satisfied. I feel good about my pro­
fession - knowing that professionals 
like Melissa, David and Michelle can 
make a difference in the quality of 
qualitative research. 

Tomorrow my flight for San 
Francisco leaves at 8:00a.m. Another 
client, a different topic and one of my 
favorite cities. My wife will be meet­
ing me on Friday for the weekend. I 
expect everything will go smoothly 
with tomorrow's travel and sessions. 
However, once you 're on the road 
doing focus groups, I know a lot can 
happen that 's beyond your control. 
Preparation and experience will 
determine how you play the cards 
you're dealt. 0 
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Survey Monitor 
continued from p. 6 

animal slippers, and fitness equipment 
were also expected to be hot product 
categories. 

More than a third of all respon­
dents (35 percent) planned to com­
plete their holiday shopping in the 
first two weeks of December, while 
23 percent stated that they shop for 
Christmas throughout the season. 
Fourteen percent of shoppers 
planned to complete their holiday 
shopping in the last two weeks of 
December, while 11 percent said 
they would complete their shopping 
during the last two weeks of 
November. 

Respondents who expected to 
spend less compared to 1996 were 
those consumers with household 
incomes of more than $50,000 ( -3 
percent) and 18-34-year-olds ( -4 per­
cent). Among those consumers who 
expected to spend more compared to 
last year were individuals 55 years or 
older ( +3 percent). 

The IMRA/Gallup survey was con­
ducted during October 1997 and is 
based on a random telephone poll of 
1,009 adult consumers nationwide. 
For more information call Robin 
Lanier at the IMRA, 703-841-2300. 

Consumers dominate . 
pag1ng 

incredible." 
While the number of intense busi­

ness users grew from 9.2 million to 
12.5 million between 1993 and 1997, 
the percentage of total users with little 
or no business usage of their pager 
expanded from 23 percent in 1993 to 
46 percent in 1997. In addition, 
almost 70 percent of new paging 
users are personal paging users. 

"PageTrac '97" also find that per­
sonal paging users are much younger 
than traditional business subscriber . 
Half of personal users are under the 
age of 29, compared to only 18 per­
cent of business users. While carriers 
and manufacturers are currently tar­
geting the teenage market segment, 
this data indicates huge growth and 
potential among twenty-something 
consumers. 

As consumers continue to domi­
nate the expansion of the industry, 
operators face new opportunities for 
brand differentiation of paging ser­
vices. Although 44 percent of all 
users do not know who they purchase 
paging services from, personal pag­
ing users are much more likely to 
know the name of their provider than 
business customers. Since 92 percent 
of personal users pay for their own 
service, they are more involved in the 
selection of the operator and in the 
choice to continue service. 

For more information call contact 
John Zahurancik at 202-530-7500, 
via E-mail at jz@strategisgroup.com, 

"PageTrac '97," a study by the 
or visit the company's Web site at 

Strategis Group, a Washington, D.C., 
www.strategisgroup.com. telecommunications consulting firm, 

reveals a radical shift in the customer 

Most welcome 
government control of 
Internet 

Despite the fact that 29 perc~nt, or 
nearly one-third, of all Americans 
access the Internet, four of five say 
they are concerned about what can be 
found, and who might find it, while 
crui ing the Information 
Superhighway. 

In a nationwide telephone survey 
of a random ample of Americans 
ages 18 and older conducted by 
Chilton Research Services, Radnor, 
Pa., 80 percent of respondents 
answered "Yes" when a ked, "Do 
you think that the government should 
take steps to control access to porno­
graphic or sexually explicit material 
on the Internet to protect children and 
teens under 18 years of age?" 

A ignificantly higher percentage 
of women than men favored govern­
ment intervention. More than 88 per­
cent of women invite censorship or 
some other action, while 71 percent 
of men feel such steps are warranted. 

Respondents were similarly divid­
ed by economic and education levels. 
In all demographic categories a 
resounding majority wants to limit 
youngsters' access to sexually explic­
it material on the Internet, but some 
groups feel more strongly than oth­
er . For instance, among households 
with incomes below $35,000 annual-
ly, 85 percent want Uncle Sam to step 
in. Among respondent with house­

composition of the paging Personal and Business Total Subscribers 
hold incomes above $50,000 
the percentage drops to 71 
percent. Similarly, nine in 10 
respondents with a high 
school diploma or less said 
the government should con­
trol access, while seven in 10 
who had at least attended col­
lege want such action taken. 

industry. Over the past five 25 r--::===============--1 
years, the number of person- 1 __ Intense Business users -.-- Personal Users 
al paging users grew from 4 L_. ____________ _ 

million to more than 21 mil- 20 

lion. ... 
"It is no surprise that sub- ~ 15 

scriber growth is being ~ 
ell 

fueled by consumer adop- ~ 
tion," says John Zahurancik, ~ 10 l ____ _ 

paging analyst for the i 
Strategis Group. "However, 
the pace of change from pag­
ing as a business tool to pag­
ing as a personal communi­
cations device has been 
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In addition to worrying 
what their children might see 
on the Internet, Americans 
worry about what others 
might be able to learn about 
their private lives. Better than 
five of every six respondents 
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(84 percent) said they are concerned 
about unauthorized or illegal access 
to personal and financial information 
through the Internet. A solid majori­
ty (65 percent) of all respondents 
said they were "very concerned," 
while another 19 percent admitted to 
being "somewhat concerned." 

Fewer than 10 percent of re pan­
dents were "not at all concerned." 
Those with less than a high school 
education and those over 65 year of 
age expressed less concern, possibly 
because these groups are not as like­
ly as other to use the Internet. 

The Chilton EXPRESS telephone 
omnibus survey was conducted among 
a sample of 1,000 American men and 
women ages 18 and older, between April 
16 and April 20, 1997. The margin of 
error is +3 percent. For more informa­
tion call 610-964-4600. 

Shoplifting, employee 
theft and worthless 
checks top supermarket 
losses 

Shoplifting and employee theft are 
still the most common causes of theft, 
costing the supermarket indu try 
more money each year, according to 
the seventh annual "Security and Loss 
Prevention Issues Survey." Conducted 
by Food Marketing Institute (FMI) 
and sponsored by Checkpoint 
Systems, the national survey ques­
tioned 74 FMI member companies 
who collectively operate more than 
11,000 supermarkets. 

Supermarket companies apprehend­
ed approximately 252,264 shoplifters 
in 1996, which averages about 41 
incidents per store. The average value 
of the recovered merchandise exceed­
ed $8.6 million, and the items includ­
ed cigarettes ( 41 percent) and health 
and beauty care items (36 percent). · 

FMI members in the survey report­
ed an average of 2.8 incidents of 
detected employee theft per store, 
resulting in a total of 18,054 detected 
incidents. The average value of cash 
and merchandise recovered per inci­
dent was $175.14. Forty-four percent 
of the detected incidents occurred at 
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the checkout, and approximately 23 
percent occurred in the sales and ser­
vice areas. 

"Clearly, high-tech security mea­
sures such as electronic article surveil­
lance (EAS) systems and closed-cir­
cuit television (CCTV) systems are 
being used effectively to combat inter­
nal and external thefts in the super­
market industry," says Charles I. 
Miller, vice president of loss preven­
tion services for FMI. 

In addition, the survey reports that 
worthless checks, robberies and bur­
glaries are serious loss prevention 
concerns. In 1996, worthless checks 
were responsible for a total net loss of 
more than $111 million, with an aver­
age of $70.30 per check and an aver­
age loss of $1.7 million per company. 
This total net loss is up from the $70 
million lost in 1995. 

Companies that experienced rob­
beries - approximately 73 percent of 
the respondents - lost an average of 
$2,547.12 per robbery. About 50 per­
cent of the robberies in 1996 occurred 
between Friday and Sunday, 6:00p.m. 
and 12:00 a.m. Handguns were used 

88.9 percent of the time. According to 
the survey, one employee was killed 
during robberies in 1996. 

This survey also contains informa­
tion on how drug testing, theft hotlines 
and preemployment testing or integri­
ty testing can help prevent company 
theft. The report also summarizes the 
impact of targeted loss prevention pro­
grams on shrinkage rates. For more 
information on the "Security and Loss 
Prevention Issues Survey," contact the 
FMI Publications and Video Sales 
Department at 202-429-8298. 

Fax machines appearing 
in more homes 

Nearly 15 percent (14.9 percent) of 
U.S. households now have fax 
machines, according to a recent 
national survey by Dedsion Analyst, 
Inc., Arlington. Texas. 

In its June 1997 survey of 6,490 
households, Decision Analyst found 
that the number of homes with fax 
machines increased more than four 
percentage points since a simjlar sur-

Don't you wish 
you knew 

everything? 

Fortunately, nobody does. That's why we can help. 
Our business is data collection. We've done it for 
over 30 years in the Pacific Northwest and we can do 
it for you. We don't know everything, but we can get 
you the answers .. Call us 

Consumer Opinion Services 
----------·We answer to you 
12825 1st Avenue South Seattle Wa. 98168 
206-241-6050 FAX 206-241-5213 
ask for Jerry or Greg Carter 

Http://www.Cosvc.com E-mail COS-info@cosvc.com 

vey was conducted during the first 
quarter of 1996. In that survey, 10.6 
percent of respondents said they had 
home fax machines. 

"The growing popularity of home 
fax machines is somewhat surprising. 
We normally think of fax machines as 
primarily for business purposes," says 
Jerry W. Thomas, president and chief 
executive officer of Decision Analyst, 
Inc. "The growing home use of fax 
machines indicates that many 
Americans are operating businesses 
from their homes or conducting busi­
ness from home. It may also reflect 
the growing number of PCs with 
built-in fax capability." 

Decision Analyst found that fax 
machines are most common in house­
holds headed by consumers 18 to 34 
years old (where 18.6 percent of 
households own fax machines). They 
are used least often in households 
headed by consumers 55 or older (9.3 
percent of households). 

Fax machines are most common 
among households with annual earn­
ings of $50,000 or more (24.1 percent 
ownership level). Among households 
with lower incomes (under $30,000), 
only 6 percent of homes have fax 
machines. 

The national survey of home fax 
macrunes has a margin error of ±1 per­
cent. For more information call 817-
640-6166 or visit the company's Web 
site at http://www.decisionanalyst.com. 

Infomercials unpopular 
but effective 

A national study by St. Louis, Mo.­
based Aragon Consulting Group's 
research division indicates that nearly 
two-thirds (65.8 percent) of all 
Americans have watched an infomer­
cial; however, nearly 86 percent of 
these infomercial viewers do not 
report an increased interest in view­
ing infomercials as a result of having 
seen one. 

"And although these people have 
seen infomercials, our findings show 
that only 11.8 percent of the viewers 
watch them from beginning to end 
before deciding to make a purchase," 
says Vicki Savala, senior vice presi­
dent of Aragon Consulting Group. "In 
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fact, within 15 minute of tuning into 
an infomercial, we found that more 
than half of the viewers ay they are 
ready to tune back out." 

Young, single people appear to have 
the highest propensity for watching 
infomercials, Savala says, noting that 
18.4 percent of people age 18 to 34 
say they might watch an entire 
infomercial, compared to 9.1 percent 
of people age 35 to 54, and 11.2 per­
cent of those age 55 and older. 

"And once an infomercial has reeled 
in a viewer, the likelihood that the 
individual will buy the product is fair­
ly high - 30 percent of people who 
say they have watched an infomercial 
also say they bought the product being 
promoted on the show," ays Savala. 
"Even so most buyers are not frequent 
purchasers." 

The Aragon data shows that more 
than 75 percent of people who have 
purchased an item from an infomercial 
say they do so les than five times a 
year. And the most frequently pur­
chased items are products for health 
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and beauty products. 
Almo t 62 percent of people sur­

veyed say the quality of merchandise 
sold on infomercials is on a par with 
that of products sold in retail stores; 
however, 26.4 percent say they expect 
to find items of higher quality in retail 
stores. Less than 6 percent say that 
merchandise sold in catalogs is of 
higher quality. 

"However, the majority of con­
sumers would not go so far as to say 
that products sold through infomercials 
are a better value than those sold in 
stores," says Savala. Forty-eight per­
cent of those who participated in the 
study di agree with such a statement. 

"Our research indicates that conve­
nience drives consumer behavior 
when it comes to television shopping," 
Savala says. Nearly a fourth of con­
sumers believe shopping from the sofa 
is a time-saver. Another 16.2 percent 
of consumers say they like the fact 
that they do not have to leave home to 
make their purchase; 8.9 percent say 
it' advantageous because they can 
shop any time; and 5.7 percent say 

such shopping is simple and conve­
nient. 

However, consumers also say there 
are some disadvantages associated 
with purchasing items sold via an 
infomercial. Chief among them is 
uncertain product quality. In addition, 
19.3 percent of consumers agree that 
they like to inspect a product before 
purchasing it; and nearly half of the 
respondents in the Aragon study also 
indicate that infomercial delivery 
charges are expensive. 

A national random sample of 398 
was drawn in the spring of 1997 to 
complete Aragon's research, which 
produced results within a ±5 percent 
margin of error. For more information 
call 314-726-3403. 

Name Creation: Best New Product Branding 

Name Testing. ~ 
For Information Contact: John P. Hoeppner 

602-488-9660 
P.O. Box 5587• Carefree, AZ 85377-5587 

e-mail : namequest @ aol.com 

llalnl':! Qul':!st ® 
The Sdence of Name Creation 
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Product & Service Update 
continued from p. 8 

SQL Server, and others. 
Designed as a relational database 

system supporting multi-dimensional 
queries, the Forecast Warehouse can 
store individual item histories, fore­
casts, overrides, promotional informa­
tion, annotations and different versions 
of the same, along with accuracy calcu­
lations and user-defined fields contain­
ing data replicated from the host sys­
tem. Users can execute pre-defined or 

* FOCUS ON 

EL PA~O 
HOT MARKET 

OF THE 90'S 
Twenty-eight lin,e phone center 

with 20 CRT stations for computer as­
sisted interviewing, and nationwide 
market coverage, with bilingual inter­
viewers available. 

Specially designed 3200 square 
feet, free standing focus group facil­
ity. Large 20' X 20' conference room, 
two level viewing room (seats 15), full 
kitchen, audio, video, expert recruit­
ing, one-on-ones, executive, profes­
sional, medical, Hispanic recruiting a 
specialty. "Se habla Espanol". 

Permanent mall facility also 
available in the region 's largest mall. 
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ad-hoc SQL queries into the database to 
create custom views of the data, as well 
as create their own calculations such as 
day's supply, inventory stocktums, stan­
dard cost of forecast error, pro-forma 
revenue change and more. 

Database navigation functionality 
includes "drag and drop" hierarchical 
roll-up structures and graphics. Data 
processing functionality such as batch 
processing of forecasts is included. 
Users may also create aggregate or 
summary level tables as needed, to 
combine bottom-up and top-down fore­
casting. 

Non-specialized users or remote 
users may choose to use data entry 
forms to supply forecast-related infor­
mation to the TimeTrends database. 
These forms can be customized using 
MS-Access or Lotus Notes. 

Designed to run under Windows 95 or 
Windows NT, the software is network­
compatible. For more information call 
514-683-9778 or visit the company's 
Web site at http://www.login.net/alt-c/. 

Shareware edition of 
survey package available 

A shareware edition of E-Form 
Version 1.0, a data collection program 
from Beach Tech that allows users to 
collect information such as survey and 
registration forms via E-mail, is now 
available for downloading from 
http://www.beachtech.com. The share­
ware version displays a promotional 
message in E-mail forms and is limited 
to 50 participants. When you purchase 
E-Form you receive a key that unlocks 
all features and removes the promotion­
al message. For more information call 
800-323-0434 or visit the company's 
Web site. 

Saja Software intros E­
mail module 

Saja Software, Inc., Longmont, 
Colo., is now shipping Survey Select 
Web/E-mail Module 1.0, a new product 
that allows users to conduct electronic 
surveys from Web sites and via E-mail. 
Survey Select Web/E-mail works 
together with the company's Survey 
Select software program, allowing users 
to incorporate survey capabilities with-

in Web sites and conduct surveys with 
recipients around the world through 
E-mail. 

After a survey is designed, Survey 
Select Web/E-mail allows the survey to 
be generated into an HTML format that 
can be placed on the Web site. The sur­
vey administrator can perform format­
ting changes or export the survey to a 
more sophisticated program for cus­
tomized formats. Once a respondent has 
completed a survey on the Web site or 
through E-mail, they click the "submit" 
button and the survey will be sent back 
to the survey administrator. The survey 
answers can then be imported directly 
into Survey Select for analysis with no 
data entry. 

A free, self-running demo and/or 
interactive trial version of Survey Select 
are available by visiting Saja Software's 
Web site at http://www.surveyselect.com 
or by calling 800-945-0040. 

KD1 debuts Retail 
Discovery Suite 

Knowledge Discovery One (KDl), 
Inc. , Austin, Texas, has released its 
Retail Discovery Suite of client/server 
decision support applications. The 
Retail Discovery Suite provides retail­
ers a detailed understanding of their 
advertising, merchandising, assortment, 
inventory, promotion, and vendor per­
formance issues. The Retail Discovery 
Suite is made up of application modules 
that share a common architecture and 
intuitive user interface. KDl 's applica­
tions are capable of supporting thou­
sands of users and large volumes of data 
through a parallel design. 

KDl 's Retail Discovery Suite con­
sists of: 

BASKETdynamics - A full-func­
tion transaction analysis system for 
measuring performance at the 
store/transaction level and above. 
Market basket profit, revenue, margin, 
and product affinities are among the 
more than 170 different measurements 
displayed through an intuitive applica­
tion user interface. Basic and advanced 
decision support functionality is orga­
nized by major reporting categories 
such as advertising effectiveness, inven­
tory, basket performance, vendor per­
formance, assortment profiling, etc . 
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Custom categories, measurements and 
reports can be easily added. 

PROMOTIONdynamics -A pro­
motional forecasting and what-if 
analysis application for understanding 
how promotional items behave at the 
store level. Through a detailed under­
standing of historical performance, 
PROMOTIONdynamics allows the 
user to opti rnize the factors that affect 
the promotion, and see how different 
promotion strategie will affect ales 
at the store level. Promotional forecast 
output files can be generated for inte­
gration with in talled inventory 
replenishment systems. 

BEHAVIORdynamics - A cus­
tomer profiling and target marketing 
application. Where the customer iden­
tity i known, this application provides 
profiling, loyalty, and segmentation 
models and measurements. 

BASKETdynamic and PRO-
MOTIONdynamics are available now. 
BEHAVIORdynamic will be avail­
able during the econd quarter of 
1998. For more information call 
888-275-4531 or visit the company 's 
Web site at http://www.kdl.com. 

New Web site evaluation 
tool 

Griggs-Anderson Research, Port­
land, Ore., has introduced 
WebMetric , a Web site evaluation 
tool designed to gather information on 
site visitor intere t, ease of use, and 
satisfaction. It also profiles visitors to 
determine whether the site is attracting 
its target demographic. The product 
uses Griggs-Ander on' Internet data 
collection tool, NetReturn, for captur­
ing information from site visitors. 
Through NetReturn, a link i pro­
grammed onto the ite to allow for 
random exposure to the survey. Once 
the link is established, the survey will 
be site activated for a set period of 
time. Reactivation of that survey can 
be accomplished with very little 
notice. For more information call Deb 
Givens at 503-241-8036 or visit the 
company' Web site at 
http://w'ww.gar.com. 
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North American youth 
study from Angus Reid 

Toronto-based Angus Reid Group 
plans to conduct an in-depth study of 
youth and popular culture in North 
America. Titled the "popCulture 
report," the annual study will provide 
clients with insights into the latest sign , 
symbols and trends in pop culture. The 
study combines a number of different 
qualitative methodologie including 
interviews with business elite, on-site 
ethnographic research and focus 
groups. The first phase involves 50 
bu iness elite interviews with key North 
American figures in fashion, music and 
media. Then, the study team will visit 
seven major underground centers in 
North America to observe and interview 
patrons of clubs, bars and lounges. The 
final portion of the study will test the 
findings of the first two pha es against the 
reality of mainstream youth via 23 focus 
groups across Middle America and sub­
urban Canada. For more information 
call Karl Troutfetter at 612-904-6970 or 
E-mail ktroutfe@angusreid.ca. 

Data Entry, AnswerTree 
from SPSS 

SPSS Inc. , Chicago, has introduced 
SPSS Data Entry, a data collection 
product that allows users to design and 
process questionnaires. Surveys are cre­
ated using "drag and drop" forms 
design. The program provides on-line 
forms to speed keyboard entry. Data 
cleaning rule check both the logic and 
accuracy of the entered data while skip 
and fill rules guide entry through only 
the relevant questions. SPSS has also 
introduced AnswerTree, a tree classifi­
cation product which finds segments, 
builds profiles, predicts outcomes and 
uncovers patterns in data. The product 
contains four decision tree algorithms 
for a total of eight deci ion tree meth­
ods, each working best with certain 
types of data so users can apply the 
right algorithm for each situation. With 
a dynamic interactive tree program, 
users can identify and examine key 
groups in their data. For more informa­
tion call 800-543-5815 or visit the 
company's Web site at 
http:/ /www.spss.com. 
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Constructing 
continued from p. 13 
behaviors and deliverables. 

Change behavior 
Why does this difference between 

aggregate perceptions and individually 
accurate observations and measure­
ments matter so much? After all, per­
ceptions drive customer satisfaction 
and sales. 

The answer is this: Observations 
and mea urements provide calibra­
tion that can be used to change 
behavior much more efficiently than 
perceptions. 

Let's look at an example. A fast­
food restaurant company knows that 
speed of service is a critical factor in 
its customers' selection process. 
Additionally, its scores have fallen 
on this attribute within the target 
market in the company's biannual 
attitude, trial and usage tracking 
studies. The company's management 
has numerous choices for how it 
responds to this information and 

ACG 
RESEARCH 
SOLUTIONS 
7701 Forsyth Blvd. 
Suite 1100 

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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what steps it takes to improve its 
speed of service perceptions: 

• Tell its operations people to 
improve "or else," then wait for the 
results of the next tracking study to 
see what happens. Of course, they 
could lose a lot of customers and a 
lot of potential sales during this 
process. 

• Another choice is to make 
changes in its menu and systems to 
make it easier for employees to fill 
orders faster. McDonald's did this 
when it stopped toasting burger buns. 

• The company can also decide that 
the issue is perception, not reality, 
and that it can change the perception 
by training service people to be 
friendlier so customers don't mind 
waiting. Or it might decide the issue 
is too much reality and take down all 
the large clocks installed recently to 
create awareness of time and speed 
of service. 

• If management is lucky, however, 
and if it has been wise, it will have 
several sources of empirical data -
from point-of-sale readings to ongo-

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. 

ing mystery hopper timings - to 
help determine what is driving the 
drop in perceptions. Is speed of er­
vice really slower? Is it slower every­
where at all dayparts and weekparts? 
Is it only slower during dayparts and 
weekparts in which responsibility 
has recently been shifted from man­
agers to shift leaders? Is the time 
from order-taking to food delivery 
slower or is the line longer? Is actu­
al delivery time the same, but per­
ceptions down because the competi­
tion is now faster than it used to be? 

Change perceptions 
Mystery shopping can not only 

help define the real problem, but 
after a solution is introduced, it can 
help provide the necessary ongoing 
specific feedback to help the 
employee at each location deliver 
whatever is required to ensure the 
improved perceptions that build ales 
and show up on the next wave of the 
tracking study. 

In short, perceptions help drive 
sales. One of the measures market 
research can provide is the strength 
of and changes in perceptions. A 
well-designed and properly imple­
mented mystery shopper program 
can measure the specific components 
of employee behavior, product deliv­
erables and customer experience that 
drive those perceptions. How can a 
company and its mystery shopping 
company develop a "well-designed 
and properly implemented" mystery 
shopper program? 

• Measure what matters and what 
the employees at the location can 
control. First a company must deter­
mine what employee behavior and 
which product deliverables help 
drive its business at the point of cus­
tomer contact, then set standards for 
the smallest measurable components. 
Mystery shoppers can't help build 
vacuum cleaner sales over the long 
term if the vacuums don't clean well. 
What they can do is help ensure that 
customers who walk into the vacuum 
cleaner store are waited on promptly 
and politely and that the sale pitch 
is presented consistently and com-

www.quirks.com Quirk's Marketing Research Review 



pletely. But before addressing mys- company specifically wants experts, 
tery shoppers, any company needs to most shoppers should maintain a 
know that it has the right product and customer's point of view. Training is 
what is required on the part of not to teach them the business, but to 
employees to sell, deliver and service en ure that they understand the ques­
the product to gain maximum long- tions, their role, the standards that 
term benefits. should be applied, the use of any 

• Create an objective mystery equipment required and any specifi­
shopper evaluation form. Although cations for making the visit and 
perceptions can be included as inter- reporting on it. 
esting footnotes, the observations • Set up a visit schedule. Although 
and measurement should be as some companies prefer totally ran­
objective as possible. Generally, dom visits , the best shopper pro­
that means questions with yes or no grams are based on creating daypart 
answers and specific measurements and weekpart comparability by geo­
of time and, where appropriate, tern- graphical regions. This is important 
peratures, weights and distances. because it allows companies to look 
Ratings of 1 though 10 are fine for at trends and changes on a compara­
aggregate perceptions, but extreme- ble basis. Most businesses not only 
ly difficult to teach shoppers to use experience peaks and valleys in cus­
reliably. If ratings must be used, bet- tomer traffic on a daily, weekly or 
ter to stick with 1 through 3: the dif- monthly basis, they also staff differ­
terence between "great," "accept- ently at different times. While most 
able" and "poor" is much easier to businesses want all customers well­
validate than the difference between served, most make their money dur-
7 and 8. ing busy periods, so that's when 

• Set shopper requirements. For comparability in the data makes 
businesses that serve a broad target analysis and deciding on corrective 
market, such as fast-food restaurants, action easier. Where scheduling is 

concerned more frequent is always 
requirements may be very ba ic, e.g., 
driver's license, reasonable intelli- better, but especially when a busi­

ness or location is new. 
gence, ability to follow directions 

• Make sure the shopper reporting 
and use measuring tools, availability 

process not only validates the data, 
at specified times and places, relia-

unit-level management. Although 
time requirements for processing 
reports vary based on complexity, 
"quickly" in this case means time 
should be measured in days, not 
weeks and never months. At the unit 
level, the manager will need to dis­
tinguish between personnel and sys­
temic issues. The longer the time 
between shopper visit and report, the 
harder this is to do. 

• Create a roll-up reporting and 
distribution system that gets the right 
information to the right people in a 
user-friendly format on a timely 
basis. The reports should help 
answer these questions: 

--How am I (a unit, district, region, 
area, company) doing versus compa­
ny standards? 

--Was that good or bad? 
--What changed? Specifically, 

when and where did it change? 

Powerful tool 
The bottom line is that in most 

businesses, the customer's experi­
ence at every point of contact direct­
ly affects future sales trends. A well­
designed and properly implemented 
mystery shopper program can be one 
of management's most powerful 
tools to help make each customer 
contact memorably positive. 0 

but also turns it around quickly to 
bilit~ For other businesses, require- ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
ments can vary widely. Shoppers for 
packaged alcohol sales may be 
required to be 21, but look younger. 
Shoppers for financial institutions 
may need to be employed and live 
within a certain area. Shoppers for 
apartment leasing agents may need 
to fit specific socio-demographic 
profiles. Knowing who will use the 
training materials will make it easier 
to target them effectively. 

• Create training materials. It's 
best to be brief and to the point, but 
assume little. Point out that "dirty" 
and "old" are different when rating 
the cleanliness of an older establish­
ment. Recognize, however, that 
unless that 's part of the shopper 
specifications, shoppers are not and 
should not pretend to be experts in 
the field being evaluated. Unless a 
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Established program 
continued from p. 18 

verbal and written guidelines to help 
understand the clients' objectives. As 
part of the assignment, the shopper 
agrees to perform the shop within an 
acceptable time frame. 

Step 5: Shopping procedures 
Mystery shoppers visit the client 

retail locations during the specified 
time posing as typical customers. The 
shoppers then complete the question­
naires and report the results to the mys­
tery shopping supplier via phone, mail 
or E-mail. Shoppers obtain receipts 
during their visit for validation purpos­
es. Data is collected, coded, tabulated 
and/or compiled into reports. 

Step 6: Quality control 
Quality control is a vital step and an 

often overlooked process. During the 
quality control process, the completed 
questionnaires should be proofed to 
verify the time, location, data and other 
information of the shop for accuracy. 
While 100 percent of the documents 
will o throu h the ualit control 

OBJECTIVE: 

process, we insist that at least 10 per­
cent of a program's gathered surveys 
should be second-party validated to 
make sure a credible sample has been 
received. 

Some uppliers contain and manage 
an in-house data processing depart­
ment. Others contract outside data pro­
cessing houses. Some client busines es 
prefer the use of a supplier that has on­
site data processing capabilities 
because modifications to reports or 
changes to the deliverables can be pro­
vided to the client more expediently. 
Flexibility is a key attribute of a mys­
tery shopping company since the cus­
tomer service management process is 
ever changing. The my tery shopping 
supplier should be ready and able to 
adapt to the needs of its cu tomer. 

Step 7: Information analysis 
This is the stage when information is 

provided from the upplier to the client. 
When compiling and comparing 
reports at this stage, a client hould be 
able to isolate areas for improvement as 
well as highlight their strength and 
weaknesses. Once compiled, the data is 
sorted based on the re uired deliver-

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 impottant questions about ampling issues, such as 
total population r pre entation or profile of target segments, we get 
detailed information from SSI. Wid1 omer companies, we would get 
blank stare . SSI has a lot more knowledge and experience. The 
information from SI is useful not just in terms of in1plementing 
research, but in terms of custom designing projects and d1en creating 
better analyses for our clients." 

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

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

Partners with survey 
researche rs since 1977 

abies. Reports can be delivered to the 
client's headquarters as well as broken 
out by region, district, site etc. The sup­
plier's experience can be used to pro­
vide a thorough understanding of the 
results, what they mean to a client's 
business and how the client can best 
obtain actionable information. Mystery 
shopping re ult should al o be com­
pared with other client market research 
data and overall customer satisfaction 
study cores. Executive summaries 
should be supplied to highlight impor­
tant results. 

Step 8: Client action 
Once the data is delivered, appropri­

ate action steps need to be put in place. 
These action steps are to be taken once 
an accurate a es ment has been made 
and the client ha come to a full under­
standing of the scope of the informa­
tion provided. A few examples of 
client action include: modifying the 
current operational standards, focus­
ing on training needs, or rewarding 
employee for achieving certain levels 
of customer service. The important 
thing is to communicate results, devel­
op an action plan and monitor imple­
mentation of all action steps through 
fulfillment. 

Step 9: Repeat progress tracking 
The la t tep is to track progress. 

This involves repeating Steps 1-8 after 
a period of time- optimally once per 
month or once per quarter. This time 
slot enables retail locations to make 
necessary change and focu on area 
of needed improvement. Repeating this 
process regularly provides an important 
corporate function. It demon trates to 
employees that you are committed to 
providing your customers with the 
highe t quality of products and services 
by keeping customer service top of 
mind with employees. Studies how 
that when mystery shopping monitor­
ing is done and appropriate action steps 
have taken place, companies typically 
see marked improvement in customer 
satisfaction levels. 

Make sure your mystery shopping 
program is a recipe for success. 
Following these important steps will 
help in your efforts to not only obtain 
valuable mystery shopping measure­
ment but literally to manage cu tomer 
satisfaction. 0 
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Bose 
continued from p.11 

being too overbearing." 
Customer Perspectives also sends 

shoppers to other retailers that sell 
Bose equipment. The shopper notes 
how long it took to be noticed by a 
salesperson, when/if the salesperson 
steered them toward Bose products, if 
a demonstration was conducted and if 
the Bose equipment was in good shape 
(no broken/missing parts) and posi­
tioned for optimal sound quality. 

Improvement opportunities 
Each store receives a quarterly sum­

mary showing the staff's overall per­
formance. "The district and store man­
agers also get copies of the shops. The 
stores use the mystery shopping data 
as a tool to bring awareness of where 
they're doing well and where there are 
opportunities to do better. They can 
use it as a basis for a staff meeting, to 
look at things they can do to improve," 
Pazol says. 

Depending on each store's overall 
performance, the employee team, 
including managers, are awarded a 
customer satisfaction bonus. 
Outstanding mystery shopping reports 
are often posted at the individual 
stores so employees can celebrate. 

Individual employees are noted only 
for outstanding service (they're not 
singled out if they perform poorly) 
and can win points in the Bose employ­
ee recognition program. "On the shop­
ping form we ask if anybody in the store 
provided exemplary customer service. 
The shopper writes the person's name 
and explains why the service was exem­
plary and that person gets a point for 
each reference," Pazol says. 

Fresh in their mind 
Shoppers are instructed to complete 

the forms immediately after the expe­
rience, while everything is still fresh 
in their mind, Hess says. "In addition 
to the objective measures, we ask 
shoppers to provide a lot of qualitative 
information so clients can see exactly 
what happened. For example, the 
shopper might hear two cashiers chat­
ting together about something inap­
propriate. Or witness an employee 
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talking on the phone instead of help­
ing customers." 

While some retail clients want to 
compare mystery shopping results on 
a branch-to-branch basis, Hess dis­
courages them from doing so unless 
they have enough shops to obtain sta­
tistically significant data. "If they're 
telling me they want to compare stores 
and they only have one shop in that 
store for the month, it's not really 
valid information." 

Raise the bar 
Bose conducts an annual telephone 

survey to make sure that the service 
attributes it measures in the mystery 
shopping are still important to cus­
tomers. "Prior to each fiscal year we 
reevaluate the behaviors we're asking 
the staff to demonstrate and make sure 
that we're raising the bar," Pazol says. 
"If we can identify the things that sat­
isfy customers, and then determine the 
behaviors that contribute to them, we 
can measure those behaviors in the 
mystery shops and we can continue to 

r-·-·-·-·-·-·-·-·-·-·-·-·-·-·-~ 
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hour* for the best in videoconferencing services, whether for focus groups or one-on-

one sessions. GroupNet's new hourly rate really saves you money since you pay only for 

the time you book. It's yet another way GroupNet makes budgeting your research 
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Positive spin 
continued from p. 15 

received," Goldsmith says, "it also 
reinforced the message on the spot -
an extra dose, if you will - and made 
employees actually eager for their 
next shop." 

By adding a short-term incentive, 
the program was able to generate 
some significant long-term results, 
exceeding projections by 47 percent. 

Likewise, . Texaco uses the program 
to reward its retailers, wholesalers 
and wholesalers/retailers as well, and 
many of those customers rely on mys­
tery shopping scores to reward indi­
vidual units. 

Sharing long-term results builds 
the team 

Another way to get employee buy­
in is to share results of the program 
over time - how service scores are 
up, how sales have increased, or any­
thing else that's relevant. It makes 
them feel part of the team and lets 
them know that the company's objec­
tives are achievable - and shows 
them their role in the big picture, as if 
to say, "When you, the employee, do 
X, and do it well, the company gets Y, 
which in turn generates both short­
term and long-term rewards for you." 

As the program progresses through 
a few cycles of shop, train, shop, 
train, the company will start to show 
some tangible business results -
more sales, better customer satisfac­
tion and the like. Those results will 
speak for themselves with manage­
ment. 

The Virginia Lottery, for instance, 
built three waves of shopping into its 
initial program. In the first wave, 18 
percent of the retailers shopped men­
tioned The Big Game and correctly 
answered a question about it. In the 
second, the number rose to 23 per­
cent; in the third wave, fully a third of 
the retailers mentioned the game and 
answered the question. 

But to get to the point that a pro­
gram can progress through several 
cycles, the initial shop reports have to 
be credible. Often, there's a tendency 
to discount the results of a mystery 
shop - "Our people don't do that!" 
And when people don't believe the 
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data, they aren't going to make the 
changes it recommends. 

So how do you build credibility into 
the program? "A key component is 
maintaining a force of competent 
shoppers across the country. At 
Maritz, we train and then certify every 
Virtual Customer we send out with 
three successively more challenging 
levels of training," Goldsmith says. 

Those levels reflect a three-step 
process: In the first step, Virtual 
Customers complete a process that 
demonstrates their ability to do the 
shop. In the second, shoppers get job­
specific, ongoing training that builds 
their expertise further. Shoppers get 
third-level status when they demon­
strate special expertise with a specific 
industry or client company. 

Another facet of training shoppers 
is SQE surveys that help assess how 
well-prepared shoppers feel as they go 
out into the field. Over time, these sur­
veys show that the better the prepara­
tion, the more accurate the resulting 
shops. 

Experience has shown that this 
process ensures consistent reporting 
from shopper to shopper and can give 
shoppers a deeper understanding of 
client companies' business concerns. 

Beyond certifying shoppers, another 
key to building credibility is building 
enough shops - and shoppers - into 
the program. That way, the results 
show trends over time and throughout 
the target area rather than just specific 
instances of service levels, making the 
data quantitative as well as qualitative. 

Texaco, for example, sends out 
information packets to over 700 shop­
pers every evaluation period, and they 
each do multiple shops. So when the 
report comes back that the restrooms 
were clean a certain percentage of the 
time, or the windshield-washing 
equipment was available another per­
centage of the time, there's more than 
enough data to let everyone know that 
the results are accurate. 

The Virginia Lottery program did 
over 3,000 shops a week during the 
program, data from which was gath­
ered and verified quickly, to support 
the report's recommendations. 

How much positive spin is enough? 
Even today it's still possible to find 

pockets of resistance to the idea of 

mystery shopping. Experience shows 
that the more positive spin put on a 
program, the better it will work. 

But is there a law of diminishing 
returns? Corey Carver hasn't found 
one yet. As the Virginia Lottery .ran a 
second and then a third Virtual 
Customer program, it kept adding 
improvements. First, it gave clerks the 
chance to earn the whole $50 in one 
step, instead of the two steps (men­
tioning the game and then answering 
a question about it) of the first pro­
gram. Then it made it possible for 
Virtual Customers to give $50 in 
cash or travelers' checks, so that win­
ning clerks had the prize in hand 
instead of having to fill out a form 
and wait for processing. And they got 
more retailers on board by sharing 
the results they were getting from -
and the commissions they were pay­
ing to - participating retailers. 

The results speak for themselves. 
By the end of the third program, of 
the clerks helping mystery shoppers 
who had come in to buy lottery prod­
ucts, 35 percent won the $50 prize, 
and of the clerks helping mystery 
shoppers who had come in to buy 
non-lottery items, nearly 23 percent 
were winners. 

What's more, a survey of both 
winning and non-winning clerks 
found that 94 percent said they liked 
the program or liked it a lot; 93.4 
percent said the shopper they met 
was either pleasant or very pleasant. 
So even though nearly two-thirds of 
the clerks didn't win money, they 
still felt good about the program. 

Of course, it's nice that employees 
and management feel good about a 
program while it's going on. But the 
real payoff of a well-supported mys­
tery shopping program comes on the 
bottom line, as employees apply 
what they've learned in training and 
- documented in mystery shopping 
and properly rewarded - they con­
tinue to improve, lifting sales and 
profits in the process. 

Because after all, there's only one 
reason to do any kind of research, 
mystery shopping included: to show 
long-term, tangible results that grow 
the company. 0 
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Research Industry News 
continued from p. 21 
to Keyword: Opinion Place. 

F -Squared Market Research + Consulting, Moscow, 
Russia, has opened a marketing research test center at 1 
Red Square in Moscow. The center features 20 individual 
product/ad test interviewing stations with mirrored obser­
vation room, a focus group facility and a test kitchen. For 
more information call 7-095-721-1850. 

Network has moved to 501 Main St., Ste. 50, Covington, 
Ky. , 41011-1371. Phone 606-431-5431. Fax 606-431-5838. 

Effective in December, Paris-based SOFRES and 
London-based Taylor Nelson AGB have merged. The 
merger of the two research giants will be effected through 
the acquisition of shares in Financiere SOFRES, the hold­
ing company of SOFRES, by Taylor Nelson ABO S.A. , a 
subsidiary of Taylor Nelson AGB plc, for a cash consider­
ation of approximately $199 million. The merged business 
will be led by Chairman Tony Cowling, currently chief 
executive of TN AGB, and managing director Pierre Weill, 
currently president of SOFRES. Other board members will 
be drawn from both companies. 

Personal Touch Marketing, Inc., an Ann Arbor, Mich.­
based research firm, has moved to 325 E. Eisenhower 
Pkwy. , Ste. 7, in the Burlington I Building across from 
Briarwood Mall in Ann Arbor. For more information call 
313-741-1134. 

Eleanor Lea has opened Service Audits, a mystery shop­
ping and customer service training firm, at 265 Eastchester 
Dr., Ste. 3318, High Point, N.C., 27262. Phone 336-812-
3115. 

Market Facts, Inc., Arlington Heights, Ill., and Juno 
Online Services, an E-mail provider, will jointly launch a 
comprehensive interactive market research panel. The 
firms will solicit panel participation and conduct surveys 
over the Juno service. In the first year of operation, Market 
Facts and Juno expect to establish a respondent panel of 
20,000 subscribers, growing the panel to over 250,000 sub­
scribers within the next five years. In addition to building 
the online panel, Market Facts will also be able to survey 
Juno's general membership on behalf of clients. 

The Consumer's Voice, Inc., Syosset, N.Y., is now Jay 
L. Roth & Associates, Inc. The mailing address and tele­
phone numbers are unchanged. 

FGI, Inc., a Chapel Hill, N.C. , research provider, has 
opened · an office in Detroit. Allan Benedict and John 
Wargo, formerly ofNordhaus Research in Detroit, will join 
FGI as managing director and account director, respective­
ly, of the Detroit office. 0 
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Alexander + Parker 
30 Almaden Ct. 
San Francisco, CA 94118 
Ph. 415-751-0613 
Fax 415-751-3620 
E-mail: 
1 03054.304@compuserve.com 
Contact: Sherry Parker 
Observational/Ethnographic Rsch., 
Food/Bev. , Package Goods, 
Healthcare. 

Jeff Anderson Mktg. Rsch . 
Consulting 
1545 Hotel Circle S. , Ste. 130 
San Diego, CA 92108 
Ph. 619-566-3269 
Fax 619-295-6645 
E-mail: JAMRC@aol.com 
Contact: Jeff Anderson 
"Blending Art With Science. " Member 
QRCAIAMA. 

Asian Marketing Communication 
Research/Div. of H&AMCR, Inc. 
1301 Shoreway Rd., Ste. 100 
Belmont, CA 94002 
Ph. 650-595-5028 
Fax 650-595-5407 
E-mail: gateway@hamcr.com 
http://www.hamcr.com 
Contact: Dr. Sandra M.J. Wong 
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AutoPacific, Inc. 
12812 Panorama View 
Santa Ana, CA 92705-6306 
Ph. 714-838-4234 
Fax 714-838-4260 
E-mail: karxprt1 @ix.netcom.com 
Contact: George Peterson 
Auto Marketing & Product Experts. 
1300 Groups Moderate & Recruit. 
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580 White Plains Rd. 
Tarrytown, NY 10591 
Ph. 914-332-5300 
Fax 914-631 -8300 
E-mail: kpermut@baiglobal.com 
Contact: Kate Permut 
Innovative & Standard Approaches 
To Qual. Research. 

Best Practices Research 
Div. Meridian Business Resources, Inc. 
27140 Colo Hwy. 7 4 
Evergreen, CO 80439 
Ph. 303-670-7989 
Fax 303-670-7226 
Contact: Ron Riley 
Since 1983. F-1 000 Client List. 
Innovative. Solid 
Interviewing/Analysis. QRCA. 

David Binder Research 
44 Page St. , Ste. 401 
San Francisco, CA 94102 
Ph. 415-621-7655 
Fax 415-621-7663 
E-mail: DBRESEARCH@aol.com 
Contact: Ken Cappie 
Featuring The Perception Analyzer 
Automated Response System. 

Milton I. Brand Marketing 
Consultant 
20300 Civic Center Dr., Ste. 207 
Southfield, Ml 48076 
Ph. 810-223-0035 
Fax 810-223-0036 
E-mail: MILBRA@aol.com 
Contact: Milton Brand 
New Products - Qualitative Research 
& Consulting. 

Brittain Associates 
1788 Century Blvd. 
Atlanta, GA 30345 
Ph. 404-636-6155 
Fax 404-636-3633 
E -mai I: data@b rittai nassociates. com 
http://www.brittainassociates.com 
Contact: Bruce Brittain 
Custom Research Consultants. 
"Next-Step" Solutions. 

Burr Research/Reinvention 
Prevention 
4760 Fremont St. 
Bellingham, WA 98226 
Ph. 360-671-7813 
Fax 360-671-7813 
E-mail: BURRRESEAR@aol.com 
Contact: Robert L. Burr, FLMI, CLU 
Providing Answers Via Actionable 
Survey, Focus Group, And 1-on-1 
Research. Financial Services 
Consulting. 30+ Yrs. Experience. 

C&R Research Services, Inc. 
500 N. Michigan Ave., 12th Fl. 
Chicago, IL 60611 
Ph. 312-828-9200 
Fax 312-527-3113 
E-mail: info@crresearch.com 
Contact: Jim Flannery 
Leading Supplier Of Qual. Rsch. In 
The U.S. With Over 30 Yrs. Of 
Experience. 

Cambridge Associates, ltd. 
2315 Fairway Ln. 
Greeley, CO 80634 
Ph. 800-934-8125 
Fax 970-339-8313 
E-mail: walt_kendall@prodigy.com 
Contact: Walt Kendall 
Finest In Focus Grp. Prep. , Mod. & 
Analysis. Call To Discover The 
Difference. 
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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. 

Campos Market Research 
216 Blvd. of the Allies 
Pittsburgh, PA 15222 
Ph. 412-4 71 -8484 
Fax 412-471-8497 
E-mail : info@campos.com 
Contact: R. Yvonne Campos 
Full Service Mkt. Rsch. Firm -
Consumer & Bus. -to-Bus. 

CB&A Market Research 
1400 Westgate Center Dr., Ste. 200 
Winston-Salem, NC 27103 
Ph. 91 0-765-1234 
Fax 91 0-765-1109 
E-mail: cba@nr.infi.net 
http://www.cba@nr.infi.net 
Contact: Amy Anderson 
Full Service Marketing Research, 
State-of-the-Art Facilities. 

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

Colburn & Associates 
Research Triangle Park 
8421 Kempton Rd. 
Raleigh , NC 27615 
Ph. 919-847-6135 
Fax 919-676-4571 
E-mail: marketrsh@aol.com 
http://members.aol.com/marketrsh/in 
dex.html 
Contact: PaulL. Colburn 
Extensive Pharma Industry 
Experience, Focus Groups. 

Consumer Opinion Services 
12825-1 st Ave. South 
Seattle, WA 98168 
Ph. 206-241 -6050 
Fax 206-241-5213 
E-mail : cos-info@cosvc.com 
http://www.cosvc.com 
Contact: Jerry Carter 
Consumer, Business Groups and 
One-On-Ones. 

Cunningham Research Associates 
2828 W. Parker Rd ., Ste. B202 
Plano, TX 75075 
Ph. 972-596-4072 
Fax 972-964-3404 
E-mail: crasrch@airmail.net 
Contact: Mark W Cunningham 
Qual. & Quant. Rsch.: Consumer, 
Advg., Bus./Bus., Hi-Tech. 
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Daniel Associates Dolobowsky Qual. Svcs., Inc. Fader & Associates 
49 Hill Rd., Ste. 4 94 Lincoln St. 372 Central Park W., Ste. 7N Grieco Research Group, Inc. 
Belmont, MA 02178 Waltham, MA 02154 New York, NY 1 0025 850 Colorado Blvd., Ste. 203C 
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E-mail: sdaniel@earthlink.net &maii:Reva Dolobowsky@worldnet .att.ra Contact: Susan Fader Fax 213-254·3465 
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Data & Management Counsel, Inc. 919 N. Michigan/Ste. 3208 Boston, MA 02215 guskey & heckman, research 
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Actionable Results To Drive Your Unda@fitzpatrickmarketing.com Luxurious Focus Group Facility. 

Market Decisions. Elrick and Lavidge Contact: Linda Fitzpatrick Expert Recruiting. 
1990 Lakeside Parkway Since 1985, Expert In 

The Deutsch Consultancy Tucker, GA 30084 Marketing/Group Dynamics. Hispanic Market Connections, Inc. 

1500 N.W. 49th St., Ste. 532 Ph. 770-621-7600 5150 El Camino Real, Ste. D-11 

Ft. Lauderdale, FL 33309 Fax 770-621-7666 Focus Plus, Inc. Los Altos, CA 94022 

Ph. 954-938-9125 E-mail: elavidge@atl.mindspring.com 79 5th Avenue Ph. 415-965-3859 

Fax 954-771-5214 http://www.elavidge.com New York, NY 10003 Fax 415-965387 4 

E-mail: bideutsch@advize.com Contact: Carla Collis Ph. 212-675-0142 Contact: M. Isabel Valdes 

Contact: Barry Deutsch Full-Service National Capability. Fax 212-645-3171 Foe. Grps., Door-to-Door, Tel. 
E-mail: focusplus@msn.com Studies, Ethnographies. 

Dialectics Inc. Erlich Transcultural Consultants Contact: John Markham 
340 Minorca Ave., Ste. 4 21241 Ventura Blvd., Ste. 193 Impeccable Cons. & B-B Hispanic Marketing 

Coral Gables, FL 33134 Woodland Hills, CA 91364 Recruits/Beautiful New Facility. Communications 

Ph. 305-461-0544 Ph. 818-226-1333 Research/Div. of H&AMCR, Inc. 

Fax 305-461-0564 Fax 818-226-1338 Focused Solutions 1301 Shoreway Rd., Ste. 100 

E-mail: dialectics@shadow.net E-mail: Etcethnic@aol.com 907 Monument Park Cir., Ste. 203 
Belmont, CA 94002 

Contact: Andrew Erlich, Ph.D. Ph. 650-595-5028 
http://www.shadow.net/-dialectics Salt Lake City, UT 841 08 Fax 650-595-5407 
Contact: Deborah Biele Full Svc. Latino, Asian, African Amer., Ph. 801-582-9917 E-mail: gateway@hamcr.com 
Energy/Finance/Transportation/TraveV Amer. Indian Mktg. Rsch. Contact: Bill Sartain http://www.hamcr.com 
Education. 

Essential Resources 
30+ yrs. Exp.; 2500+ Groups with Contact: Dr. Felipe Korzenny 
U.S. & International Goods & Serv. Hisp. Bi-Ung.!Bf.Cult. Foe Grps. Anywhere 

Direct Feedback P.O. Box 781 In U.S. OrL.atinAmer.JQuan. Stli!It Cons. 
4 Station Square, Ste. 545 Livingston, NJ 07039 John Fox Marketing Consulting 
Pittsburgh, PA 15219 Ph. 973-740-0255 260 Northland Blvd. , Ste. 308B Kenneth Hollander Associates 
Ph. 412-394-3676 Fax 973-7 40-0267 Cincinnati, OH 45246 3490 Piedmont Rd., #424 

Fax 412-394-3660 E-mail: essresou@idt.net Ph. 513-771-3699 Atlanta, GA 30305 

Contact: Tara Hill Conroy Contact: L. Mundo Fax 513-772-5369 Ph. 404-231-4077 

Bus.-To-Bus/Consumer/Recruit/ Foe. Grps., Mod., /Dis, Surveys, E-mail: JonFoxMktg@aol.com Fax 404-231-0763 
Secondary Rsch., Ct. Contact: Bob Briggs 

Moderate/Report. Contact: John Fox Located In Heart Of Buckhead. 

FacFind, Inc. 
Ex-P&Ger With Mktg. Focus. Also 

Directions Data Research Does One-on-Ones. Horowitz Associates Inc. 
1111 Northshore Dr. 6230 Fairview Rd., Ste. 108 

1971 Palmer Avenue 
Knoxville, TN 37919-4046 Charlotte, NC 28210 GraffWorks Marketing Research Larchmont, NY 10538 
Ph. 423-588-9280 Ph. 704-365-8474 10178 Phaeton Dr. Ph. 914-834-5999 
Fax 423-588-9280 Fax 704-365·87 41 Eden Prairie, MN 55347 Contact: Howard Horowitz 
E-mail: Rbryant@directionsdata.com E-mail: facfind@aol.com Ph. 612-829-4640 CableNideo Marketing-
Contact: Rebecca Bryant Contact: Tracey Snead Fax 612-829-4645 Programming-Telecommunications-
Full Service: Medical/New Varied, Affordable Southern Contact: Carol Graff Internet. 

Product/PR/Exec.!Child/Teen. Generalists. Custom Marketing Research & New 
Business Development Consulting. 
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In Focus Consulting Bart Kramer & Associates Market Navigation, Inc. Michelson & Associates, Inc. 
2327 Blueridge Ave. 440 Wood Acres Dr. Teleconference Network Div. 1900 The Exchange, Ste. 360 
Menlo Park, CA 94025 East Amherst, NY 14051-1668 2 Prel Plaza Atlanta, GA 30339 
Ph. 415-854-8462 
Fax 415-854-4178 

Ph. 716-688-8653 Orangeburg, NY 10962 Ph. 770-955-5400 

E-mail: echardon@compuserve.com 
Fax 716-688-8697 Ph. 914-365-0123 Fax 770-955-5040 

Contact: Elena Chardon-Pietri, Ph.D. 
E-mail: kramer.associates@Nor1dnetatt.net Fax 914-365-0122 E-mail: focus@onramp.net 

Bilingual, Eng. & Spanish, Qual. & Contact: Barton J. Kramer E-mail: Ezukergo@mnav.com http://www.michelson.com/research 

Quant. Rsch., Wide Range Design/Execution Of New/Improved http://www. m nav.com Contact: Mark L. Michelson 

lndus./Mkts. Product Research. Contact: Eve Zukergood Much More Than Moderati6n 
Med., Bus. -to-Bus., Hi-Tech, /ndust., Nat'!. Fuii-Svc. Quai./Quant. 

Irvine Consulting, Inc. Lachman Research & Mktg. Svces. Ideation, New Prod., Tel. Groups. 
2207 Lakeside Drive 2934 1/2 Beverly Glen Cir., Ste. 119 Francesca Moscatelli 
Bannockburn, IL 60015 Los Angeles, CA 90077 Market Research Associates 506 Ft. Washington Ave., 3C 
Ph. 847-615-0040 Ph. 310-474-7171 2082 Business Center Dr., Ste. 280 New York, NY 10033 
Fax 847-615-0192 Fax 310-446-4758 Irvine, CA 92612 Ph. 212-740-2754 
E-mail: DBSG96A@prodigy.com E-mail: rflachman@aol.com Ph. 714-833-9337 Fax 212-923-7949 
Contact: Ronald J. Irvine 
Pharm/Med: Custom Global 

Contact: Roberta Lachman Fax 714-833-211 0 E-mail: romanaaa@aol.com 

Quan./Qual. Res. & Facility. 
Advg. & Mktg. Focus Groups and Contact: Barbara Fields Contact: Francesca Moscatelli 
One-on-Ones. Cons./ Business-to- Customized, Creative Research Latino Bi-Lingual/Bi-Cultural Groups; 

JRH Marketing Services, Inc. Business. Designed For Actionable Findings. QRCA Member. 

29-27 41st Ave. (Penthouse) 
Leichliter Associates Mktg. Rsch./ Marketing Matrix, Inc. New York, NY 111 01 Nevada Market Research 

Ph. 718-786-9640 Idea Development 2566 Overland Ave., Ste. 716 2050 W. Warm Springs Rd., Ste. 424 

Fax 718-786-9642 P.O. Box 788 FOR Station Los Angeles, CA 90064 Henderson, NV 89014 

E-mail: New York, NY 10150-0788 Ph. 310-842-8310 Ph. 702-451-8210 

72114.1500@compuserve.com Ph. 212-753-2099 Fax 310-842-7212 Fax 702-451-8215 

Contact: J. Robert Harris II Fax 212-753-2599 E-mail: mmatrix@primenet.com E-mail: NMResearch@aol.com 

Founded 1975. Check Out The Rest E-mail: leichliter@aol.com Contact: Marcia Selz Contact: Vivian Scott 

But Use The Best! Contact: Betsy Leichliter Foe. Grps., In-Depth lntvs. & Surveys Consumer, Business, Seniors, 

Innovative Exploratory Rsch./ldea For Financial Svce. Companies. Students, One-On-Ones. 

Just The Facts, Inc. Development. Offices NY & Chicago. The New Marketing Network 
P.O. Box 365 Markinetics, Inc. 225 W. Ohio St. 
Mt. Prospect, I L 60056 Low +Associates, Inc. P.O. Box 809 Chicago, IL 60610-4119 
Ph. 847-506-0033 (Formerly Nancy Low & Assoc. , Inc.) Marietta, OH 45750 Ph. 312-670-0096 
Fax 847-506-0018 5454 Wisconsin Ave., Ste. 1300 Ph. 614-37 4-6615 Fax 312-670-0126 
E-mail: JTFacts@islandnet.com Chevy Chase, MD 20815 Fax 614-374-3409 E-mail: NewMktg@aol.com 

http://www.just-the-facts.com Ph. 301-951-9200 E-mail: coleman@markinetics.com Contact: Priscilla Wallace 

Contact: Bruce Tinckne/1 Fax 301-986-1641 Contact: Donna Coleman Creative, Strategic and Results 

We Find The Facts!!! Fuii-Svc., Camp. E-mail: research@lowassociates.com Custom Primary Research, All Qual. Oriented Moderator. 

Intel., Mktg. Cnsltg. Actionable Contact: Nan Russell Hannapel & Quant. Methods. 

Results. Health!Fin./Cust. Sat. Upscale FG Northwest Research Group, Inc. 
Facility. Recruit from MD, DC, No. VA. MCC Qualitative Consulting 400 108th Ave., N.E., Ste. 200 

Kerr & Downs Research 100 Plaza Dr. Bellevue, WA 98004 

2992 Habersham Dr. Macro International Secaucus, NJ 07094 Ph. 206-635-7481 

Tallahassee, FL 32308 11785 Beltsville Dr. Ph. 201-865-4900 or 800-998-4777 Fax 206-635-7 482 

Ph. 850-906-3111 Calverton, MD 20705-3119 Fax 201-865-0408 
E-mail: ethertn@nwrg.com 

Fax 850-906-3112 Ph. 301-572-0200 Contact: Andrea Schrager 
http://www.nwrg.com 
Contact: Jeff Etherton 

E-mail: PD@kerr-downs.com Fax 301-572-0999 Insightful, Innovative, lmpactfu/, Facilities, Moderating, Full-Service 
http://www.kerr-downs.com E-mail: halverson@macroint.com Action-Oriented Team Approach. Market Research. 

Contact: Phillip Downs Contact: Lynn Halverson 

Master Moderator - The Moderator Large Staff of Trained Moderators Meczka Marketing/Research/Consulting Outsmart Marketing 

Makes or Breaks a Focus Group. Available in Many Areas. 5757 W. Century Blvd., Lobby Level 2840 Xenwood Ave. 
Los Angeles, CA 90045 Minneapolis, MN 55416 

KidFactssM Research Market Access Partners Ph. 310-670-4824 Ph. 612-924-0053 

3331 W. Big Beaver Rd., Ste. 114 Genesee Center One Fax 310-410-0780 Contact: Paul Tuchman 

Troy, Ml48084 602 Park Point Dr., Ste. 100 Contact: Michael Meczka Helping You "Outsmart" Your 

Ph. 248-816-6772 Golden, CO 80401 Quai.!Quant. Rsch. 25 Yrs. Exp. Competition. 

Fax 248-816-6772 Ph. 800-313-4393 Recruit & Facility. 

Contact: Dana Blackwell Fax 800-420-8193 Perception Research Services, Inc. 

Qual. & Quan: Specialty Kids/Teens. Contact: Mary C. Goldman Medical Marketing Research, Inc. 
One Executive Dr. 

Prod./Pkg./Advtg. Specialists In New Prod. Deve., 1201 Melton Ct. 
Ft. Lee, NJ 07024 

Medical, Hi-Tech, Executive. Raleigh, NC 27615 
Ph. 201-346-1600 
Fax 201-346-1616 

Knowledge Systems & Research, Ph. 919-870-6550 E-mail: prseye@aol.com 
Inc. Market Development, Inc. Fax 919-848-2465 http://www.prsresearch.com 
500 South Salina St., Ste. 900 600 B St., Ste. 1600 E-mail: 1 03677.1312@lcompuserve.com Contact: Joe Schurtz 

Syracuse, NY 13202 San Diego, CA 92101 Contact: George Matijow Expertise In Packaging & 

Ph. 315-470-1350 Ph. 619-232-5628 Specialist, Medicai/Pharm. 20 yrs. Direct/Internet Marketing. 

Fax 315-471-0115 Fax 619-232-0373 Healthcare Exp. 

E-mail: HQ@krsinc.com E-mail: lnfo@mktdev.com Performance Research 

http://www.krsinc.com http://www.info@mktdev.com MedProbe, Inc. 25 Mill St. 

Contact: Lynn Van Dyke Contact: Laurie Elliot 600 S. Hwy. 169, Ste. 1410 Newport, Rl 02840 

Full Svce. All Expertise In-House. U.S. Hisp./Latin Amer., Offices In NY, Minneapolis, MN 55426-1218 Ph. 401-848-0111 

Strategic Focus. Bus. to Bus. All Mexico City. Ph. 612-540-0718 Fax 401-848-011 0 

Industries. Fax 612-540-0721 E-mail: focus@performanceresearch. com 
Contact: Asta Gersovitz, Pharm.D. http://www.performanceresearch.com 
MedProbe Provides Full Service Contact: William Doyle 
Custom Market Research. Corporate Sponsorship Of Major 

Sports And Special Events. 
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Qualitative Applied Research Sll: Worldwide Marketing Services Sundberg-Ferar, Inc. Valley Research, Inc. 
20808 Aspenwood Ln. 7601 N. Federal Hwy., Ste. 205-B 4359 Pineview Dr. 1800 S.W. Temple, Ste. A226-1 
Gaithersburg, MD 20879 Boca Raton, FL 33487 Walled Lake, Ml 48390-4129 Salt Lake City, UT 84115-1851 
Ph. 301-670-9320 Ph. 561-997-7270 Ph. 248-360-5596 Ph. 801-467-4476 
Fax 301-670-0696 Fax 561-997-5844 Fax 248-360-6900 Fax 801-487-5820 
E-mail: QARESEARCH@aol.com E-mail: sil@siltd.com E-mail: indesign@sundbergf.com E-mail: dennis.valley@aros.net 
Contact: Suzanne M. Beck http://www.siltd.com http://www.sundbergf.com http: ww.valley-research.com 
Gons./Bus. Focus Grps. - Adv./New Contact: Timm Sweeney Contact: Ron Cieri Contact: Dennis L. Guiver 
Prod. Dev./Telecom. - QRGA!MRA. Qualitative Specialists Since 1983. Prod. Design & Development; Qual. 30 Yrs. Exp. Ortek 

Business-to-Business & Rsch. Serv. & Facility. Discrete/Continuous System. 
Research Connections, Inc. International. 
414 Central Ave. Target Market Research Group, Inc. Widener-Burrows & Associates, Inc. 
Westfield, NJ 07090 James Spanier Associates 4990 S. W. 72 Ave., Ste. 11 0 130 Holiday Ct., Ste. 108 
Ph. 908-232-2723 120 East 75th St. Miami, FL 33155-5524 Annapolis, MD 21401 
Fax 908-654-9364 New York, NY 10021 Ph. 800-500-1492 Ph. 410-266-5343 
http://www.researchconnections.com Ph. 212-472-3766 Fax 305-661-9966 Fax 410-841-6380 
Contact: Amy J. Yoffie Contact: Julie Horner E-mail: martin_cerda@tmrgroup.com E-mail: WBandA@aol.com 
Online Foe. Grps., Nafl/lnt'l., Rec. Online Focus Groups And One-On-Ones In http://www.tmrgroup.com Contact: Dawne Widener-Burrows 
by Phone or Internet Panel, Web Site Eva/. Broad Range Of Categories. Contact: Martin Gerda Four Moderators on Staff Spec. in 

Hispanic Oua/./Ouant. Research- Health Care, Fin. Svcs., Adv. Rsch. 
Research Data Services, Inc. Spiller & Reeves Research National Capability. 
600 S. Magnolia Ave., Ste. 350 950 S. Tamiami Trail, #208 

Thorne Creative Research Susan M. Williams Research & 
Tampa, FL 33606 Sarasota, FL 34236 Discovery USA 
Ph. 813-254-2975 Ph. 941-954-3367 Eastview Technology Center 

5300 Ridgeview Circle #8 
Fax 813-254-2986 Fax 941-951-1576 350 Main St., 231 

El Sobrante, CA 94803 
E-mail: KlagesMktg@aol.com E-mail: Killinme@aol.com Ph. 914-328-5859 

Ph. 510-222-9515 
Contact: Walter Klages, Ph.D. Contact: Kendall Gay Fax 914-328-3729 

Fax 510-758-7582 
Full Service Qualitative & Quantitative Medical/Pharmaceutical, Agriculture E-mail: ginat@compuserve.com 

E-mail: swillims@pacbell.net Contact: Gina Thorne Market Research. ORCA Member. & Veterinary. 
Sensitive Issues/Actionable Results Contact: Susan Williams 
With Kids, Teens, and Hi-Tech. 17 Years Medical: 

Research Options, Inc. Strategic Focus, Inc. Drs./PharmDs/RNs/Patients/Mgd. 
90 Rockland St. 6456 N. Magnolia Ave. Treistman & Stark Marketing, Inc. Care. Hanover, MA 02339 Chicago, IL 60626 Two University Plaza, Ste. 301 Ph. 617-826-7511 Ph. 312-973-4 729 Hackensack, NJ 07601 Wolf/Aitschui/Callahan, Inc. Fax 617-826-7 433 Fax 312-973-0378 Ph. 201-996-0101 60 Madison Ave. E-mail: dave@researchoptions.com E-mail: DonaJ@aol.com Fax 201-996-0068 New York, NY 1 001 0 http://www.researchoptions.com Contact: Dona Vitale E-mail: tsmi@carroll.com Ph. 212-725-8840 Contact: David Hoyle Creative Insights tor Contact: Joan Treistman Fax 212-213-9247 Exp. In Health, Fitness & Sports- Mktg./Advertising Strategy. ENVISION™, Other Approaches For Contact: Judi Lippert Related Industries. Creative Insight. Senior Moderators - 25 Years 

Strategy Research Corporation Experience. Pamela Rogers Research 1 00 N.W. 37 Avenue V & l Research and Cnsltg., Inc. 2759 Fourth St. Miami, FL 33125 4294 Memorial Dr., Ste. D Yarnell, Inc. Boulder, CO 80304 Ph. 305-649-5400 Decatur, GA 30032 110 Sutter St., Ste. 811 Ph. 303-443-3435 Fax 305-649-6312 Ph. 404-298-0139 San Francisco, CA 94104 Fax 303-443-3621 E-mail: strategy@icanect.net Fax 404-298-0026 Ph. 415-434-6622 E-mail: rogela@aol.com http://www.icanect.net/strategy E-mail: Fax 415-434-0475 Contact: Pamela Rogers Contact: Be/kist Padilla VLResearch@mindspring.com E-mail: SYarneii@Yarnell-Adver., Med., TeleCom., New Prod. Serving All U.S. Hispanic Markets & Contact: Dydra Virgil Research.com Grps./1-1 :S Since 1985. Latin America. Atrican-Amer. Mod.- Focus Grps./1- Contact: Steven M. Yarnell, Ph.D. 

Paul Schneller - Qualitative on-1s. Fuii-Svc.: Design, Mod., Report. New Product Development & 
Sunbelt Research Associates, Inc. Positioning. HW/SW Companies. 300 Bleecker St., 3rd fl. 1001 N. U.S. One, Ste. 310 

New York, NY 1 0014 Jupiter, FL 33477 
Ph. 212-675-1631 Ph. 561-7 44-5662 
Contact: Paul Schneller Contact: Barbara L. Allan 
Full Array: Ads/Pkg Gds/Rx!B-to- 20+ Years Exp.; Business & 
Blldeation (14+ Years). Consumer Studies; Nat'/. & tnt'/. Exp. 

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

California 
Alexander + Parker 
Jeff Anderson Mktg. Rsch. 
Consulting 
Asian Marketing 

Communication Research 
AutoPacific, Inc. 
David Binder Research 
Erlich Transcultural Consultants 
Grieco Research Group, Inc. 
Hispanic Market Connections 

January 1998 

Hispanic Marketing 
Communication Research 

In Focus Consulting 
Lachman Research & Marketing Svces. 
Market Development, Inc. 
Market Research Associates 
Marketing Matrix, Inc. 
Meczka 
Marketing/Research/Consulting 
Susan M. Williams Rsch. & Discovery USA 
Yarnell, Inc. 

www.quirks.com 

Colorado 
Best Practices Research 
Cambridge Associates, Ltd. 
Market Access Partners 
Pamela Rogers Research 

Florida 
The Deutsch Consultancy 
Dialectics Inc. 
Kerr & Downs Research 
Research Data Services, Inc. 
SIL: Worldwide Marketing Services 

Spiller & Reeves Research 
Strategy Research Corporation 
Sunbelt Research Associates, Inc. 
Target Market Research Group, Inc. 

Georgia 
Brittain Associates 
Elrick and Lavidge 
Kenneth Hollander Associates 
Michelson & Associates, Inc. 
V & L Research and Cnsltg., Inc. 
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Illinois KidFactsSM Research JRH Marketing Services, Inc. Data & Management Counsel, Inc. 

C&R Research Services, Inc. Sundberg-Ferar, Inc. Knowledge Systems & Research, Inc. Direct Feedback 

Doyle Research Associates Bart Kramer & Associates guskey & heckman, research cnslts. 

The Eisenmann Group 
Minnesota Leichliter Assoc. Mktg. RschJidea Dev. 

Irvine Consulting, Inc. Cambridge Research, Inc. Market Navigation, Inc. Rhode Island 
Just The Facts, Inc. GraffWorks Marketing Research Francesca Moscatelli Performance Research 

Leichliter Assoc. Mktg. Rsch./ldea Dev. MedProbe, Inc. Paul Schneller- Qualitative 

The New Marketing Network Outsmart Marketing James Spanier Associates Tennessee 
Strategic Focus, Inc. Thorne Creative Research Directions Data Research 

Nevada Wolf/Aitschui/Callahan, Inc. 

Maryland Nevada Market Research North Carolina 
Texas 

Hammer Marketing Resources New Jersey CB&A Market Research 
Cunningham Research Associates 

Low+ Associates, Inc. Decision Analyst, Inc. 
Macro International Essential Resources Colburn & Associates First Market Research Corp. (Heiman) 
Qualitative Applied Research MCC Qualitative Consulting D/R/S HealthCare Consultants 

Widener-Burro't'S & Associates, Inc. Perception Research Services, Inc. FacFind, Inc. Utah 
Research Connections, Inc. Medical Marketing Research, Inc. Focused Solutions 

Massachusetts Treistman & Stark Marketing, Inc. Ohio Valley Research, Inc. 

Daniel Associates New York John Fox Marketing Consulting Washington Dolobowsky Qual. Svcs., Inc. 
Rrst Market Research Corp. (Reynolds) BAIGiobal Inc. Pat Henry Market Research, Inc. Burr Research/Reinvention 
Research Options, Inc. Decision Drivers Markinetics, Inc. Prevention 

Fader & Associates Pennsylvania Consumer Opinion Services 
Michigan Linda Fitzpatrick Rsch. Svcs. Corp. Northwest Research Group, Inc. 

Milton I. Brand Marketing Consultant Focus Plus, Inc. Campos Market Research 
Horowitz Associates, Inc. CJRobbins 

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

ADVERTISING Strategy Research Corporation Direct Feedback 

Jeff Anderson Mktg. Rsch. Consulting Fader & Associates COMPUTERS/MIS 
Best Practices Research ASIAN First Market Research Corp. (Heiman) C&R Research Services, Inc. 
David Binder Research Linda Fitzpatrick Rsch. Svcs. Corp. Cambridge Associates, Ltd. 
Milton I. Brand Marketing Consultant 

Asian Marketing Pat Henry Market Research, Inc. Daniel Associates Communication Research Just The Facts, Inc. C&R Research Services, Inc. Asian Perspective, Inc. Knowledge Systems & Research, Inc. 
Fader & Associates 

Cambridge Associates, Ltd. Data & Management Counsel, Inc. Markinetics, Inc. 
First Market Research Corp. (Heiman) 

Cambridge Research, Inc. Erlich Transcultural Consultants MCC Qualitative Consulting 
Leichliter Assoc. Mktg. Rschlldea Dev. 

CJRobbins 
Paul Schneller - Qualitative 

SIL: Worldwide Marketing Services 
Decision Drivers ASSOCIATIONS SIL: Worldwide Marketing Services 

James Spanier Associates 
Dolobowsky Qual. Svcs., Inc. Yarnell, Inc. 
Erlich Transcultural Consultants Low+ Associates, Inc. Yarnell, Inc. 

Fader & Associates 
CABLE CONSUMERS 

First Market Research Corp. (Reynolds) AUTOMOTIVE Best Practices Research 
Kenneth Hollander Associates AutoPacific, Inc. Creative & Response Svces., Inc. C&R Research Services, Inc. 
Outsmart Marketing C&R Research Services, Inc. Consumer Opinion Services 
Performance Research Erlich Transcultural Consultants CHILDREN Decision Drivers 
Paul Schneller - Qualitative Matrixx Marketing-Research Div. C&R Research Services, Inc. The Eisenmann Group 
Qualitative Applied Research Perception Research Services, Inc. Doyle Research Associates Pat Henry Market Research, Inc. 
SIL: Worldwide Marketing Services Fader & Associates Just The Facts, Inc. 
Strategy Research Corporation BIO-TECH Just The Facts, Inc. Knowledge Systems & Research, Inc. 
Treistman & Stark Marketing, Inc. 

Irvine Consulting, Inc. KidFactssM Research Macro International 
V & L Research and Cnsltg., Inc. Macro International 
Widener-Burrows & Associates, Inc. Market Navigation, Inc. 

Matrixx Marketing-Research Div. CORPORATE Wolf/Aitschui/Callahan, Inc. MedProbe, Inc. 
Medical Marketing Research, Inc. Outsmart Marketing SPONSORSHIP Thorne Creative Research 

AFRICAN-AMERICAN 
BUS.-TO-BUS. Performance Research 

Erlich Transcultural Consultants COMMUNICATIONS 
JRH Marketing Services, Inc. Access Research, Inc. 

RESEARCH CUSTOMER 
V & L Research and Cnsltg., Inc. BAIGiobal Inc. 

SATISFACTION Best Practices Research Access Research, Inc. 

AGRICULTURE Brittain Associates Cambridge Associates, Ltd. BAIGiobal Inc. 

Cambridge Associates, Ltd. 
C&R Research Services, Inc. Performance Research Best Practices Research 
Cambridge Associates, Ltd. David Binder Research 

Cambridge Research, Inc. Cambridge Research, Inc. Elrick and Lavidge 

ALCOHOLIC BEV. 
Campos Market Research COMPUTERS Fader & Associates 
Consumer Opinion Services 

HARDWARE 
guskey & heckman, research con-

C&R Research Services, Inc. Data & Management Counsel, Inc. sultants 
Perception Research Services, Inc. The Deutsch Consultancy Leichliter Assoc. Mktg. Rsch./ldea Dev. Low + Associates, Inc. 
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Markinetics, Inc. FOOD HOUSEHOLD MODERATOR TRAINING 
Research Data Services, Inc. PRODUCTS/NUTRITION PRODUCTS/CHORES Cambridge Associates, Ltd. 

DIRECT MARKETING Alexander + Parker Paul Schneller - Qualitative Macro International 

BAIGioballnc. 
BAIGiobal Inc. 

NATURAL HEALTH C&R Research Services, Inc. IDEA GENERATION Best Practices Research CJRobbins CARE/REMEDIES Perception Research Services, Inc. Analysis Research Ltd. 
Just The Facts, Inc. BAIGioballnc. Focused Solutions 

DISCRETE 
KidFactssM Research Best Practices Research 
Leichliter Assoc. Mktg. RschJidea Dev. C&R Research Services, Inc. NEW PRODUCT DEV. CHOICE/CONJOINT Macro International Cambridge Associates, Ltd. 

Yarnell, Inc. The New Marketing Network Dolobowsky Qual. Svcs., Inc. 
Jeff Anderson Mktg. Rsch. Consulting 

Outsmart Marketing Doyle Research Associates 
BAIGiobal Inc. 

Perception Research Services, Inc. Best Practices Research 
DISTRIBUTION Paul Schneller- Qualitative 

Elrick and Lavidge Milton I. Brand Marketing Consultant 
Burr Research/Reinvention John Fox Marketing Consulting Brittain Associates 

Prevention FOOTWEAR 
Just The Facts, Inc. C&R Research Services, Inc. 

GraffWorks Marketing Research Leichliter Assoc. Mktg. RschJidea Dev. Cambridge Associates, Ltd. 
Best Practices Research Matrixx Marketing-Research Div. CJRobbins 

EDUCATION 
Paul Schneller - Qualitative Daniel Associates 

HEALTH & BEAUTY SIL: Worldwide Marketing Services Data & Management Counsel , Inc. Cambridge Associates, Ltd. 
PRODUCTS Dolobowsky Qual. Svcs., Inc. Just The Facts, Inc. IMAGE STUDIES 
BAIGiobal Inc. Doyle Research Associates 

ELECTRONICS Qualitative Applied Research Cambridge Associates, Ltd. Elrick and Lavidge 
Fader & Associates 

Leichliter Assoc. Mktg. RschJidea Dev. Paul Schneller - Qualitative 
INDUSTRIAL First Market Research Corp. (Heiman) Thorne Creative Research 
First Market Research Corp. (Heiman) Kenneth Hollander Associates 

ENTERTAINMENT HEALTH CARE Market Navigation, Inc. Just The Facts, Inc. 
KidFactssM Research Performance Research 

Alexander + Parker SIL: Worldwide Marketing Services 
Bart Kramer & Associates 

ETHNOGRAPHIC Jeff Anderson Mktg. Rsch. Consulting 
INSURANCE Leichliter Assoc. Mktg. RschJidea Dev. 

David Binder Research Market Access Partners 
RESEARCH Colburn & Associates Brittain Associates The New Marketing Network 
Alexander + Parker Directions Data Research Burr Research/Reinvention Outsmart Marketing 

Dolobowsky Qual. Svces., Inc. Prevention Qualitative Applied Research 

EXECUTIVES D/RIS HealthCare Consultants Erlich Transcultural Consultants Paul Schneller - Qualitative 
Elrick and Lavidge Low+ Associates, Inc. Spiller & Reeves Research 

BAIGiobal Inc. Erlich Transcultural Consultants Sundberg-Ferar, Inc. 
Brittain Associates The Eisenmann Group INTERACTIVE PROD./ 
C&R Research Services, Inc. First Market Research Corp. (Reynolds) SERVICES/RETAILING NON-PROFIT Decision Drivers Irvine Consulting , Inc. 
Dolobowsky Qual. Svcs., Inc. Knowledge Systems & Research, Inc. Leichliter Assoc. Mktg. RschJidea Dev. David Binder Research 
Fader & Associates Low+ Associates, Inc. Research Connections, Inc. Doyle Research Associates 
First Market Research Corp. (Heiman) Macro International Performance Research 
John Fox Marketing Consulting Market Access Partners INTERNET OBSERVATIONAL Paul Schneller - Qualitative Market Navigation, Inc. Knowledge Systems & Research, Inc. SIL: Worldwide Marketing Services Matrixx Marketing-Research Div. Research Connections, Inc. Doyle Research Associates 
Strategy Research Corporation MedProbe, Inc. 

FINANCIAL SERVICES 
Medical Marketing Research, Inc. INTERNET SITE DEV. ONLINE FOCUS 
Research Options, Inc. GROUPS 

Jeff Anderson Mktg. Rsch. Consulting Spiller & Reeves Research Perception Research Services, Inc. 

BAIGiobal Inc. Strategy Research Corporation Research Connections, Inc. 

Best Practices Research V & L Research and Cnsltg. , Inc. INVESTMENTS Thorne Creative Research 

Brittain Associates Widener-Burrows & Associates, Inc. The Deutsch Consultancy 
Burr Research/Reinvention Susan M. Williams Rsch. & Disc. USA PACKAGED GOODS 

Prevention LATIN AMERICA BAIGioballnc. 
C&R Research Services, Inc. HISPANIC Best Practices Research Best Practices Research 
Cambridge Associates, Ltd . Data & Management Counsel , Inc. Market Development, Inc. C&R Research Services, Inc. 
Cambridge Research , Inc. Erlich Transcultural Consultants CJRobbins 
The Deutsch Consultancy Hispanic Market Connections, Inc. MANUFACTURING Doyle Research Associates 
Dolobowsky Qual. Svcs., Inc. Hispanic Marketing Just The Facts, Inc. 
Elrick and Lavidge Communication Research Best Practices Research Thorne Creative Research 
The Eisenmann Group In Focus Consulting 
Fader & Associates Market Development, Inc. MEDICAL PROFESSION PACKAGE DESIGN 
First Market Research Corp. (Reynolds) Francesca Moscatelli Cambridge Associates, Ltd. RESEARCH Low+ Associates, Inc. Strategy Research Corporation Colburn & Associates 
Marketing Matrix, Inc. Target Market Research Group, Inc. D/R/S HealthCare Consultants Perception Research Services, Inc. 
Matrixx Marketing-Research Div. Pat Henry Market Research, Inc. Treistman & Stark Marketing, Inc. 
MCC Qualitative Consulting HI-TECH Matrixx Marketing-Research Div. 
SIL: Worldwide Marketing Services 

Market Navigation, Inc. MedProbe, Inc. PARENTS 
James Spanier Associates 

Research Connections, Inc. Medical Marketing Research, Inc. Fader & Associates 
Widener-Burrows & Associates, Inc. 

Perception Research Services, Inc. Paul Schneller- Qualitative 

Thorne Creative Research Susan M. Williams Rsch. & Disc. USA 
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PET PRODUCTS Rrst Market Research Corp. (Heiman) Fader & Associates TOYS/GAMES 
Cambridge Research, Inc. KidFactssM Research Fader & Associates 

RETAIL Matrixx Marketing-Research Div. KidFactssM Research 
PHARMACEUTICALS Pat Henry Market Research, Inc. MCC Qualitative Consulting 

Performance Research 
BAIGiobal Inc. Knowledge Systems & Research, Inc. 

Thorne Creative Research TRANSPORTATION SER· 
C&R Research Services, Inc. Leichl~er Assoc. Mktg. Rschlldea Dev. VICES MCC Qualitative Consulting Cambridge Associates, Ltd. TELECOMMUNICATIONS Low+ Associates, Inc. 
Colburn & Associates 

SENIORS BAIGiobal Inc. Markinetics, Inc. 
D/RIS HealthCare Consultants 

Daniel Associates SIL: Worldwide Marketing Services 
Kenneth Hollander Associates Fader & Associates 
Irvine Consulting, Inc. Elrick and Lavidge Strategic Focus, Inc. 

Macro International SERVICES Erlich Transcultural Consultants 

Market Navigation, Inc. First Market Research Corp. (Heiman) TRAVEL 
MCC Qualitative Consulting 

guskey & heckman, research con- Knowledge Systems & Research, Inc. Best Practices Research 
MedProbe, Inc. 

sultants Linda Fitzpatrick Rsch. Svcs. Corp. Cambridge Associates, Ltd. 
Medical Marketing Research, Inc. Horowitz Associates Inc. Performance Research 
Paul Schneller - Qualitative SMALL BUSINESS/ MCC Qualitative Consulting Research Data Services, Inc. 
Spiller & Reeves Research ENTREPRENEURS Qualitative Applied Research SIL: Worldwide Marketing Services 
Susan M. Williams Rsch. & Disc. USA Brittain Associates 

Strategy Research Corporation James Spanier Associates 

POLITICAUSOCIAL 
Linda Fitzpatrick Rsch. Svcs. Corp. TELECONFERENCING UTILITIES Leichl~er Assoc. Mktg. Rschlldea Dev. 

RESEARCH Strategy Research Corporation Cambridge Research, Inc. Cambridge Associates, Ltd. 

Cambridge Associates, Ltd. 
Yarnell, Inc. Fader & Associates 

TELEPHONE FOCUS Knowledge Systems & Research, Inc. 
Francesca Moscatelli SOFT DRINKS, BEER, GROUPS 
POSITIONING WINE C&R Research Services, Inc. WEALTHY 

RESEARCH C&R Research Services, Inc. Cambridge Associates, Ltd. Brittain Associates 

Cambridge Associates, Ltd. Doyle Research Associates The Deutsch Consultancy 
Paul Schneller - Qualitative Grieco Research Group, Inc. Market Navigation, Inc. Strategy Research Corporation 

Strategy Research Corporation Medical Marketing Research, Inc. 
PUBLIC POLICY RSCH. MedProbe, Inc. YOUTH 
David Binder Research SPORTS Fader & Associates 
Cambridge Associates, Ltd. Performance Research TELEVISION Macro International 

Research Options, Inc. Best Practices Research Outsmart Marketing 
PUBLISHING 
Best Practices Research TEENAGERS TOURISM/HOSPITALITY 
Cambridge Associates, Ltd. C&R Research Services, Inc. Research Data Services, Inc. 
The Eisenmann Group Doyle Research Associates 

New issue for 1998 

One more reas 
for mark 

·s your source 
i formation. 
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1998 MYSTERY SHOPPING DIRECTORY 
Codes 

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

A 0 C Marketing Research 
10100 Park Cedar Dr., Ste. 100 
Charlotte, NC 28210 
Ph. 704-341-.0232 
Fax 704-341-0234 
Locally - Data collection/Field service 
B, F, R, RT 

A One Research , Inc. 
2800 Coyle St. 
Brooklyn , NY 11235 
Ph. 718-646-1721 
Fax 718-934-9833 
Nationally - Data collection/Field service 
B, E, F, H, R, RT, S 

A.I.M. Field Service 
1428 E. Semoran Blvd ., Ste. 104 
Apopka, FL 32703 
Ph. 407-886-5305 or 407-886-5365 
Fax 407-884-0333 
Regionally - Data collection/Field service 
E, F, H, R, RT, S 

62 

ACA Research Pty Ltd 
Level 5, 121 Walker Street 
North Sydney, NSW 2060 
Australia 
Ph. 61-2-9955-1966 
Fax 61-2-9955-6293 
http://www.acaresearch.com.au 
Martin Conboy 
Regionally - Full service 
B, F, R, RT, S 

Accurate Data Marketing, Inc. 
1247 Milwaukee Ave., Ste. 200 
Glenview, IL 60025 
Ph. 847-390-7777 
Fax 847-390-7849 
E-mail: AcurData@aol.com 
Regionally - Data collection/Field service 
E, F, H, R, RT 

Action Research 
3 Baldwin Ave. 
S. Burlington, VT 05403 
Ph. 802-862-4370 or 800-545-7168 
Fax 802-862-2349 
E-mail : samo@actionr.com 
http://www.actionr.com 
Samuel P. Osborne, President 
Regionally - Full service 
E, F, H, R, RT, S 

Alar Market Research 
4320 Delta Lake Dr. 
Raleigh, NC 27612 
Ph. 919-571-7977 
Fax 919-571-7675 
E-mail : A06099@aol.com 
Jean Freeman, Director of Operations 
Locally - Data collection/Field service 
B, E, F, H, R, RT, S 

Arizona Market Research 
Div. of Ruth Nelson Research 
10220 N. 31st. Ave ., Ste. 122 
Phoenix, AZ 85051-9562 
Ph . 602-944-8001 
Fax 602-944-0130 
E-mail : rnncmrs@aol.com 
http://www.ruthnelsonresearchsvcs.com 
Ruth Nelson, President 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

Assistance in Marketing, Inc. 
11890 Montgomery Rd. 
Cincinnati , OH 45249 
Ph. 513-683-6600 
Fax 513-683-9177 
E-mail : PBBV03A@Prodigy.com 
Irwin Weinberg, Vice President 
Locally - Data collection/Field service 
E, F, R, RT, S 

& ASSOC I A T ES . I NC. 

What You Need To Know. 
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UDITS & 
URVEYS 

RLDWIDE Science lor the Art of Marketing 

Audits & Surveys Worldwide 
The Audits & Surveys Building 
650 Avenue of the Americas 
New York, NY 1 0011 
Ph. 212-627-9700 or 800-274-3577 
Fax 212-627-2034 
E-mail : fwinkel@surveys.com 
http://www.surveys.com 
Fred Winkel 
Internationally - Full service 
B, E, F, H, R, RT, S 

Audits & Surveys Worldwide, one of the world's 
largest marketing research firms, has worked 
with most Fortune 500 corporations over the 
course of 45 years. Our field force serves clients ' 
needs through a worldwide network of offices 
that supervise operations in more than 70 coun­
tries. The Customer Satisfaction Division offers a 
full range of research services: mystery shopper 
studies customer satisfaction studies, outbound 
and inb'ound IVR, employee satisfaction studies, 
benchmarking and competitor comparison stud­
ies and full qualitative services. ASW also offers 
services in communication, education, training , 
awards and incentives. 
(See advertisement on p. 65) 

Automotive Insight, Inc. 
58 Egbert St. 
Bay Head, NJ 08742 
Ph. 732-295-2511 
Fax 732-295-2514 
Internationally - Full service 
RT, S 

BAIGioballnc. 
580 White Plains Rd. 
Tarrytown , NY 10591 
Ph. 914-332-5300 or 914-332-5454 
Fax 914-631-8300 
E-mail : kpermut@baiglobal.com 
http://www.baiglobal.com 
Kate Permut, V.P. Marketing 
Nationally - Full service 
F 

BAIGioballnc. is a full-service research firm pro­
viding insightful marketing guidance since 19~9 . 
We offer mystery shopping and customer satis­
faction research , including customer needs 
assessments, loyalty research , performance 
tracking, and service quality audit programs. We 
have a wide variety of clients in packaged goods, 
financial services, and business-to-business 
firms. Our Worldwide Services Division offers 
customer satisfaction/mystery shopping 
research worldwide. 
(See advertisement on p. 63) 
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EEDS 
Barry Leeds & Associates, Inc. 
38 E. 29th St. 
New York, NY 1 0016 
Ph. 212-889-5941 
Fax 212-889-6066 
E-mail : Bleedsny@aol.com 
Jill Radin , Exec. Vice President 
Internationally- Full service 
B, F, R, RT, S 

Market researchers and consultants serving the 
financial , consumer and corporate industries. 
Specializing in discrimination testing and 
research , mystery shopping , concept/product 
testing , customer satisfaction research , account 
retention research , brand image research , 
branch/store intercepts and Call Center 
TeleShops™. Over 1 million mystery shops at 
more than 80,000 branches/stores and service 
centers completed. Pioneered the application of 
matched pair testing for detecting potential dis­
criminatory treatment by financial institutions. 
Serving the financial services industry and cor­
porate America since 1977. 
(See advertisement on p. 62) 

Bartels Research Corp. 
145 Shaw Ave ., Ste. C1 & C2 
Clovis, CA 93612 
Ph. 209-298-7557 
Fax 209-298-5226 
E-mail : bartels1 @compuserve.com 
Patrick Bartels, Vice President 
Nationally - Data collection/Field service 
B, E, F, R, RT, S 

Frances Bauman Associates 
23 Girard St. 
Marlboro, NJ 07746 
Ph. 732-536-9712 
Fax 732-536-3256 
Frances Bauman, Owner 
Regionally - Data collection/Field service 
B, E, F, R, RT, S 

Bay Area Research 
9936 Liberty Rd. 
Randallstown, MD 21133 
Ph. 41 0-922-6600 
Fax 41 0-922-6675 
E-mail: baya@erols.com 
Tamara ZwinBelberg Pr~side~t . 
Regionally - ata collection/Field serv1ce 
B, E, F, R, RT, S 

Beisner Research Associates 
433 Lokchapee Dr. 
Macon, GA 31210 
Ph. 912-477-8023 
Fax 912-757-9480 
E-mail : gbeis@mto.infi.net 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 
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1998 MYSTERY SHOPPING DIRECTORY 
Codes 

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

Berkey Research 
9310 Carmel Mountain Rd. , Ste. D 
San Diego, CA 92129 
Ph. 619-538-5920 
Fax 619-538~5996 
E-mail : CBERKEY@compuserve.com 
Cheryl Berkey, Owner 
Nationally - Full service 
RT, S 

BestMark 
BestMark 
4915 W. 35 St. , Ste. 206 
Minneapolis, MN 55416 
Ph. 612-922-2205 
Fax 612-922-0237 
http://www.bestmark.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 cus­
tomer satisfaction and loyalty through on-site 
and telephone mystery shopping. BestMark pro­
vides actionable data and proven management 
solutions for America's leading companies. 
BestMark offer services including customer sat­
isfaction studies, loyalty positioning, comment 
card management, and incentive/recognition 
programs. 
(See advertisement on p. 7) 

Beta One, Inc. 
Focus Facility Hartford 
270 Farmington Ave. , Ste. 126 
Farmington, CT 06032 
Ph. 800-447-2382 
Fax 860-677-4967 
E-mail : B1 Research@aol.com 
Paul Keene, V.P. Svc. Ops. 
Regionally - Full service 
B, E, F, H, R, RT, S 

Better Marketing Associates, Inc. 
P.O. Box 190 
Oaks, PA 19456 
Ph. 800-355-5040 
Fax 610-933-6071 
E-mail: bma1 @enter. net 
http://www.enter.net/bma 
Peter Thorwarth, President 
Nationally - Full service 
B, E, F, R, RT, S 

Brewer Research 
1421 Delaware Dr. 
Colorado Springs, CO 80909 
Ph. 719-597-8384 
Fax 719-597-8384 
Locally - Data collection/Field service 
B, E, F, R, RT, S 

C R Market Surveys 
9510 S. Constance, Ste. C-6 
Universal City Professional Bldg. 
Chicago, IL 60617-4734 
Ph. 800-882-1983 or 773-233-0481 
Fax 773-233-0484 
E-mail: CRMS1 @aol.com 
http://www.crmarket.com 
Regionally - Data collection/Field service 
B, E, R, RT, S 

Capital Research Services 
1934 Anderson Rd. 
Falls Church , VA 22043-1152 
Ph. 703-790-3397 
E-mail : csearch@intr.net 
Rick Marcos 
Regionally - Full service 
B, E, F, H, R, RT, S 

Capstone Research, Inc. 
623 Ridge Rd. 
Lyndhurst, NJ 07071 
Ph . 201-939-0600 
Fax 201-939-3037 
E-mail : info@capstoneresearch.com 
http://www.capstoneresearch.com 
Harriet Gozali , Vice President 
Internationally- Full service 
B, E, F, H, R, RT, S 

CB & A Market Research 
1400 Westgate Center Dr., Ste. 200 
Winston-Salem, NC 27103 
Ph. 910-765-1234 
Fax 91 0-765-11 09 
E-mail: cba@nr.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 518-758-6225 
E-mail : Ffalkenhainer@criny.com 
Frank Falkenhainer, Dir. of Sales & Svc. 
Nationally - Full service 
B, E, F, R, RT, S 

I 
.._ CHKUR·SERV 

... A Natton.,·hk Kf) :KCr') 
ShopplnJ Stn Ice TM 

CHK-UR-SERV 
~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 3237 E. Sunshine, Ste. A120 

Check Your Service With 

CHK·UR·SERV 
High Quality Nationwide Mystery Shops 

Springfield, MO 65804 
Ph. 417-882-5787 
Fax 417-890-8259 
E-mail : Rando40@worldnet.att.com 
Lori Radford, Vice President 
Nationally - Data collection/Field service 
E, F, R, RT, S 

IJt Specializing in Q.A.Q.C. Programs 

CHK-UR-SERV will give you an invaluable picture 
of how your business is viewed from your cus­
tomer's 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 business that requires objective information 
by a mystery shopper. Manufacture & Employee Promotions • I 
(See advertisement on p. 64) 

CHK·UR·SERV 

Colorado Market Research 
Div. of Ruth Nelson Research 

3237 E. Sunshine; Suite A120 2149 s. Grape st. 
Springfield, MO 65804 Denver, co 80222-5203 

Phone - (417) 882-5787 Ph. 303-758-6424 
Fax 303-756-6467 

Fax- 417-890-8250 E-mail: rnncmrs@aol.com 
E-Mail http://www.ruthnelsonresearchsvcs.com 

~ Nationwide Mystery Ruth Nelson, President 
Shopping Service TM Rando40@worldnet.ATT.Net Regionally- Data collection/Field service 

···························~ B, E, F, H, R, RT, S 
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Looking for the missing link 
between mystery shopping research 

and improved customer loyalty 
and retention? 

Look to Audits & Surveys Worldwide, 
Catalysts for Ctlange. 

Other marketing research firms can put a bunch 
of shoppers in the field, but the real mystery is why 
many clients bother when the findings are seldom 
translated into effective action. 

The missing link between data collection and 
customer loyalty is the ability and motivation of 
your employees to deliver customer value. 

Data is onfy the 
beginning. 

That's why Audits & Surveys Worldwide's Mystery 
Shopper Programs go beyond conventional data 
collection and analysis to become genuine catalysts 
for change. ASW builds on our findings to help 
clients design programs that introduce improve-
. ments in performance through employee commu­
nication, training and motivation. 

Find out what the missing link can do for 
your bottom line. Let ASW's Mystery Shopper 
Programs identify areas for improvement and 
enlist your workforce in the battle for the hearts 
and minds of your customers. 

Marketing intelligence is worthless until it is uti­
lized. ASW's Mystery Shopper Programs can help 
you unleash your potential by harnessing the talent 
and energy of your employees. To find out how, 
call: Fred Winkel at 1-800-274-3577 

The Audits & Surveys Building • 650 Avenue of the Americas 
New York, NY 10011 • 212-627-9700 • Fax: 212-627-2034 



1998 MYSTERY SHOPPING DIRECTORY 
Codes 

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

C55 
Commercial Service Systems 

''The Customer Service 

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 

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 cus­
tomer service and employee recognition pro­
grams, is able to suit any client's needs. In addi­
tion to offering nationwide coverage, CSS is fully 
licensed and insured. 
(See advertisement on p. 66) 

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 Opinion Council Research Center 
200 S. Hanley, Ste. 415 
St. Louis, MO 63105 
Ph. 314-863-3780 or 800-467-5959 
Fax 314-863-2880 
Locally - Full service 
B, F, H, 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 service 
B, E, F, H, R, RT, S 

Crimmins & Forman Market Research 
29955 Southfield Rd . 
Southfield, Ml 48076 
Ph . 248-569-7095 
Fax 248-569-8927 
E-mail: CrimForm@aol.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 

Commercial Service Systems, Inc. Fax 402-441-3136 
is dedicated to providing the finest in E-mail: crossfin@aol.com 
Mystery Shopping Services. We stand Nationally- Full service 

behind and guarantee all of our work. F 

(800) 898-9021 

Customer Perspectives 
213 W. River Rd. 
Hooksett, NH 03106-2628 
Ph. 603-647-1300 
Judith Ann Hess, Partner 
Nationally - Full service 
B, E, F, H, R, RT, S 

Cutting Edge Research, Inc. 
205 E. Washington St. 
La Grange, KY 40031 
Ph. 502-222-1263 
Fax 502-222-6693 
E-mail : research@mindspring.com 
Rebekah Ashcraft, Owner 
Nationally - Full service 
B, E, F, H, R, RT, S 

DCW Interviewing Service 
440 Wilder Pl. 
Shreveport, LA 71104 
Ph. 318-868-6295 
Fax 318-868-6201 
Virginia Kurzweg , Manager 
Locally - Data collection/Field service 
B, E, F, H, R, RT, S 

Decision Research 
4480 Vieja Dr. 
Santa Barbara, CA 93110 
Ph. 805-967-0689 
Fax 805-967-2389 
E-mail: decisnrsch@aol.com 
Ruth Abrams, Owner 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

Decision Services Corp. of America 
100 Hollister Rd. 
Teterboro, NJ 07608 
Ph. 201-288-6834 or 800-444-1717 
Fax 201-288-6841 
Howard Seigelman, President 
Nationally - Full service 
R, RT, S 

Dennis Research Service, Inc. 
3502 Stellhorn Rd. 
Ft. Wayne, IN 46815 
Ph. 219-485-2442 
Fax 219-485-1476 
E-mail : DRSOI@dennisresearch.com 
Pat Slater, Director 
Locally - Data collection/Field 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 service 
E, F, H, R, RT, S 

Dittman Research Corp. of Alaska 
DRC Building 
8115 Jewel Lake 
Anchorage, AK 99502 
Ph. 907-243-3345 
Fax 907-243-7172 
E-mail : dittman@micronet.net 
Locally - Full service 
B, E, F, H, R, RT, S 
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1998 MYSTERY SHOPPING DIRECTORY 
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 service 
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 : dsginfo@dsgai.com 
Donna Guido, CEO 
Carol Hoeft, General Manager 
Internationally- Full service 
E, F, R, RT, S 

The unique mystery shopper system pioneered 
by DSG Associates, Inc. ensures unsurpassed 
turnaround time, daypart and weekpart compara­
bility and guaranteed data integrity. A full-service 
agency, DSG offers custom program design, field 
service management and data processing as well 
as analysis and application consulting. Client 
services range from small specialty programs to 
ongoing international contracts. 
(See advertisement on p. 67) 

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 service 
B, E, F, R, RT, S 

Ehrhart-Babic/NRTI ( Nat'l. Retail Tracking Index) 
Div. of SPAR/Burgoyne Retail Services, Inc. 
14 Industrial Ave. 
Mahwah, NJ 07430 
Ph. 201-934-0600 
Fax 201-934-3935 
http://www.sparinc.com/ 
Tracy Bacon, Vice President 
Nationally - Full service 
E, F, R, RT 

Elliott Benson 
1234 H St. , Ste. 200 
Sacramento, CA 95814 
Ph. 916-325-1670 
Fax 916-498-0394 
E-mail: ebinfo@elliottbenson.com 
http://www.elliottbenson.com 
Jaclyn Elliot Benson, President 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 
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Elrick& Lavidge~ 

Elrick & lavidge 
1990 Lakeside Pkwy., 3rd fl. 
Tucker, GA 30084 
Ph . 770-621-7600 
Fax 770-621-7666 
E-mail : msd_el@mindspring.com 
http://www.elavidge.com 
Gary Harper, Vice President 
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 
concerning customer service, product knowl­
edge, store appearance, competitive activity, 
pricing , and point-of-sale evaluations. E&L cus­
tom designs programs to meet your company's 
objectives and needs with a wide range of capa­
bilities including: 40,000 shoppers nationwide, 
an experienced staff, custom summary tabula­
tions and exemplary service. 
(See advertisement on p. 69) 

Fenton Swanger Consumer Research, Inc. 
14800 Quorum Dr., Ste. 250 
Dallas, TX 75240 
Ph. 972-934-0707 
Fax 972-490-3919 
E-mail : fentn@airmail.net 
Rhonda Querner, Acct. Exec. 
Locally - Data collection/Field service 
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 service 
B, E, F, R, RT, S 

Field Surveys & Audits of Milwaukee 
1823 West Shore Dr. 
Delafield , WI 53018 
Ph. 414-646-7034 
Fax 414-646-7034 
E-mail : FSA@endconnect.net 
Kathy Aldridge, Owner/Operator 
Locally - Data collection/Field service 
B, E, F, H, R, RT, S 

Focus Groups of Cleveland 
2 Summit Park Dr. , Ste. 225 
Cleveland , OH 44131 
Ph. 216-642-8883 or 800-950-9010 
Fax 216-642-8876 
Locally - Data collection/Field service 
B, E, F, H, 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 
Locally - Data collection/Field service 
B, E, 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 service 
B, E, F, R, RT, S 

Lookif18 for Mystery 
0hopper support? 

From basic to the most sophisticated, 
DSG can provide the design expertise 

and professional execution necessary to 
meet your most discerning client's 

specifications (and make you look like 
a star in their eyes!) 

D~Mystery 
8hopper 8ysteflrM 

i:r Unmatched turnaround time 
i:r Guaranteed data integrity 
i:r State-of-the-art data processing 
i:r National/international coverage 
i:r Competitive pricing 
i:r Experienced in diverse fields 
i:r Excellent references 

* ~iafes, inc . 
Established 1981 

Let us help you shine! 
(800) 884-5494 
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1998 MYSTERY SHOPPING DIRECTORY 
Codes 

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

Free Lance Services 
1754 Edgwater Dr. 
Charlotte, NC 28210 
Ph. 704-552-2484 
Fax 704-552-7312 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

Friedman Marketing Services 
566 E. Boston Post Rd. 
Mamaroneck, NY 1 0543 
Ph. 914-698-9591 
Fax 914-698-2769 
E-mail : dsmith@rapon.com 
Nationally - Data collection/Field service 
B, E, F, H, R, RT, S 

Galli Research Services 
3728 Bernard St. 
Chicago, IL 60618 
Ph. 773-4-SURVEY 
Fax 773-478-7899 
Paul Galli , President 
Locally - Data collection/Field service 
B, E, F, H, 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, E, F, H, 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. 
Regionally - Full service 
B, E, F, H, 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 service 
E, F, H, R, RT, S 
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Pat Henry Market Research, Inc. 
230 Huron Rd. N.W. , Ste. 100.43 
Cleveland, OH 44113 
Ph. 216-621-3831 
Fax 216-621-8455 
E-mail : phenry3@ix.netcom.com 
Mark Kikel , V.P. of Operations 
Nationally - Data collection/Field service 
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@iquest.net 
http://www.herron-research.com 
Sue Nielsen, Vice President 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

Highsmith-Charnock Interviewing Service, Inc. 
2912 Sussex Rd. 
Augusta, GA 30909-3532 
Ph. 706-733-9548 
Fax 706-733-9548 
E-mail : ResearchGA@computerl.net 
Doris Highsmith 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

Horizon Field Service, Inc. 
609 W. Barry 
Chicago, IL 60657-4504 
Ph. 773-525-2101 
Fax 773-525-2104 
Tina Strasser, Manager 
Regionally - Data collection/Field service 
E, F, H, R, RT, S 

IMAGES Market Research 
1718 Peachtree Rd ., Ste. 650 
Atlanta, GA 30309 
Ph. 404-892-2931 
Fax 404-892-8651 
E-mail : IMAGES USA@aol.com 
Robert L. McNeil Jr. , President 
Nationally - Data collection/Field service 
B, H, R, RT, S 

InGold Research Services, Inc. 
17501 Janesville Rd . 
Muskego, WI 53150 
Ph. 414-679-2600 
Fax 414-679-1445 
Marge or Linda 
Regionally - Data collection/Field service 
R, RT, S 

Innovative Marketing, Inc. 
40 Eglinton Ave. E., Ste. 203 
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, H, R, RT, S 

Integrated Research Associates, Inc. 
708 Walnut Ave., Ste. 800 
Cincinnati , OH 45202 
Ph . 513-361-2700 
Fax 513-361-2703 
E-mail : IResearchA@aol.com 
Tim Ryan, Vice President 
Nationally - Full service 
B, F, R, RT, S 

Isaacson Group 
885 Foerster St. 
San Francisco, CA 94127-2307 
Ph. 415-585-9729 
Fax 415-585-8736 
E-mail : i6n grp@aol.com 
Gary Isaacson, Principal 
Regionally - Full service 
H, R, RT, S 

Issues and Answers Network, Inc. 
5151 Bonney Rd. 
Virginia Beach , VA 23462 
Ph. 516-487-8339 or 757-456-1100 
Fax 516-487-8386 or 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 
Locally - Data collection/Field service 
B, E, F, R, RT, S 

Jordan Associates 
P.O. Box 1100 
Garden Grove (Anaheim) , CA 92842 
Ph. 714-520-0900 
Regionally - Full service 
B, E, R, RT, S 

JRA (J. Reckner Associates) 
Montgomery Mall , Store 152 
North Wales, PA 19454 
Ph. 215-362-1060 
Fax 215-362-7569 
E-mail : mall@reckner.com 
http://www. reckner.com 
Barbara Ogrizek 
Locally - Data collection/Field service 
B, E, F, H, 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. Frattarol i, President 
Locally - Full service 
F, R, RT 
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1998 MYSTERY SHOPPING DIRECTORY 
Keystone Marketing Research 
133 Creek Ln. 
Lewes, DE 19958-9241 
Ph. 302-945-5170 
Fax 302-945-1277 
E-mail : KMR@dol.net 
Janet Kell , Vice President 
Regionally- Full service 
E, F, R, RT, S 

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 service 
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 
E-mail: stanford.klapper@worldnet.att.net 
Barbara Bargman, President 
Internationally- Full service 
B, E, F, R, RT, S 

KLD Marketing Research, Inc. 
1603 Lincolnway, Ste. A 
Valparaiso, IN 46383 
Ph. 219-464-4668 
Fax 219-464-7011 
E-mail : kathyd@netnitco.net 
Reva Hauber, Field Director 
Regionally- Data collection/Field service 
E, F, R, RT, S 

Rickie Kruh Research 
2138 S. Bay Ln. 
Reston, VA 22091 
Ph. 703-476-4444 
Fax 703-620-3333 
E-mail: RKRUH@aol.com 
Rickie Kruh, Preisdent 
Nationally - Full service 
B, E, F, H 

Kudos Research 
11 Northburgh Street 
London EC1 V OAH 
United Kingdom 
Ph. 44-171-490-7888 
Fax 44-171-41 0-9390 
E-mail: info@kudosresearch.com 
Phil Gillies, Managing Director 
Internationally- Full service 
B, F 

L.A. Research, Inc. 
9010 Reseda Blvd ., Ste. 109 
Northridge, CA 91324 
Ph . 818-993-5500 
Fax 818-9~3-5664 
Adrienne Goldbaum, President 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 
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With Elrick & Lavidge•s 

Mystery Shopping Service. 
Offering a complete Customer Satisfaction Management Program 

that goes beyond Mystery Shopping Measurement to Managing Customer 
Satisfaction -- tailor made for you. 

Elrick & Lavidge, one of the largest US full-service marketing research 
firms , has over 20 years of Customer Satisfaction expertise. We have 

the people, skills and resources to get the job done. 

• Customized Programs • On-site Data Collection 
• 50+ Years of Mgmt Experience • Quality Leader 

• Over 40,000 Mystery Shoppers 
• Objective, Real Customers 

Call Elrick & Lavidge today at 770.621.7612 or visit our Web site: 

Elrick&Lavidge~ 
An IQI Company 

1990 Lakeside Parkway, 3rd Floor, Tucker, GA 30084 

E-mail: msd @elavidge.com Web site: http:\\www.elavidge.com 



1998 MYSTERY SHOPPING DIRECTORY 
Codes 

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

Las Vegas Surveys, Inc. 
3405 S. Cambridge St. 
Las Vegas, NV 89019 
Ph. 702-650~5550 or 800-797-9877 
Fax 702-650-0729 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

Leibowitz/Roher Marketing, Inc. 
228 E. 45th St. 
New York, NY 1 0017 
Ph. 212-986-6668 
Fax 212-697-9528 
E-mail: Wleibowitz@aol.com 
http://www. rohe rpr.com/market. htm 
Wendy Leibowitz, President 
Nationally - Full service 
B, F, RT 

Liberty Research Services, LLC 
2307 Fairway Rd. 
Huntingdon Valley, PA 19006 
Ph. 215-658-0900 
Fax 215-658-0901 
E-mail: liberty@icdc.com 
http://www.w3.icdc.com/liberty 
Bill Ruckh, President 
Locally - Data collection/Field service 
B, E, F, H, R, RT, S 

M.A.T. On-Site Research 
13714 Oakmead, Ste. 100 
Sugar Land, TX 77478 
Ph . 281-242-3253 
Fax 281-491-0300 
E-mail: fthigpen@ix.netcom.com 
Floyd Thigpen, President 
Locally - Data collection/Field service 
B, E, F, H, R, RT, S 

Mar's Surveys 
1700 N. University Dr. , Ste. 205 
Coral Springs, FL 33071 
Ph. 954-755-2805 
Fax 954-755-3061 
E-mail: eric@marsresearch.com 
http://www.marsresearch.com 
Eric Lipson, Vice President 
Regionally - Data collection/Field service 
B, E, F, R, RT, S 

Mar's Surveys of Texas 
3200 Wilcrest, Ste. 100 
Houston, TX 77036 
Ph. 713-266-MARS 
Fax 713-2666277 
E-mail: eric@marsresearch.com 
http://www.marsresearch.com 
Eric Lipson, Vice President 
Regionally - Data collection/Field service 
B, E, F, R, RT, S 

MA RITZ* 
\ t.\ R K ET ING RESI"'.'\flCII INC . 

?!t#tetfmt~ - --Maritz Marketing Research Inc. 
1297 N. Highway Dr. 
Fenton, MO 63099 
Ph. 314-827-1610 or 800-446-1690 
Fax 314-827-8605 
E-mail : mmri@maritz.com 
http://www.maritz.com/mmri 
AI Goldsmith 
Nationally - Full service 
B, E, F, R, RT, S 

Virtual CustomersSM from Maritz Marketing 
Research Inc. is a fully-integrated service quality 
evaluation system. It utilizes advanced technolo­
gy for fast reporting and a unique certification 
process to mirror real customers so closely that 
they "virtually " become your customers . 
Virtual Customers 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. 23) 

Market Dynamics Research Group 
3445 N. Causeway Blvd ., Ste. 319 
Metairie, LA 70002 
Ph. 504-830-4705 
Fax 504-830-4750 
E-mail : mdrg@neosoft.com 
Sondra L. Brown, President 
Nationally - Full service 
F 

Market Monitor, Inc./Service Monitor 
P.O. Box 16757 
Stamford , CT 06905 
Ph. 800-944-8383 
E-mail : mktmoninc@aol.com 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ JerryJankown~ Pre~de~ 
Nationally - Full service 

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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B, E, F, H, R, RT, S 

Market Research & Development, Inc. 
A Division of Merrill & Associates, Inc. 
674 Harmon Loop Rd . 
Suite 312 
Dededo 96912 
Guam 
Ph. 671-635-1121 
Fax 671-637-3880 
E-mail : jshafer@hafa.net.gu 
Jeff Shafer, President 
Regionally - Full service 
E, F, R, RT 

Market Tasks, Inc. 
378 W. Glen Eagle Dr. 
Cleveland, OH 44143 
Ph. 216-442-7652 
Fax 216-461-6715 
Mary or Nikki Klonaris 
Locally - Data collection/Field service 
E, F, R, RT, S 
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Market Trends Pacific, Inc. 
1136 Union Mall , Ste. 310 
Honolulu, HI 96813 
Ph. 808-532-0733 
Fax 808-532-07 44 
E-mail: mtp@lava.net 
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 Horizons, Inc. 
1001 Craig Rd ., Ste. 100 
St. Louis, MO 63146 
Ph . 314-432-1957 
Fax 314-432-7014 
E-mail : mhorizons@stlnet.com 
Stephanie Feeney, Director of Field Svcs. 
Locally - Full service 
B, E, F, H, R, RT, S 

Marketing Solutions Corporation 
2 Ridgedale Ave ., Ste. 216 
Cedar Knolls , NJ 07927 
Ph. 201-540-9133 
Fax 201-540-9280 
E-mail: MarkSolut@aol.com 
Michael Moskowitz, President 
Nationally - Full service 
F, H, 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 

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 service 
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 service 
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: jane_flanagan@rsmi.com 
http://www.mcgladrey.com 
Jane Flanagan , Project Manager 
Nationally - Full service 
F 

McMillion Research Service 
1012 Kanawha Blvd. E. 
Charleston, WV 25301-2809 
Ph. 304-755-5889 
Fax 304-755-9889 
E-mail: MCMILLRES@aol.com 
http://members.aol.com:/mcmillres/home/index. 
htm. 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

TAKE A CLOSER LOOK ••• 
Image, Identity & Branding Studies 
Product & Facility Development 
Concept & Design Testing 
Satisfaction Measurement 
Competitive Analyses 
Service Evaluations 
Strategic Planning 

• Focus Groups 

• Phone Surveys 

• Mailed Surveys 

• On-Site Surveys 

• Internet Research 

• Mystery Shopping 

• Secondary Research 

• Demographic Mapping 

Serving clients nationwide since 1984 
Mem~er: QRCA, MRA, AMA 
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Michelson 
Associates, Inc. 

Strategic Marketing Research 

For consultation on your research needs, 
Call Mark Michelson, Pres ident/CEO 

Phone: 770-955-5400 
Fax: 770-955-5040 

E-Mail: focus@onramp.net 

1900 The Exchange, Suite 360 
Atlanta, Georgia 30339 

For more info, visit our website 
www.michelson.com/research 
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B - Business/Industry 
E - Entertainment 
F - Financial Services 
H- Health Care 
R - Restaurant/Fast Food 
RT- Retail 
S- Services 

MDi Research, inc. 
5841 Edison Pl. , Ste. 210 
Carlsbad, CA 92008 
Ph. 760-603-7600 
Fax 760-603-7604 
E-mail: jabmdir@aol.com 
Jacqueline Arsivaud, Principal 
Nationally - Full service 
B 

Mellon Market Research 
2850 Parkway Bldg. 6, Ste. 40 
Pigeon Forge, TN 37863 
Ph. 423-428-8360 
Fax 423-428-6042 
Vicki Phillips, Dir. Marketing Research 
Regionally - Full service 
B, E, F, H, R, RT, S 

Merchandising Specialists 
3620 N. Josey Ln ., Ste. 105 
Carrollton, TX 75007 
Ph. 972-394-5059 
Fax 972-394-1312 
E-mail : merchspec@airmail.net 
Leslie Gorman, President 
Regionally - Data collection/Field service 
B, E, F, R, RT, S 

NG GROUP 
Maryland Heights, Missouri 
Telephone: (314) 291-0509 

Fax: (314) 291-6230 
E-Mail: nggroup@aol.com 

Meyers Research Center 
58 W. 40th St. 
New York, NY 10018 
Ph. 212-391-0166 
Fax 212-768-0268 
E-mail: MRCOO@aol.com 
Jeff Friedlaender, Vice President 
Nationally - Full service 
B, E, F, R, RT, S 

dd1chelson 
~;ociates,Inc. 
Strategic 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 
Internationally - Full service 
E, F, R, RT, S 

Since 1984, Michelson & Associates, Inc. has 
provided mystery shopping services nationwide. 
With over 35,000 qualified mystery shoppers, 
Michelson & Associates has the capability and 
experience to handle a variety of shopping pro­
jects. Extensive experience with retail , hospitali­
ty, automotive and property management. Our 
services are guaranteed to your satisfaction . 
(See advertisement on p. 71) 

"Working 
For 

You" 

One of the best ways to sizzle your 
competition is to improve your own 
business. And the best way to find 

out how your company is running is 
to use a Mystery Shopper. 

"Worktng F"or You" 
Secretly, we work for YOU! 
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Mid-Iowa Interviewing, Inc. 
Valley West Mall 
1551 Valley W. Dr. , Ste. 157 A 
W. Des Moines, lA 50266 
Ph. 515-225-6232 
Fax 515-225-1184 
E-mail : MID225@aol.com 
Doug Brown 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

Midlands Market Research 
6700 Longbrook Rd. 
Columbia, SC 29206 
Ph. 803-782-8697 
Fax 803-787-0371 
Regionally - Data collection/Field service 
F, R, RT, S 

Midwest Survey & Marketing 
9802 Nicholas St. 
Omaha, NE 68114 
Ph . 402-392-0755 
Fax 402-392-1 068 
Elaine Bosilevac, General Manager 
Locally - Full service 
B, E, F, H, R, RT, S 

MPS Research, Inc. 
16-00 Rte. 208 
Fair Lawn, NJ 07410 
Ph. 201-703-6868 
Fax 201 -703-6870 
E-mail : MPSResrch@aol.com 
Raymond Capozzi , President 
Nationally - Full service 
B, E, F, R, RT, S 

MPS offers flexibility and the commitment to 
serving all our clients ' needs. With 20 years of 
experience and nationwide coverage, including 
Canada/Puerto Rico and five European countries, 
we know our mystery shopping. We offer com­
plete data processing and reporting. Our staff is 
eager to discuss your next mystery shop pro­
gram. Call Ray Capozzi at 201-703-6868 or fax 
201-703-6870. 
(See advertisement on p. 70) 

MRCF®CUS 
MRC Focus 
101 Convention Center Dr., Ste. 1005 
Las Vegas, NV 891 09 
Ph. 702-734-7511 
Fax 702-734-7598 
E-mail : research@mrcgroup.com 
http://www.mrcgroup.com 
Lisabeth Clawson 
Locally - Data collection/Field service 
B, E, F, R, RT, S 

MRC Focus 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 
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and security. MRC Focus is setting the standard 
for design , recruiting and personal services. If 
you are planning to conduct focus groups, inter­
cept interviewing or mystery shopping in the Las 
Vegas marketplace, MRCFocus should be your 
first call. 
(See advertisement on p. 73) 

Mystery Guest, Inc. 
2107 Park Ave. N. 
Winter Park, FL 32789 
Ph. 407-647-3333 
Fax 407-647-3016 
Nationally - Full service 
F, R, RT, S 

Mystic Marketing 
6654 Mohawk Ct. 
Columbia, MD 21046 
Ph. 301-596-1437 
Fax 301-596-1437 
Pam Vaughn , Owner 
Locally - Data collection/Field 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 service 
B, E, F, R, RT, S 

National Opinion Research Services 
760 N.W. 1 07th Ave ., Ste. 106 
Miami, FL 33172 
Ph . 800-940-941 0 
Fax 305-553-8586 
E-mail : quality@nors.com 
http://www.nors.com 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

National Shopping Service 
5777 W. Century Blvd ., #775 
Los Angeles, CA 90045 
Ph. 310-645-1927 
Fax 31 0-645-1922 
E-mail : nssuser1 @aol.com 
http://www. nssmysteryshoppers.com 
Susan K. Meyer, V.P. of Operations 
Nationally - Full service 
B, E, F, R, RT, S 

National Shopping Service Network, LLC 
P.O. Box 76 
Eastlake, CO 80614 
Ph. 303-451-0538 
Fax 303-451-0325 
E-mail : howard@mysteryshopping.net 
http://www.mysteryshopping.net 
Howard Troxel , President 
Nationally - Full service 
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 service 
B, E, F, R, RT, S 
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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 
La Donna Burks 
Regionally - Data collection/Field service 
E, F, H, R, RT, S 

NGGROUP 
"Work:r.g F'or You" 

NGGroup 
11943 Kentwood 
St. Louis, MO 63043 
Ph. 314-291-0509 
Fax 314-291-6230 
Neal Gross, Owner 
Nationally - Full service 
R, RT, S 

Olympia, Inc. 
1400 W. Markham, Ste. 400 
Little Rock, AR 72201 
Ph. 800-676-7600 or 501-376-7600 
Fax 501-372-1909 
Regionally - Data collection/Field service 
E, F, R, RT, S 

OMR (Oichak Market Research) 
7255-A Hanover Pkwy. 
Greenbelt, MD 20770 
Ph. 301-441-4660 
Fax 301-4 7 4-4307 
E-mail: omr dc@aol.com 
http://www.OMRdc.com 
Jill L. Siegel, President 
Locally - Data collection/Field service 
E, F, H, R, RT, S 

Opinions of Sacramento 
2025 Hurley Way, Ste. 110 
Sacramento, CA 95825 
Ph. 916-568-1226 
Fax 916-568-6725 

NGGROUP will paint you a picture of how your E-mail: opinionsos@aol.com 
business is doing from a customer's point of Magda Cooling , Partner 
view. We will design a mystery shopping pro- Regionally - Data collection/Field service 
gram that is tailored to fit your needs. Our B, E, F, H, R, RT, s 
reports are detailed, objective reports that show ~------------­
the trends of your company. We have extensive 
experience in retail , service stations, and restau­
rants. NGGROUP has the ability to handle many 
projects at once. We feel communication is the 
key to a successful program. MRCPH®NE 
(See advertisement on p. 72) 

Oklahoma City Research 
Div. of Ruth Nelson Research 
Quail Springs Mall 
2501 W. Memorial Dr. 
Oklahoma City, OK 73134-8003 
Ph . 405-752-4 71 0 

Specialists in Small 
Sample Surveys and 
Focus Group Recruiting 

Fax 405-752-2344 
E-mail : rnncmrs@aol.com 
http://www.ruthnelsonresearchsvcs.com 
Ruth Nelson, President 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

101 Convention Ctr. Drive, Suite1 005 
Las Vegas, NV 891 09 
Fax: (702) 734-7598 

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

Mystery Shopping 
For Financial Services 

• Nationwide Coverage 

• Experienced Shoppers 

• Full Service or Fieldwork 

• Very Competitive Rates 

The PerforDlance Group, Inc. 

Call 1-800-264-0814 for more information 
or see our listing on page 65 
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F - Financial Services 
H- Health Care 
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S- Services 

P V R, Inc. 
11445 Johns Creek Pkwy. 
Atlanta, GA 30097 
Ph. 770-232-0322 
Fax 770-232-0344 
E-mail: geric@mindspring.com 
Jeri S. Christopher, Vice President 
Regionally - Data collection/Field service 
B, E, F, R, RT, S 

Perceptive Market Research, Inc. 
2306 S.W. 13th St. , Ste. 807 
Gainesville, FL 32608 
Ph. 800-749-6760 or 352-336-6760 
Fax 352-336-6763 
E-mail : surveys@pmrresearch.com 
http://www.pmrresearch.com 
Dr. Elaine M. Lyons-Lepke, President 
Nationally - Full service 
B, E, F, H, R, RT, S 

The Performance Group (PGI Research) 
P.O. Box 828 
Mt. Vernon, IN 47620 
Ph. 800-264-0814 
Walter Babcock 
Nationally - Full service 
B, E, F, R, RT, S 

around . In-depth analysis rank orders the sales 
and service factors which discriminate top per­
forming employees from low performing 
employees. Call for full service program or data 
collection/field work. 
(See advertisement on p. 73) 

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 service 
B, E, F, H, 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 

Pittsburgh Phone & Focus, Inc. 
300 Mt. Lebanon Blvd ., Ste. 2204 
Pittsburgh, PA 15234 
Ph. 412-341-8770 
Fax 412-341-877 4 
Regionally - Full service 
B, E, F, H, R, RT, S 

PRECISION 

Precision Research, Inc. 
O'Hare Corporate Towers 
10600 W. Higgins Rd ., Ste. 100 
Rosemont, IL 60018 
Ph. 847-390-8666 
Fax 84 7-390-8885 
E-mail: saa@preres.com 
http://www.preres.com 
Scott Adelman, President 

RESEARCH 

Locally - Data collection/Field service 
B, 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 institu­
tions, auto dealers, restaurants, and retail stores. 
We operate throughout Chicagoland. 
(See advertisement on p. 49, 74) 

Public Insights, Inc. 
825 E. Golf Rd . 
Arlington Heights, IL 60005 
Ph. 847-364-5133 or 800-292-1852 
Fax 847-364-5663 
E-mail : valerie@Publiclnsights.com 
http://www.Publiclnsights.com 
Locally - Data collection/Field service 
B, E, F, H, R, RT, S 

PMR-Personal Marketing Research, Inc. PWI Research 
322 Brady St. 
Davenport, lA 52801 5100 Poplar Ave., Ste. 3125 
Ph. 319-322_1960 Memphis, TN 38137 
Fax 319-322-1370 Ph. 901 -682-2444 

Fax 901-682-2471 
E-mail: PERMARRES@aol.com http://www.pwiresearch.com 
Patricia E. Duffy, President Charlotte R. Reid , Operating Manager 

National coverage with 1 ,000+ shopping supervi- Re~ionally - Data collection/Field service Locally - Data collection/Field service 
sors. We offer custom designed studies at very B, ' F, R, RT, S E, F, R, RT, S 
competitive rates , high quality and fast turn-
--~----~~--~~--------~------------------------~ OMS 

WE TAKE MYSTERY SHOPPINfJ SERIOUSLY 
When it comes to shopping, we're 
your sleuths. We cover Chicago's 
vast area with a trained staff, ready 
to go. Our shoppers are experi­
enced in finance/banking, automo­
tive, apparel, restaurants and more. 

!Ormerlv 'Precision field Services 

MEETING YOUR NEEDS, EXCEEDING YOUR EXPECTATIONS 

Call us for a complete brochure: 847•390•8666 or 
Visit our Web Site: U'U'U'.preres.com 

100 Saratoga Village Blvd ., Ste. 37E 
Malta, NY 12020 
Ph. 518-899-6479 
Fax 518-899-6862 
Regionally - Full service 
B, E, F, H, R, RT, S 

@ 
Quality Controlled Services· 
\OurSing!e-5ourceDatoSolutlon 

Quality Controlled Services 
1375 N. Highway Dr. 
Fenton, MO 63099 
Ph. 800-325-3338 or 314-827-1773 
Fax 314-827-3373 
E-mail : postmaster@qcs.com 
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 19 offices and 8,000 
shoppers in 500+ cities, QCS offers discovery, 
compliance, observation and reward , quality 
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1998 MYSTERY SHOPPING DIRECTORY 
control assurance, and telephone mystery 
checks to measure and reinforce desired behav­
ior in any customer-driven market strategy. To 
learn more call (800) 325-3338. 

Quest Marketing Group 
400 Clifton Corp. Pkwy. , Ste. 472 
Clifton Park, NY 12065 
Ph . 518-373-1990 
Fax 518-373-4824 
Glen Lasher, Owner 
Regionally - Data collection/Field service 
E, F, H, R, RT, S 

The Question Shop, Inc. 
2860 N. Santiago Blvd ., Ste. 100 
Orange, CA 92667 
Ph . 714-974-8020 or 800-411-7550 
Fax 714-97 4-6968 
Ryan Reasor, President 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

Questions & Marketing Research Svcs ., Inc. 
19211 Henry Dr. 
Mokena, IL 60448 
Ph . 708-479-3200 
Fax 708-479-4038 
Marge Weber Tripton, President 
Locally - Data collection/Field service 
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 561-7 48-3601 
E-mail: info@quicktest.com 
http://www.quicktest.com 
Thomas J. Zoretich, President 
Nationally - Data collection/Field service 
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 
E-mail: r.i.s .@inforamp.net 
Olga Friedlander, President 
Nationally - Data collection/Field service 
B, E, F, R, RT, S 

Research International USA 
466 Lexington Ave. 
New York, NY 10017 
Ph . 212-973-2300 
Fax 212-973-2340 
E-mail : h.daume@research-int.com 
http://www.research-int.com 
Hal Daume, Exec. V.P./Managing Dir. 
Internationally - Full service 
B, E, F, H, R, RT, S 

The Retail Advantage, LLC 
4906 E. Brown Rd ., #21 
Mesa, AZ 85205 
Ph. 602-832-0436 
Fax 602-396-3438 
E-mail : datafile@worldnet.att.net 
Thomas Slater, CEO 
Nationally - Data collection/Field service 
B, E, F, R, RT, S 
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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 service 
F, R, RT, S 

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 service 
B, E, F, R, RT, S 

Rothermel Research, Inc. 
107 Elm Tree Ln. 
Elmhurst, I L 60126-3616 
Ph. 630-834-8330 
Fax 630-834-3182 
E-mail: krothermel@sprynet.com 
Karen Rothermel , Pres. 
Locally - Data collection/Field service 
B, E, F, R, RT, S 

Sales & Service Evaluators, Inc. (SSEI) 
5050-B Gulf Blvd. 
St. Petersburg Beach, FL 33706 
Ph. 813-367-757 4 or 800-978-9332 
Fax 813-367-3348 
E-mail: sseico@aol.com 
Dick German, President 
Nationally - Full service 
B, E, F, H, R, RT, S 

San Diego Surveys, Inc. 
4616 Mission Gorge Pl. 
San Diego, CA 92120 
Ph. 619-265-2361 or 800-895-1225 
Fax 619-582-1562 
E-mail: SDSURVEYS@aol.com 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

Savitz Research Center, Inc. 
13747 Montfort Dr., Ste. 211 
Dallas, TX 75240 
Ph. 972-386-4050 
Fax 972-450-2507 
E-mail: hsilverman@savitz-research.com 
Harriet E. Silverman, Vice President 
Locally - Data collection/Field service 
B, E, H, R, RT, S 

in·san'i·ty(in.-san'~ te) n.; doing the same 
things and expecting different results. 

It's 1998. What do you plan to do differently from last year to ensure that company 
objectives will be met? 

At ServiceTRAC, we do things differently than other firms. We'll provide you with an 
integrated solution that results in actionable steps enabling you and your taff to retain 
and grow loyal customers. 

After all, it's a new year and different results require new methods. We'll help you 
improve your customer satisfaction, service and retention with: 

Nationwide mystery shopping services 
• INDUSTRY BENCHMARK COMPARISONS 
• CUSTOM EVALUATIONS AND REPORTS 
• AUDIOTAPED SHOPPING 
• SPECIALIZING IN SALES AND CUSTOMER SERVICE EVALUATION 
• COMPREHENSIVE AND TURNKEY CUSTOMER SATISFACTION PROGRAMS 
• fOLLOW-UP TRAINING, COACHING AND CONSULTATION 

When executed correctly, mystery shopping pays for itself by providing your 
front-line employees with the feedback and training they need to improve their 
customer service/sales skills and your profits. 

fVIC In 

Call today for a FREE 
executive report of 

benchmarks for your 
industry. 

Helping our clients build s!Tonger relationships with their cuswmers. 

1--800--951--6606 www.servicetrac.com 

S C H l E S ING Ei 
ASS 0 C I ATE S 

Schlesinger Associates, Inc. 
Executive Plaza, Ste. 400 
10 Parsonage Rd. 
Edison, NJ 08837 
Ph. 732-906-1122 
Fax 732-906-8792 
E-mail : sasmktres@aol.com 
Steven Schlesinger, President 
Nationally - Data collection/Field service 
B, E, F, H, R, RT, S 

Schlesinger Associates has been conducting 
mystery shopping for over 20 years. We have 
conducted mystery shops in banks, restaurants, 
retail establishments, automobile dealerships, 
etc. We have over 300 mystery shoppers avail­
able across the country. 
(See advertisement on p. 75) 

Secret ShopNET 
501 - 1202 Centre St. S. 
Calgary, AB T2G 5A5 
Canada 
Ph. 403-261-5000 
Fax 403-261-4999 
E-mail: salesdept@secretshopnet.com 
http:/ /secretshopnet.com 
Sean Young , Dir. Bus. Dev. 
Internationally- 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 service 
B, E, F, H, R, RT, S 

Service Excellence Group, Inc. 
211 Stablestone Dr. 
St. Louis, MO 63017 
Ph. 314-878-9189 
Fax 314-878-1818 
E-mail: servicex@aol.com 
Marci Bikshorn, President 
Nationally - Full service 
B, 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 
Gloria Britten, Vice President 
Nationally - Full service 
B, E, F, R, RT, S 

Service Inc. 

Htlpmg our cbenu bwld monger relauoruhtps u;1th Wrr cu.swmers 

ServiceTRAC, Inc. 
1525 N. Granite Reef Rd., Ste. 10 
Scottsdale, AZ 85257 
Ph. 800-951-6606 
Fax 602-941-3121 
E-mail: will@servicetrac.com 
William Nowell, President 
Nationally - Full service 
B, F, H, RT, S 

ServiceTRAC, Inc. provides full-service national 
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1998 MYSTERY SHOPPING DIRECTORY 
mystery shopping and research services ... 
ServiceTRAC provides "Real Customer" shop­
pers who are selected because of their match to 
the target profile of our clients. ServiceTRAC's 
focus is high-end sales professionals. 
ServiceTRAC specializes in all types of housing 
and homebuilding, healthcare, retail and financial 
services. ServiceTRAC offers fully integrated 
training and consulting. 
(See advertisement on p. 76) 

Millie Sevedge & Associates 
6101 W. Vliet St. 
Milwaukee, WI 53213 
Ph. 414-453-6086 
Fax 414-453-6087 
E-mail : MILLIE@execpc.com 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

Shapiro Research Services, Inc. 
Trumbull Shopping Park 
5065 Main St. 
Trumbull , CT 06611 
Ph. 203-373-9391 
Fax 203-371-4257 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

s~k® 
\/ 1nc. 

Shop 'n Chek, Inc. 
76 Perimeter Center E. , N.E. 
Atlanta, GA 30346-1801 
Ph. 770-393-1072 or 800-669-9939 
Fax 770-668-0816 
E-mail : abailey@shopnchek.com 
http://www.shopnchek.com 
Anne Bailey 
Internationally - Full service 
B, E, F, R, RT, S 

Shop'n Chek specializes in custom designed 
mystery shopping programs to gather objective 
information regarding customer service perfor­
mance internationally. Over 25 years of experi­
ence in the restauranVhospitality, retail, manu­
facturing , petroleum, services, and utility indus­
tries. Shop'n Chek's 70,000 representatives act 
as our clients' "eyes and ears" with 100 percent 
location coverage guaranteed. Services include 
customer service evaluations, product presenta­
tion , pricing studies and ad audits. Specializing 
in national accounts with 300 or more locations. 
(See advertisement on p. 77) 

Sights On Service, Inc. 
DBA Secret Shopper 
3405 Kilmer Ln. N. 
Minneapolis, MN 55441 
Ph. 612-525-1460 
Fax 612-595-0210 
E-mail: jackieg@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. 
49 Wildbriar Rd. 
Rochester, NY 14623 
Ph. 716-359-1510 
Fax 716-334-9423 
E-mail : Msrdc@aol.com 
Marion Simon, President 
Regionally - Data collection/Field service 
B, E, F, H, 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 

76 Perimeter 
Center East, NE 

Atlanta, GA 30346 

(BOO) 669-9939 
Phone: (770) 393-1072 

Fax: (770) 668-0816 
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~SSESSiiFRIS 

Sinclair Service Assessments, Inc. 
10715 Gulfdale, Ste. 140 
San Antonio , TX 78216-3633 
Ph. 210-979-6000 or 800-880-3111 
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 
shopping services throughout the U.S. and 
abroad. Using the latest information systems 
technologies, SSA can make service measure­
ment part of your company's daily operation. If 
you don't measure it, you can 't manage it. 
(See advertisement on p. 25) 

Smithmark Corporation 
9942 Hard Key Circle 
Indianapolis, IN 46236-7360 
Ph. 317-826-9095 
Fax 317-826-9095 
Karen D. Smith, President 
Regionally - Full service 
B, R, RT, S 

Sonoma Research , Inc. 
P.O. Box 1609 
Sonoma, CA 95476 
Ph. 707-939-8280 
Fax 707-939-6730 
Sally Neilson, Dir. Client Svcs. 
Regionally - Data collection/Field service 
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 
E-mail : Lindecuir@aol.com 
http://www.bja.com/spectrum 
Linda DeCuir, Research Coord. 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

Stewart International Associates 
838 Cherry St. 
P.O. Box 222 
Winnetka, IL 60093-0222 
Ph. 847-446-2910 or 414-964-8876 
William W. Redemann , President 
Nationally - Full service 
B, F, R, S 
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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 
Regionally - Full service 
B, E, F, H, R, RT, S 

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, H, R, RT, S 

Surveys Unlimited, Inc. 
232 Vincent Dr. 
East Meadow, NY 11554 
Ph. 516-794-5650 
Fax 516-794-3841 
E-mail : NYSURVEYS@aol.com 
Gladys Ronco, President 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

Taylor Research 
Video Conferencing Center 
1545 Hotel Circle S., 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 service 
B, E, F, R, RT, S 

Tenox Appraisal Systems 
One City Centre Dr., Ste. 310 
Mississauga, ON L5B 1M2 
Canada 
Ph. 905-848-8288 
Fax 905-848-1438 
E-mail : tenox@weshop4u.com 
Sean Cavanagh, Vice President 
Internationally- Full service 
B, E, F, R, RT, S 

Treistman & Stark Marketing, Inc. 
Two University Plaza, Ste. 301 
Hackensack, NJ 07601 
Ph. 201-996-0101 
Fax 201-996-0068 
E-mail: tsmi@carroll.com 
http://www.tsmi@carroll.com 
Joan Treistman , President 
Regionally - Full service 
B, F, H, R, RT, S 

United Marketing Research 
1516 53rd St. 
Lubbock, TX 79412 
Ph. 806-744-6740 
Fax 806-7 44-0327 
E-mail : UMR297@internetmci.com 
David McDonald 
Locally - Data collection/Field service 
E, F, R, RT, S 

Utah Market Research 
Div. of Ruth Nelson Research 
Crossroads Plaza Mall 
50S. Main St. 
Salt Lake City, UT 84144-0103 
Ph. 801-363-8726 
Fax 801-321-4904 
E-mail : rnncmrs@aol.com 
http://www.ruthnelsonresearchsvcs.com 
Ruth Nelson, President 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

WestGroup Research 
2720 E. Thomas, Bldg. A 
Phoenix, AZ 85016 
Ph. 602-707-0050 or 800-999-1200 
Fax 602-707-0055 
E-mail : askarizona@westgroupresearch .com 
http://www.westgroupresearch.com 
Beth Aguirre , Project Director 
Nationally - Full service 
B, E, F, H, R, RT, S 

Wolf/Aitschui/Callahan, Inc. 
60 Madison Ave ., 5th fl. 
New York, NY 10010-1600 
Ph. 212-725-8840 
Fax 212-213-924 7 
E-mail : jimfrisch@aol.com 
Dr. James Frisch 
Regionally - Full service 
E, F, R, RT, S 

Margaret Yarbrough & Associates 
934 Shore point Ct. , Ste. 100 
Alameda, CA 94501 
Ph. 510-521-6900 
Fax 510-521-2130 
E-mail : marge@hooked.net 
http://www.hook.net/users/marge 
Regionally - Data collection/Field service 
B, E, R, RT, S 

Yee/Minard & Associates, Inc. 
27300 W. 11 Mile Rd ., Ste 500 
Southfield , Ml 48034 
Ph. 248-352-3300 
Fax 248-352-3787 
Ann Scott Montgomery 
Locally - Full service 
E, F, H, 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 service 
B, E, F, H, R, RT 
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1998 MYSTERY SHOPPING DIRECTORY 
International Mystery Shopping 
These firms conduct mystery shopping on an 
international basis. 

Audits & Surveys Worldwi de 
Automotive Insight, Inc. 
Barry Leeds & Associates, Inc. 
Capstone Research , Inc. 
DSG Associates , Inc. 
Stanford Klapper Associates, Inc. (Puerto Rico) 
Kudos Research (United Kingdom) 
Michelson & Associates , Inc . 
Research International USA 
Secret ShopNET (Canada) 
Shop'n Chek, Inc . 
Tenox Appraisal Systems (Canada) 

National Mystery Shopping 
These firms conduct mystery shopping on a 
nationwide basis. See also International Mystery 
Shopping. 

A One Research, Inc. 
ACA Research Pty Ltd (Australia) 
BAIGiobal lnc . 
Bartels Research Corp. 
Berkey Research 
BestMark 
Better Marketing Associates, Inc. 
CB & A Market Research 
Certified Reports, Inc. 
CHK-UR-SERV 
Commercial Service Systems, Inc. 
Cross Financial Group 
Customer Perspectives 
Cutting Edge Research, Inc. 
Decision Services Corp. of America 
Ehrhart-Babic/NRTI ( Nat'l. Retail Tracking Index) 
Elrick & Lavidge 
Field Dynamics Marketing Research 
Fogerty Group, Inc. 
Friedman Marketing Services 
Pat Henry Market Research , Inc. 
IMAGES Market Research 
Innovative Marketing, Inc. (Canada) 
Integrated Research Associates, Inc. 
Rickie Kruh Research 
Leibowitz/Roher Marketing, Inc. 
Maritz Marketing Research Inc. 
Market Dynamics Research Group 
Market Monitor, Inc./Service Monitor 
Market Research & Development, Inc. (Guam) 
Market Trends Pacific, Inc. 
Marketing Solutions Corporation 
McGiadrey & Pullen, LLP 
MDi Research, inc. 
Meyers Research Center 
MPS Research , Inc . 
Mystery Guest, Inc. 
National Field & Focus, Inc. 
National Shopping Service 
National Shopping Service Network, LLC 
NGGroup 
Perceptive Market Research , Inc. 
The Performance Group (PG I Research) 
Pinkerton Shopping Services 
Quality Controlled Services 
Quick Test 
R.I.S. Chri~tie- The Data Collection Co. (Canada) 
The Retail Advantage, LLC 
Sales & Service Evaluators, Inc. (SSEI) 
Schlesinger Associates, Inc . 
Service Excellence Group, Inc. 
Service Research Corp. 
ServiceTRAC, Inc. 
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Sights On Service, Inc. 
Sinclair Service Assessments , Inc. 
Stewart International Associates (Br.) 
Survey Service, Inc. 
WestGroup Research 

Regional Mystery Shopping 
These firms conduct mystery shopping on a 
regional basis. They have been organized by 
state for your convenience. See also National & 
International Mystery Shopping. 

Alabama 
Connections, Inc. 
New South Research 
Polly Graham & Associates, Inc. 

Arkansas 
Olympia, Inc. 

Arizona 
Arizona Market Research 

California 
Decision Research 
Elliott Benson 
Isaacson Group 
Jordan Associates 
L.A. Research, Inc. 
Opinions of Sacramento 
The Question Shop, Inc. 
San Diego Surveys, Inc. 
Sonoma Research , Inc. 
Margaret Yarbrough & Associates 

Colorado 
Colorado Market Research 

Connecticut 
Beta One, Inc. 
Shapiro Research Services, Inc. 

Delaware 
Keystone Marketing Research 

Florida 
Kirk Research Services, Inc. 
Mar's Surveys 
National Opinion Research Services 

Georgia 
Beisner Research Associates 
Highsmith-Charnock Interviewing Service, Inc. 
P V R, Inc. 

Illinois 
Accurate Data Marketing, Inc. 
C R Market Surveys 
Horizon Field Service, Inc. 
Marketing Advantage Research Consultants, Inc. 

Indiana 
Herron Associates, Inc. 
KLD Marketing Research , Inc. 
Smithmark Corporation 

Iowa 
Mid-Iowa Interviewing, Inc. 
PMR·Personal Marketing Research, Inc. 
Rossow Interviewing 

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 
Las Vegas Surveys, Inc. 

New Hampshire 
New England Interviewing, Inc. 

New Jersey 
Frances Bauman Associates 
Treistman & Stark Marketing, Inc. 

New York 
C.B. DuPree Associates 
OMS 
Quest Marketing Group 
Marion Simon Research Service, Inc. 
Surveys Unlimited, Inc. 
Wolf/Aitschui/Callahan, Inc. 

North Carolina 
Free Lance Services 

Oklahoma 
Oklahoma City Research 

Oregon 
Gilmore Research Group 

Pennsylvania 
Pittsburgh Phone & Focus, Inc. 

South Carolina 
Midlands Market Research 

Tennessee 
Mellon Market Research 

Texas 
Mar's Surveys of Texas 
Merchandising Specialists 

Utah 
Utah Market Research 

Vermont 
Action Research 
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Virginia Ft. Wayne, IN 
Capital Research Services Dennis Research Service, Inc. 
Issues and Answers Network, Inc. 

Washington 
Gilmore Research Group 

West Virginia 
McMillion Research Service 

Wisconsin 
InGold Research Services, Inc. 
Millie Sevedge & Associates 

local Mystery Shopping 
These firms conduct mystery 
shopping on a local basis. They 
have been organized by metro­
politan area for your conve­
nience. See also Regional , 
National & International Mystery 
Shopping. 

Anchorage, AK 
Dittman Research Corp. of Alaska 

Atlanta, GA 
Jackson Associates, Inc. 

Baltimore, MD 
Mystic Marketing 

Boston, MA 
Performance Plus 

Charlotte, NC 
A 0 C Marketing Research 

Chicago, ll 
Focuscope, Inc. 
Galli Research Services 
Precision Research , Inc. 
Public Insights, Inc. 
Questions & Marketing Research 
Svcs. , Inc. 
Rothermel Research, Inc. 

Cincinnati, OH 
Assistance in Marketing, Inc. 

Cleveland, OH 
Focus Groups of Cleveland 
Market Tasks, Inc. 
Rosen Research 

Colorado Springs, CO 
Brewer Research 

Dallas/Ft. Worth 
Fenton Swanger Consumer 
Research, Inc. 
Savitz Research Center, Inc. 

Detroit, Ml 
Yee/Minard & Associates, Inc. 
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Houston, TX 
M.A.T. On-Site Research 

las Vegas, NV 
MRC Focus 

lubbock, TX 
United Marketing Research 

Memphis, TN 
PWI Research 

Milwaukee, WI 
Field Surveys & Audits of 
Milwaukee 
Mazur/Zachow, Inc. 

Minneapolis/St. Paul, MN 
Jeanne Drew Surveys 
Sally E. Zorich & Associates 

Newport News/Norfolk/ 
Virginia Beach, VA 
Marketrends, Inc. 

Omaha, NE 
Midwest Survey & Marketing 

Philadelphia/Southern 
New Jersey 
JRA (J. Reckner Associates) 
JRP Marketing Research Services 
Liberty Research Services, LLC 

Raleigh/Durham, NC 
Alar Market Research 

San Diego, CA 
Taylor Research 

Shreveport, LA 
DC~ Interviewing Service 

St. louis, MO 
Consumer Opinion Council 
Research Center 
Marketing Horizons, Inc. 

Washington, DC 
OMR (Oichak Market Research) 

West Palm Beach, Fl 
Cynthia Deutsch Interviewing 

Wilmington, DE 
Seek Research 

I 

Classified Ads 

V I~S U A l The easiest, most powerful way 
to collect data interactiuely 

VISUAL Q FEATURES 

• DBM, CAP!, 
CAT! modes 
of interviewing 

• Skip patterns, 
grouping and 
piping 

• Pre-defined 
scales and answer 
controls for quick 
development and 
flexibi lity 
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Call now for more information! 

1-800-767-0022 
Post Office Box 460863 
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• Un limited number 
of questions and 
variables, with 
hundreds of 
response types 

• Seamless export 
of data to SPSS • SOCRATIC 

SOFTWARE 

San Francisco CA 94146-0863 
info@sotech.com 
http://www.sotech.com 

MARKET RESEARCH ANALYST 
Market Segment Research (full service research company specializing in the 
ethnic segments) has an immediate opening in our Miami, FL office. We are 
seeking a Research Analyst to design and implement research to support 
strateg ic decision making and marketing opportunities. This position will also 
be responsible for analyzing the data and making strategic recommendations. 
The person we are looking for must have strong analytical skills, computer 
skills, interpretation, communication and presentation skills. A minimum of 
five years experience in the marketing research on the supplier side is required . 
Bachelors degree a must, Masters preferred. We offer a competit ive 
compensation and benefit package. Qualified applicants should submit or fax 
their resume to (305) 669-3901 . (re: Marketing Research Analyst) , Market 
Segment Research, Inc. 1320 S. Dixie Highway, Suite 120, Coral Gables, FL 
33146. AN EQUAL OPPORTUNITY EMPLOYER. 

SCAN YOUR OWN SURVEYS WITH 
REMARK OFFICE OMR! 

e Recognizes "bubbles", "checkboxes", barcodes 
e Works with common document scanners 
e Works with forms you create 
e Outputs to any database or statistical package 
e Easy to use Windows product (Windows 3.1, 95, NT) 

Download a free demo http://www.PrincipiaProducts.com 

1506 McDaniel Drive 
West Chester, PA 19380 
1-800-858-0860 or 61 0-429-1359 
Fax: 610-430-3316 

Verbatim BlasterT .. 
automatic coding of open-ended responses 

StatPac Inc. (612) 925-0159 http://www.statpac.com 
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FocusVision Network, Inc. 
Sales and Client Service Personnel 

FocusVision Network, the worldwide leader in videoconferencing for 
focus group research , seeks sales/client service personnel to handle both 
existing and prospective clients. Duties include sales calls to senior 
research executives and project managers of major companies and ad 
agencies. Presentations and demos are a key part of the job. Duties also 
include developing business for both U.S. and our international network 
of focus facilities. Candidates should have a college degree and 1-5 years 
experience in focus facility management or market research sales. The 
ideal candidate should also be outgoing, have high energy, and be a team 
player. Some travel required. FVN offers a competitive salary, team bonus­
es, a liberal vacation policy and a pleasant office environment in Stamford , 
CT. Fax resume to Karen Dysart (203) 961 -0193. 

DATA COLLECTION IN 
GERMANY & WORLDWIDE 

BERNHARD 
SCHREIBER 
President 

Phone +1-817-431-3899 
Fax: 431-5572 

E-Mail: info@fieldresearch.com 
http:// www.fieldresearch.com 

teld research 1511 Windsor Forest Trail 
Roanoke, TX 76262 USA Schreiber, Inc 

MARKET RESEARCH PROFESSIONALS 
Market Researchers with 3 + yrs. exp. needed for short and long term positions. If you have 
hands-on industry experience in any of the fo llowing areas, we have an opportunity fo r you. 

• Account management • Pricing evaluation • Sample design/selection 
• CAT! programming • Product testing • SAS/SPSS programming 
• Communications testing • Project management • Scanner/syndicated 
• Data analysis • Qualitative research data analysis 
• Data graphing design/analysis • Sensory evaluation 
• Database analysis • Quantitative research • Spec wri ting 
• Field management design/analysis • Statistical analysis and 
• New product evaluation • Q're editing/coding modeling 
• On-line database searches • Report writing • Tab development 

2961 N. Halsted, # 130 
Chicago, lllinois 60657-51 49 

TJ.IE 
OUEOTION 
OHOP,Inc. 
A Marketing Research Firm 

Focus Groups and All 
Types of Surveys 

http://WWW.marketinglinkcom 

RYAN REASOR 
President 

2860 N. Santiago Blvd. 
Suite 100 
Orange, CA 92667 
(714) 97 4-8020 
FAX: (714) 974-6968 

-~~~~~~~~~~~~~~~~~~~ 

Data Entry J & D Data Services Tallying 

- ~.~ (972) 596-6474 Phone ~~ 
Scannmg (972) 964-6767 Fax Printing 

- ~~ jddata@flash.net Email ~~ 

Mail Out Specializing in Optical Mark Reading Technology Mail Back 
-~~~~~~~~~~~~~~~~~~~ 
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DIRECTOR OF TELEPHONE OPERATIONS 
If you have five years experience in large (1 00+) market research tele­
phone center management utilizing automation software or CATI and pre­
dictive dialing, have the ability to motivate people, have good communi­
cation skills, are able to supervise effectively, handle multiple tasks, 
understand and appreciate the benefits of monitoring and coaching and 
want the opportunity to show how your talents can make a difference in a 
quality oriented environment, then we want to hear from you. Must be 
able to interface directly with management. Competitive salary, benefits 
and bonus. Please send resume and compensation history/requirements 
to: Opinion Access Corp. 31 -00 47th Avenue, Long Island City, New York 
11101 Attention JRH or fax 718-729-2444. 

STAT 
PAC 

~ 
GOLD 

#1 in Survey Software- StatPac Gold IV 
Professional's choice for survey & marketing 
research. User-friendly, comprehensive & 
dependable. Camera ready tables & graphics. 
Basic & advanced statistics. CRT & telephone 
interviewing. Easiest to learn. Guaranteed. 

StatPac Inc. 
4425 Thomas Ave. S., Minneapolis, MN 55410 
Tel:"(612) 925-0159 Fax: (612) 925-0851 

Correct·ons 
The Editor's note in the Data Use column in the December issue contained an 
error. The phone number for Macro Consulting is incorrect. The correct num­
ber is 415-964-9707. 
In the display ad for Focus First America on p. 96 of the December issue, the 
name Rose Israel should not have appeared . 
Due to production errors in the November issue, the Product & Service 
Update section, the Names of Note section, and the Research Industry News 
section each had incorrect jumplinP.s. The correct page number shown in the 
jumplines should have been 49, 109 and 64, respectively. In addition, some 
material in the Research Industry News section appeared twice. We apologize 
for any confusion these errors may have caused. 

Listin Additions 
Please add the fo llowing firms to the 1998 Focus Group Facili ties Directory: 

Research & Marketing Services (RMS) 
14/16 Oladipo High St. , off Allen Ave. 
P.O. Box 8225 
Ikeja, Lagos 
Nigeria 
Ph. +234-1 -492-2000 
Fax +234-1-492-2099 
E-mai l: nns@ infoweb.abs.net 
Yinka Aderoju, Sr. Rsch. Exec., Qualitative 
Location: Office building 
CR, OR, VE 
20 x 16 Obs. Rm. Seats 4 
16 x 16 Obs. Rm. Seats 4 
16 X 16 Obs. Rm. Seats 4 

West Midlands Viewing Facility 
86 Aldridge Rd. , Perry Barr 
Birmingham, B42 2TP 
United Ki ngdom 
Ph. +44- 121 -344-4848 
Fax +44-12 1-356-853 1 
E-mail : quality @Btlnternet.com 
Fiona Welch 
CR, LR, OR, 1-1, I- lOR, VE, VC 
16 X 13 Obs. Rm. Seats 20 
16 X 16 
tl6 X 13 
tl6 X 16 

Obs. Rm. Seats 20 
Obs. Rm. Seats 20 
Obs. Rm. Seats 20 



19971}MRR Story Index 
CASE HISTORIES 
January 
Mystery shopping: "Right on cue - Mystery shopping makes sure salespeople sing 
praises of Yamaha digital pianos" 
February 
Tracking research: "Staying in touch - Cotton Inc. uses tracking study to monitor con­
sumer attitudes toward clothing, fashion" 
March 
Advertising research: "The eyes have it - Eye tracking helps Saab fine-tune print ads" 
Advertising research: "A working vacation - Agency uses a little R&R (research & relax­
ation) to develop ads for RV group" 
April 
Business-to-business research: "Your prescription is ready - USP asks pharmacists to 
evaluate new drug information source" 
May 
Packaging research: "Readdressing the ball- Maxfli puts a new spin on its golf ball line" 
June/July 
On-line research: "Investing in the Internet: Research tells American Century what 
investors want in a mutual fund Web site" 
On-line research: "Search no further - On-line research is logical choice for Yahoo! 's 
audience analysis project" 
October 
Customer satisfaction: "Switching gears - Research steers auto makers toward better 
customer satisfaction" 
On-line research: "An integrated approach- Technology firm conducts worldwide cus­
tomer satisfaction survey via E-mail, Internet" 
November 
International research: "A global enterprise - Worldwide tracking study keeps IBM in 
touch with mainframe users" 
International research: "A breath of fresh air - First-time use of Kano method helps 
Carrier Corp. research buyers of its air conditioning units" 
December 
Qualitative research: "The people have spoken - Customer input improves Oregon util­
ity's power outage reporting system" 

TECHNIQUE DISCUSSIONS 
January 
Mystery shopping: "Patterns revealed- the evolution of a mystery shopping program" 
Mystery shopping: "Taking the mystery out of mystery shopping" 
Mystery shopping: ''Mystery shopping scams hurt researchers, consumers" 
Research perspectives: "Student research - better than the real thing" 
Marketing to women: "Remember the ladies- Why marketers should care about reach­
ing women on-line" 
Concept testing: "Testing product innovations - a case history" 
Mystery shopping: "Mystery shopping 101 " 
February 
Product testing: "User interface testing becomes accessible and cost-effective" 
Public relations research: "Changing minds - Using research to measure the effective­
ness of public relations programs" 
Interactive research: "One of the crowd - Interactive response systems ease research 
on controversial subjects" 
March 
Advertising research: "Qualitative advertising communication checks - 10 rules to guar­
antee great creative choices" 
Advertising research: "A measured response- Realize the potential of your advertising 
with tracking research" 
Survey design: "The numbers game - refining multi-point scales" 
The business of research: "Working with a consultant - who, why and how" 
April 
Ethnic research: "Acculturation, value orientation and media usage in the U.S. Hispanic 
market" 
Ethnic research: "African-Americans express optimism as millennium approaches" 
Ethnic research: "Understanding Hispanic culture - a case for ethnographic research" 
Ethnic research: "Research uncovers Hispanic advertising impact" 
Business-to-business research: "Beating the competition - Analysis of business-to­
business survey database yields insights on creating competitive advantage" 
Ethnic research: "27 focus groups, seven ethnicities, seven languages and 11 locations" 
May 
Telephone research: "First impressions are crucial in telephone interviewing" 
Telephone research: "Asking the right questions in telephone interviews" 
Qualitative research: "A look at focus group moderators through the client's eyes" 
Qualitative research: "Grounding attitudes in behavior- working tips for more produc­
tive research" 
Customer satisfaction research: "Comment cards and rating scales - Who are we fooling?" 
Research spotlight: "Mineral supply-demand-price studies - another type of market 
research" 
June/July 
Internet research: "Using the Internet for quantitative survey research" 
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Internet research: "Still a few hurdles to clear" 
Internet research: "Internet surveys- Does WWW stand for 'Why waste the work?"' 
Internet research: "Women offer tips to make Internet commerce more appealing" 
On-line research: "On-line focus groups - Four approaches that work" 
Health care research: "Planning health care focus groups? Pack your scuba gear" 
Health care research: "Instant access: Polling machines give Oakland hospital a quick 
read on patient satisfaction" 
Health care research: "Standardizing health care satisfaction measurement- Jury still 
out on mail- and phone-based data collection methodologies" 
October 
Customer satisfaction: "A simple method of setting priorities for improving customer 
service" 
Customer satisfaction: "Customer satisfaction research in the physician 's office" 
Customer satisfaction: "Linking customer satisfaction and compensation" 
Customer satisfaction: "The anonymity gradient" 
Customer satisfaction: "Use customer satisfaction research to drive quality improve­
ment" 
Customer satisfaction: "Beyond customer satisfaction - Measuring the components of 
competitiveness" 
Customer satisfaction: "Gaining strategic business advantage through customer value 
measurement" 
November 
Competitive intelligence research: "Cyber-intelligence and market intelligence" 
International research: "A look at the Indian market research industry" 
International research: "The language of international research - 'Very satisfied' and 
'totally satisfied' are not the same thing" 
International research: "Report from Scotland - ESOMAR conference looks to the 
future" 
International research: "Q&A: Research in Europe" 
International research: "Overcoming the obstacles to conducting international qualitative 
research" 
December 
Qualitative research: "Ten keys to defusing political land mines in the back room" 
Qualitative research: "Seven rules for observational research- how to watch people do 
stuff" 
Qualitative research: "The magic of eight" 
Qualitative research: "Short attention span theater or Why consumers don't understand 
your concept even though it passed qualitative testing with flying colors" 
Qualitative research: "Why are the employees leaving? Focus groups uncover reasons for 
worker flight" 
Qualitative research: "Learning from customers' stories" 
Qualitative research: "Focus group videos - a survival guide" 
Qualitative research: "The focus group report - What is the moderator's responsi­
bility?" 
Qualitative research: "Diary of a moderator - Part 1: managing multiple priorities" 

DATA USE 
February 
"SPSS 7.5 for Windows 95 and Windows NT - software that does things right" 
April 
"Neural networks: understanding back-propagation" 
May 
"Neural networks pt. II: unsupervised learning neural nets" 
June/July 
"Neural networks pt Ill : using the past to forecast the future" 
October 
"Visualizing buyer behavior with unconstrained models" 
November 
"Don't forget your at-risk customers" 
December 
"Three-and-a-half steps to statistical success" 

TRADE TALK 
January 
"Need statistics? These books have 'em" (a review of five books of demographic/statis­
tical information) 
March 
"Can we meet these challenges?'' (a look at issues facing the research industry) 
April 
"Packaged facts: book wraps up packaging knowledge" (a review of Packaging Strategy: 
Winning the Consumer) 
June/July 
"Stepping into cyberspace in the name of research" (a look at an on-line focus group) 
November 
'The value of communication" (a look at an MRA chapter meeting) 
December 
"A crash course on customer satisfaction measurement" (a review of the book Improving 
Your Measurement of Customer Satisfaction) 
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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! 

& icipate 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) 

· · ... w 0 R \. Q ~ to our outstanding seminar leaders who will 
educate you in the best practices utilized by 

marketing researchers worldwide. Through over 
2,500 seminars on 25 topics with more than 40,000 participants in 
28 countries, we have demonstrated our single-minded dedication to 
excellence for more than 20 years. The exceptionally high rate of 
repeat participation in our seminars by past attendees is testament to 
our commitment to excellence. 
But excellence is not the only benefit you get when you attend our 
seminars. Here are a few more: 
OBJECTIVITY. You receive a full and impartial perspective on the best research 
methods used by state-of-the-art practitioners and research uppliers worldwide. Not 
just the proprietary techniques and viewpoints of a particular supplier. 

INTEGRITY. Our mis ion is education. Participants from our seminars are never 
contacted for anything other than follow-up related to their continuing education. 
Guaranteed unconditionally. 

EXPERTISE. You learn from the experts who "wrote the book" on marketing 
research training and have educated more practitioners than anyone else in the world. 

BREADTH. You get to elect from a wide range of programs designed to meet 
your continuing educational needs. Our programmed equence of seminar elimi­
nates the duplication and conflicting content which often results from attending dis­
jointed seminars from different sources. 

RECOGNITION. You get tangible professional recognition for attendance 
through our highly respected certificates of achievement. 

REALISM. Our seminars combine academic rigor with real-life expertise gained 
from having 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 for the superlative evaluations 
we receive from our participants: 

Fantastic - the best seminar on any . ubject I've been to. Right on target- will be a help 
immediately. Speaker superb. A born teacher. 

Marketing Research Analyst, Ford Motor Co. 

Excellent! Best professional seminar I've been to. Content was practically oriented. 
Speaker excellent! Presented information in an extremely "user friendly" manner. 

Energy level was phenomenal. Manager, Marketing Research, Bausch & Lomb 

This seminar has been more useful than any other cour ework I've completed. This was 
worth more than the $ my company spent to send me. Very comprehensive - everything 
I needed. Assistant Manager, Marketing Research, Riverside Methodist Ho pita) 

BThek ur e 
Institute 

Cincinnati Corporate Headquarters 
50 E. RiverCenter Boulevard 
Covington, Kentucky 41011 

e 1998, The Burke Institute 

The Burke Institute 
Pru1ial Schedule of Seminars Through September 1998 

101. Practical '\larketing Research 401. .\lanaging '\1arkeling Research 
New York . Jan. 5-7 Cincmnati .. Mar. 1 ~- 13 

Boston Jan. ~6-2H Bo"on .. .. May ~I ~2 
Cincinnati Feb. 16- 18 Cinc1nnuti . Sept. 3-4 
Ch1cago Mar. 16- 18 501. \pplkatlons of '\tarketing Research 
Ci nci nnati Apr. 6-8 Ne" York Jan . 8-9 
San Francl!\cO .. Apr ~7-29 Cmcmnall Feb. 19·20 
Cint~nn all '\lay 27-29 San f·rancP .. r.:o . Apr 30-\1 ay I 
Atlanta .. ... June 15- 17 Atl;mta •. June 18- 19 
New York June 29-July I Cincinnati . Aug 13- 14 
New Orlean' .. July 20-22 502. Product Research 
Cmcmnati Aug 10-12 

:\c" York . Jan . U - 14 
San Diego .. Aug l!-Sept 2 Cim:innati .. . Apr. 1-2 
Ch1cago Sept 21 -23 

... 
Ch1cago . July 14· 15 

103. Marketing Research for 504. \d>ertising Research 
Decision Makers Ne" York . Feb . 12- 13 
New York Jan. 15- 16 Cincinnati .. ...... Apr. 30- \1ay I 
Cincinnati May4-5 Chica~o July 23·24 

104. Questionnaire Construction Work~hop 505. .\Iarke! ' egmentation Research 

San D1cgo Jan. 12· 14 '\ie" York Feb . 10-1 1 

Cincmnau .. . Feb. 23-25 Cincmnuti . .. .. Apr 28-29 

New York .. . .\1ar 30-Apr. I Ch ica~o July 21 -22 

Bo,ton . \lay 4-6 506. Customer Satisfaction Research 

Cincmnau .. . June 8-10 Boston Jan 29-30 

Ch1cago -· .. July 13- 15 Cmt:innati Apr. 9- 10 

Cincmnati .. .. Aug. 17- 19 Ne" Orleans July 23·24 

Atlanta . Sept 2R·30 Chicago Sept 24-25 

105. Questionnaire Design 601. Translating Data into Actionable 

San Diego . Jan. 15- 16 Information 

Cincmnati .. Feb. 26-27 
'ie\\ ) ork Jan. 22-23 

ew York .. Apr. 2-3 
Ch1cago .. . ... Mar. 1'1·20 

Cincinnati June 11 - 12 
Bo,ton ... .. .. May 7-R 

Ch1cago July 16- 17 Cin~..:innati .. ... July 9-10 

Ci ncinnati Aug. 20·2 1 San D1cgo . .. .. Sept. 3-4 
602. Tools and Techniques of Data Analysis 

201. Focu; Groups: An Introduction 'le" York .. Jan 27· 30 
Chicago \lar. 24-25 Cin~innati -· .. \1ar. 3-6 

202. Focus Group Moderator Training 80\lOil ... .. . . Apr. 6-9 

Cincmnati Feb 3-6 CIO(innati May 1 2- 1~ 

Cmcmnati .\tar. 3-6 San D1ego . .. June 23-26 

Cincmnau . .. Apr. 14- 17 Atl.mta July 28-31 

Cincmnau . . .. \l ay 12- 15 Cincmnat1 Aug. 25 28 

Cincmnau . June 23-26 603. Practical \tulthariate Analysis 

C incmnali . Aug 4-7 New York Feb. 3-6 

Cincinnati . Sept 15- 18 Cincinnati \1ar. 17.:!0 

203. Focus Group Applications 
Ch1cago Apr 2 1· 24 
Cmcmnat1 June 2-5 

Cincinnau Apr. 20-22 Bn,ton July 7- 10 .. .. 
204. Qualitathe Research Reports • 'ew York Aug 4-7 

Cincmnau Apr. 23-24 Cincmnati Sept 15· 18 

301. Communicating '\tarketing Research 701. International .\larketing Rbearch 

New York Jan 19-21 Chicago Apr 16- 17 

Cincinnati .. \tar. 9- 11 :-<e" York .. ... Sept. 29·30 

Chicago .. Apr 13-15 702 . Busine" to Business Marketing 
Bo~ton \lay 18-20 Rt>search 

Cincinnati July 6· 8 New York Feb 24·26 
Ci ncinnau .. Aug. 3 1-Sepl. 2 Cincinnati Sept 9- i I 

CERTIFICATE OFACHIEVg1EI\I IN \IARKETING RESLARCH \ILTHODOLOGY & APPLICATIO:-IS 
Cinc111nat1 ... Feb. 16- \1ar. t3. 1998 Cme~nnall .. Aug. 10-Scpl. 4. !998 

CERTIFICATE OF PROFICIENCY I :>I QUA LITATIVE RESEA RCH 
Cino nnat i ..... Ot.:t. 7-17. 1997 Cin~..· mnatl .. . . . . . . Apr 14-24. !998 

CERTI FICATE OF PROFICIE. ·cy I" QUA"IITATIVE l. .ALYSIS 
Ch1cago Sept. 11·0ct. 10. 1997 J'cw York Jan 19·hb. 6. 1998 

Plca'e ca ll for additional infnmtauon on the ~:and oth~r Burle ln,utute 'er:nm.tr' 
All the abo-.e Burke fn ..,titute Seminan are a\ailable tor 10-hou~ pre~ntatwn . 

Please contact: 

JIM BERLING, Client Service Manager or 
DR. SID VENKATESH, President 

Voice: 800-543-8635 
606-655-6135 

Fax: 606-655-6064 
E-mail: Burkelnstitute@BASES .com 
Web Site: http://www.Burkelnstitute.com 



Why settle? For quality recruiting it takes Fieldwork. 
It's a fact. The wrong focus group respondents will trip up your research every time. But how do you 
get the right ones? 

Fieldwork provides highly qualified and well-screened focus group respondents from the most extensive 
database in the industry. We not only check to make sure your panel meets your demographic standards. 
We also try to make sure your respondents are, well, responsive. 

Every Fieldwork location is its own world-class research environment, with state-of-the-art facilities 
and office services. In a convenient location right where you need us most. 

So make the call for better research. Call Fieldwork today. 

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: 847-41 3-9040 

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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