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Home equity market drying up? 
The home equity credit market appears to be built on an eroding foundation, according to result in a recent re earch 

study by Atlanta-based Synergistics Research Corp. entitled "Innovative Channels for Marketing Home Equity Credit." 
About one in 20 (6 percent) homeowner currently have a home equity line of credit, with about half of these (3 per­

cent) being inactive holders reporting that they do not have a balance or have not 
accessed their line in the past year. About one-fifth of the homeowners have had a 
line in the past. This is about three times the number of current holders. Comparisons 
with previous Synergistics research studies how that incidence of home equity cred­
it has declined since 1992. ''A the new millennium approaches, lenders face a chal­
lenge to rebuild the home equity market by reintroducing home equity products to 
homeowners. If lenders take immediate action, they could reverse the declining for­
tune of this product. Becau e it is a small niche product, even small conversions of 
non-holders will translate into significant market growth,'' ay Anne Morgan 
Moore, president of Synergistics. For more information call 404-237-3373. 

Kids need more personal 
finance advice 

While personal finance classes are 
offered in many schools, the American 
Savings Education Council's (ASEC) 
1999 Youth & Money Survey found 
that most students would rather get 
their savings lessons at home. Trouble 
is, adults may not have the advice they 
need. The 1999 Youth & Money 
Survey, released by the ASEC, the 
Employee Benefit Research Institute 
(EBRI), and Mathew Greenwald & 
Associates, shows that 94 percent of 
tudents ages 16-22 say they turn to 

their parents for financial advice. But 
the 1999 Retirement Confidence 
Survey (RCS) found that one-third of 
adults do not think they are disciplined 
at saving, 30 percent spend money 
compulsively, and over 40 percent do 
not pay off their credit card at the end 
of every month. 

"Students today are more money 
savvy, but they are also bombarded 
with opportunities to spend," ays Don 
Blandin, president of the ASEC. "Our 
survey shows that students are turning 
to family and friends [instead of 
schools] for financial advice, so it is 
vital that everyone learn the facts about 
saving and investing." 

The youth survey found that only 
21 percent of high school and college 

continued on p. 58 
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Doctors have taken to the Net 
In June, Caduceus Marketing Research, Mt. Arlington, 

N.J., conducted an on-line survey among a sample of 100 
physicians who agreed to complete a survey using the 
firm's on-line system. Respondents included physicians 
from the following specialties: primary care physicians 
(FP/GPIIM); cardiologists; obstetricians/gynecologists; 
and pediatrics. The questionnaire contained a number 
of questions specific to Internet usage, as well as some 
product-specific questions. 

Highlights from the study include: 
• Internet access: 62 percent of physicians access the Internet from their home; 

and 36 percent of phy icians access the Internet from their office. 
• How often do they use Internet? Every day, 69 percent; several times/week, 

28 percent; once a week, 3 percent. 
• How long have they been using the Internet? More than two years, 69 per­

cent; one to two years, 23 percent; six to 12 months, 9 percent. 
• How frequently do they check their e-mail? Every day 59 percent; several 

times a week, 32 percent; once a week, 9 percent. 
About half of the respondents report they have searched the Internet for phar­

maceutical product information. New products are most often the target of their 
Internet searches. 

Doctors were asked how the Internet helps them most often with their prac­
tice. Researching new products, quick access to current medical information and 
access to Medline are the most often mentioned ways in which the Internet helps 
their practice. When asked what the pharmaceutical industry could do to help 
physicians with their practice, the most popular responses were: provide infor­
mation on new products, update information on drug interactions, and provide 
access to clinical trial information. 

Half of the physicians responding recommend educational Web sites to their 
patients. 

Physicians were asked to specifically rate several potential services to gauge 
their interest in receiving these services. Physicians are interested in the ability 
to: order prescription samples on-line; receive new product information viae­
mail; and request samples of over-the-counter medications. For more informa­
tion call Tom Simpson at 973-770-4000. 
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Dr. Solomon Dutka, outspoken 
advocate for the application of scien­
tific principles in the field of market­
ing research and co-founder of Audits 
& Surveys Worldwide, died on August 
7th at hi home in Riverdale, N.Y. , due 
to complications from a stroke. He is 
survived by his wife, Joyce, stepsons 
David, Barry and Stephen Fried and his 
sons James and Michael Dutka. 

The Marketing Research Association 
announced its 1999 National and 
Chapter Awards at its annual confer­
ence in Boston in June. The 
Distinguished Service Award was 
given to Sharon Mutter, president of 
Sharon Mutter Field Sources, Carmel, 
Ind., in recognition of "extensive and 
distinguished service to both the asso­
ciation and the marketing research 
industry." The Award of Excellence is 
given in recognition for excellence in 

service for the current year at both the 
National and Chapter levels. This year 
the award was presented to two mem­
bers, a first-time occurrence for the 
association. The winners were Val 
Maxwell, president, National Data 
Research , Inc., Northfield, Ill. , and 
Jane Rosen , Nichols Re search, 
Sunnyvale, Calif. Chapter awards were 
presented to the following: Michele 
Avant, Jackson & Associates , Inc ., 
Atlanta, Atlanta/SE Chapter; 
Bernadine McGinnis , American 
Medical A soc iation , Chicago, 
Chicago Chapter; Barbara Nolan , 
Barbara Nolan Mark et Re searc h , 
Maitland , Fla ., Florida Chapter; 
Terilyn Reber Vaught, ACNiel sen 
BASES, Covington, Ky., Great Lakes 
Chapter; Peter Van Brunt, ReData, 
Inc. , Bethesda, Md ., Mid-Atl a ntic 
Chapter; Lisa Denning, B I ue Cross 
Blue Shield of Minnesota, St. Paul, 

???????????????????????? . . . . . . . . . . . . . . . . . . . . . . . . 
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Minnesota/Upper Midwest Chapter; 
Dorothy Bacon, Granite State Mktg. 
Research, Inc., Londonderry, N.H ., 
New England Chapter; Gail Adams, 
The Wats Room , New York, New 
York/NE Chapter ; Angela Gomez, 
Research Data Design , Portland, Ore. , 
Northern Cali forn ia/Pac i fie NW 
Chapter ; Adrienne Goldbaum , 
Consumer Research Center, Las Vegas, 
Nev., Southern California Chapter; and 
Barbara Rosner, Rosner Field Audits, 
Tempe, Ariz. , Southwest Chapter. 

Adam Hill and Russell Wojcik 
have joined Knowledge Systems & 

Research, Syracuse, N.Y. , as research 
analysts. 

Richard (Rick) Tobin has been 
appointed pre s ident of Strategy 

Johnson 

Researc h Corp ., Miami , replacing 
founder Richard W. Tobin. In addition , 
Monica Campana has been promoted 
to project director. 

Sharon Johnson has joined PTM 
Research, Ann Arbor, Mich. , as vice 
president. 

continued on p. 68 
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Planning tool for focus 
groups 

Best Practices Research, Evergreen, 
Colo. , is offering The Focus Group 
Planner, an integrated project manage­
ment tool for qualitative researchers. It 
is designed to help researchers improve 
productivity, project organization, and 
communications with clients and field 
services. Developed by several moder­
ators, The Focus Group Planner offers 
25 integrated word processing, pread­
sheet, and presentation templates. It is 
customizable and is designed to help 
organize every phase of a qualitative 
project: preparation (13 formats that 
facilitate organization and communica­
tions with clients and field services); 
data collection (five formats for manag­
ing participants and improving commu­
nications with clients); analysis (four 

formats for transcriber instructions, 
reporting, presentation), and project con­
clusion (three formats for billing and 
project evaluation). For more informa­
tion call Ron Riley at 800-670-2387 or 
visit the company's Web site at 
www.bestprax.com. 

New regression tool 
Salford Systems, San Diego, Calif., 

has introduced MARS, a regression tool 
for data mining and predictive modeling. 
An aJternati ve to neural networks and 
conventional regression models, MARS 
was designed to solve problems such as 
how to predict credit card holder bal­
ances, insurance claim losses, and cell 
phone usage with accuracy. MARS (an 
acronym for multivariate adaptive 
regression splines) builds its models 
automatically, self-tests to ensure valid­
ity, and graphically displays the effect of 

If your 

is fuzzy 
You probably need a focus group. Luckily we operate focus 
group offices in Seattle, Portland and Spokane. So at least 
one thing is clear, you need to call us. 

Consumer Opinion Services 
•••••••llllliiiii••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 

+ Focus Groups + Mall Intercepts + Central Telephone + Pre-Recruits + Field Services 

each important variable on the outcome. 
Using a Windows-based interface, the 

analyst provides MARS with a database 
and target variable; MARS then devel­
ops a model, self-tests to prevent over­
fitting, and graphically displays the 
impact of each predictive factor on the 
outcome. Predictions for new data can 
be obtained either through the MARS 
engine or via C-source code produced as 
part of the modeling process. 

MARS is designed for predictive 
modeling problems involving continu­
ous outcomes, such as how much a cus­
tomer will spend on a catalog order, the 
minutes a customer will use his cell 
phone, or how electricity production will 
change as generator inputs change. 
MARS can also predict yes/no binary 
responses such as whether a consumer 
will default on a loan, refinance a moJ1-
gage, or defect to a competitor. 

Experienced data analysts also can 
use MARS as an exploratory tool to 
refine and improve more conventional 
linear and logistic regression models. 
By automatically detecting needed vari­
able transformations and interactions, 
MARS can reduce the time required to 
build a model and improve its predictive 
accuracy. MARS is supported in a vari­
ety of standalone and client/server oper­
ating environments. For more informa­
tion call Kerry Martin at 619-543-8880 
x22, or visit the company's Web site at 
www.salford-systems.com. 

Join the Technology 
Advisory Board 

Decision Analyst, Inc., an Arlington, 
Texas, research firm, has launched the 
Technology Advisory Board, a world­
wide group of technology professionals 
to help shape the future through partic­
ipating in on-line discussions and on-line 
surveys. The Board is made up of engi­
neers, scientists, information systems 
analysts, programmers, Web develop­
ers, and others employed in high-tech­
nology occupations. Executives 

continued on p. 62 
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CASRO ANNUAL WORKSHOP: The 
Council of American Survey Research 
Organizations (CASRO) will hold its 
annual conference from November 3-5 
at The Charleston Place, Charleston, S.C. 
For more information visit the organiza­
tion's Web site at www.casro.org . 

MRA FALL CONFERENCE : The 
Marketing Research Association will 
hold its Fall Education Conference and 
Techno logy Forum from November 3-5 
at the Hyatt Regency Hotel in San 
Antonio , Texas . Conference events 
include sessions on researcher educa­
tion and a look at how research can sur­
vive amidst the growing consumer con­
cern about privacy. The Technology 
Forum exhibits will provide information 
on current research tools and demon­
strations of the latest technology avail­
able for researchers. For more informa­
tion call860-257-4008 or visit the MRA 
Web site at www.mra-net.org. 

MYSTERY SHOPPING WORKSHOP: 
The Mystery Shopping Providers 
Association will hold its first annual 
Fall Workshop in Chicago on 
November 5. For more information 
visit the organization 's Web site at 
www.mysteryshop.org. 

AMA AGRIBUSINESS RESEARCH 
CONFERENCE: The American Marketing 
Association will hold its agribusiness 
marketing research conference at 
Adam's Mark Hotel , San Antonio , Texas, 
from November 7-9. For more informa­
tion call312-648-0536 or visit the orga­
nization 's Web site at www.ama.org . 

INSURANCE RESEARCH CONFER­
ENCE : The Society of Insurance 
Research will hold its annual conference 
on November 7-10 at the Tradewinds 
Hotel & Resort in St. Petersburg Beach , 

- Fla. The conference also includes work­
shops and exhibits. For more informa­
tion call Stan Hopp at 770-426-9270 or 
visit the organization 's Web site at 
www.sirnet.org. 
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WEB RESEARCH CONFERENCE: The 
Institute for International Research (IIR) 
will hold a conference titled "Mastering 
Web-based Surveys & Online Research 
Techniques" from November 8-10 at the 
W Hotel in San Francisco. For more infor­
mation call 888-670-8200 or visit the II R 
Web site at www.iir-ny.com. 

SENSORY EVALUATION WORKSHOP: 
As part of its workshop series "Issues in 
Sensory Evaluation ," Trag on Corporation 
will hold a workshop entitled "Quality 
Control and Stability Testing " on 
November 8-10 at the Sheraton Palo 
Alto , Palo Alto , Calif. The program will 
focus on organizational approaches to 
establishing product quality monitoring 
systems within manufacturing and R&D; 
methods for measuring product quality 
and stability, including design and analy­
sis. For more information call 650-365-
1833 or visit the company's Web site at 
www.tragon .com. 

AUTOMOTIVE BRANDING CONFER­
ENCE: Allison Fisher, Inc. , McKinsey and 
Company and Marketec Systems, Inc., 
will hold a conference titled "New Insights 
Into Automotive Branding" on November 
12 from 8 a.m. to 2 p.m. at the Ritz­
Carlton Hotel in Dearborn , Mich. Topics to 
be covered include: the Internet and the 
commoditization of brands; brand expec­
tations and the breadth vs . depth of cus­
tomer satisfaction; the make/model brand 
debate - who is right?; and , are retail 
attributes inherent in product brands? For 
conference details and to pre-register, visit 
the Marketec Web site at www.marketec­
systems.com/ conference.htm. 

WORLDWIDE QUALITATIVE 
RESEARCH CONFERENCE : The 
European Society for Opinion and 
Marketing Research (ESOMAR) will 
hold its Worldwide Qualitative 
Research Conference from November 
28-30 at the Hotel Athenaeum 
InterContinental , Athens , Greece . For 
more information visit the ESOMAR 
Web site at www.esomar.nl. 

Harris Inte ract ive , a Roches ter, 
N.Y. , research compan y, announced 
the launch of the Harri s Sports Poll. 
Th e Harr is S po rt s Po ll prov id es 
in fo rm ati on fo r the sports indu stry 
to make sound strateg ic dec is ions. 
The poll as ks numerous ques ti ons 
on sponsorship , fan leve l, Internet, 
media, purchas ing, parti cipati on, hot 
topi cs and more with a signifi ca nt 
number or res pondents to prov ide 
targeted in fo rm ati on on consumers' 
sport s re lated interes ts and behav­
iors and to predi ct future trends. The 
Harri s Sports Poll will enabl e the 
medi a to see what the view ing pub­
li c think s about vita l iss ues in the 
sporting wo rl d - prov iding data fo r 
fea ture stor ies and revea ling what 
is hot in spo rt s, tea ms, markets, and 
current eve nts. For additi onal infor­
mati on contac t Harri s Interac ti ve at 
www. harri sinterac ti ve.co m. 

Florida-based research f irm SIL ­
Worldw ide Ma rket in g Serv ices 
h as moved it s o f f ices to 4 13 
Northeas t Third St. , Delray Beach, 
Fl a., 33483. Th e firm has a lso 
o pe ne d a La tin Am e ri ca CATI 
Centre in Miami for central locati on 
bu s in ess- to-b us in ess te le ph o ne 
resea rch. 

Niel sen Med ia Researc h has 
e ntered in to a definiti ve me rge r 
ag reement under whi ch VNU USA, 
Inc. , a wholl y-ow ned subsidi ary of 
VN U NV, will ac quire a ll of the 
co mm o n stock o f Ni e lse n Medi a 
Researc h for 3 7. 7 5 per share in 
cash. VN U is a publi c ly traded inter­
nati onal pu bli shin g and info rmati on 
co mpany headqu artered in Haarl em, 
the Netherla nds. The Ni elsen Medi a 
Resea rch - NetRatings, Inc. ag ree­
me nt w iII not be a ffec ted by th e 
merger. 

Full -service research firm s Quick 
Test, Inc. , Jupiter, Fl a., and Heakin 
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Research, Olympia Fields, Ill. , have 
announced that they will merge. The 
senior management teams at both firms 
will remain in place. The new network 
of firms will have over I 00 locations in 
40 markets covering 26 states. 

Doane Marketing Research , St. 
Louis, is now offering a shared-cost mar­
ket research study entitled "Part Time, 
Pleasure Fanners and Their Farm Input 
Purchasing." For more information call 
Mary pat Corbett or Jim Johnson at 3 14-
878-7707. 

The Rowes Wharf focus group center 
of Focus On Boston is now a member 
of FocusYision Worldwide, providing 
videoconferenci ng services. 

Barbara Burbridge, former director of 
operations and fi e ld mana ge r for 
Frederick Schneiders Re sea rch , 
Washington, D.C., has founded her own 
company, Data Harvest, an indepen­
dent field management firm located in 
Gaithersburg, Md. For more informa­
tion call 30 1-963-5 138. 

Chicago-based C&R Research 
Services ' proprietary co mputerized 
interviewing technology CRIMSON 
was used to identify the commercial des­
ignated as the Best of Show at the 
Golden Marble Awards in New York in 
September. Children ages nine to 13 
viewed the 17 Golden Marble category 
winners and selected their favori te 

VNU Marketing Information Services 
has joined two of its divi sions, National 
Decision Systems and Claritas Inc. 
Both firms provide business informa­
tion products and services. With the 
change, NDS becomes an operating 
di vision ofClatitas. ConcwTent with the 
announcement, Robert ascenzi has 
been named president and CEO of 
Cla~itas. 

Total Research Corp., Princeton, 
N.J. , has been selected a a Microsoft 
Marketing Vendor Program Member. 
Program members are firms from a wide 
range of industries that work with 
Microsoft to extend the Microsoft brand 
through marketing communications. 

The Foote, Cone & Belding ad agency 
is now using the on-line research ser­
vices of Digital Marketing Services, 
Dallas, as part of its client strategy devel­
opment. 

Varga Research, Orlando, Fla., has 
opened a new focus group facility, fea­
turing four focus group rooms. Each 
room contains private viewing areas, 
seating for up to 25, client discussion 
rooms, separate climate controls and 
audio/video recording. For more infor­
mation call Rachel JatTell at 407-248-
0777. 

Data collection firm Field Facts 
Worldwide has moved its operation to 
London's West End. The location fea­
tures focus group facilities, a test 
kitchen, and a CATI faci lity. The new 
address is 11 Weymouth St. , London, 
WIN 3FG. Phone 44-171-906-6600. 
Fax 44- 171-906-6666. 

Earlier this summer, CLT Interactive, 
a division of CLT Research Associates, 

continued on p. 76 

It's a$miill world ... 
Work with a full-service research firm 

that explores, understands and answers 

the diverse cultural and linguistic 
questions that are vital to the design , 

execution and analys is of every project. 

Domestic and International 
Qualitative and 

Quantitative Research 
(Hispanic, Asian, African American, Native American and General Market) 

etc Erlich Transcultural Consultants 

October 1999 

21241 Ventura Boulevard, Suite 193 
Woodland Hills, CA 91364 

818/226-1333 Fax: 818/226-1338 E-mail: etcethnic@aol.com 

www.quirks.com 13 



Editor's note: Betsy Charles is president of Strategic 
Power, a research and consulting firm in Germantown, 
Wis. She can be reached at 414-250-0857 or at 
DocBetsy@aol.com. 

Company executives often evaluate research proposals 
with this question in mind: "Will the research increase 
our company's bottom line?" Many have had experi­

ence with research that had little value to the company. 
Although the research measured perceptions, it wasn't 
linked to revenues. Thus, they tend to avoid research unless 
they see its practical value. In fact, most perceive research 
as a cost, rather than as a means to increase revenues. 

The purpose of this article is to show how research can 
increase a company's bottom line. We present several 
approaches that link research to revenues, using data from 
customer satisfaction or employee attitude surveys to mea­
sure how specific improvements would increase a compa­
ny's revenues. 

1. Linking overall satisfaction to revenue. This approach 
requires data on each respondent's overall satisfaction with 

14 

the performance of a strategic busines unit (SBU) and 
each respondent's purchases from the SBU over a certain 
period of time. The first step is to group respondents by their 
level of overall satisfaction and then to average the pur­
chases of each group. In the following example, we expect 
revenues to increase $100 per customer if overall satisfac­
tion increases one level (or $50 per customer if overall sat­
isfaction increa es a half level), a suming all else i equal: 

Level (1) Very (2) (3) (4) (5) Very 
Dissatisfied Satisfied 

Average $600 $700 $800 $900 $1000 

2. Linking aspects of satisfaction to revenue. This 
approach requires data on each respondent's level of satis­
faction with various aspects of the SBU's performance and 
each respondent's purchases over a certain period of time 
from the SBU. The first step is to link each aspect of satis­
faction with purchases using simple regression analysis. In 
this analysis, the independent variable is an aspect of satis­
faction and the dependent variable is purchases from the 
SBU. Simple regression analysis measures the amount an 

continued on p. 70 
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CustomerSatisfaction 

T
hough its lodging prop­
erties have a distinctly 
traditional feel, La 
Quinta Inns is taking an 
untraditional approach to 

analyzing and distributing the data 
from its customer satisfaction 
research. La Quinta is joining a grow­
ing number of firms that are harness­
ing the power of computers to extract 
more value from their research. Their 
efforts may make the frantic client-to­
supplier phone call a thing of the past. 

Founded in I 968 and still based in 
Texas, La Quinta owns and operates 
over 300 limited service, mid-price 
hotels, pri mari Jy in warm-weather 
regions of the U.S. The chain includes 
both La Quinta Inns and La Quinta 
Inn & Suites locations, which are larg­
er and boast additional amenities. 

The company's customer satisfac­
tion program is fairly standard stuff: 
a mai l survey is sent to a sample of 
recent guests at each property and the 
results are distributed quarterly to 
management. But with the help of its 
research partner, Minneapolis-based 
Custom Research Inc. (CR I), La 
Quinta is doing the quarter ly report 
one better, us ing a desktop system to 
give its regional and general managers 
a lot more contro l over the kind of 
information they can extract from the 
results and allowing them to under­
stand satisfaction by customer seg­
ment and ind ividual ize key drivers for 
each hotel. 

C RI sends the updated survey data 
to La Quinta management on Zip 
disks, which they incorporate into a 
database C RI developed for La 
Quinta. "They are actually managing 
the database themselves," says Marcia 
Gunderson, research manager , 
Custom Research Inc . "So it saves a 
lot of time because normal ly if they 
had questions or areas that they want­
ed to look at, they would have to call 
us and ask us to dig into it. Now they 
can go into the database themselves 
and look at the most recent data right 

down to the property level." 
CR I is flexible in working with 

clients to design the most appropriate 
on-site data ana lysis capabi lity, 
Gunderson says. In La Quinta's case, 
Microsoft programs Access and Excel 
are used to view and manipu late the 
data. "Each company has its own way 
of doing business and we try to 
accommodate clients so they don't 
need to spend a lot of money on set­
ting up systems to run the program," 
she says. 

Comment cards 
In the mid-'90s, La Quinta used 

comment cards distributed at check-in 
by the front-desk clerk to measure sat­
isfaction . It's a form of customer feed­
back but one subject to all kinds of 
inconsistencies and influences. 

Since the summer of 1997, La 
Quinta and CR I have used the mai led 
satisfaction survey. The company has 
worked hard to make the survey easy 
for guests to fi ll out and re levant for 
its managers, says Jim Gard, La 
Quinta's director of re lation ·hip mar­
keting and research . La Quinta con­
ducted focus groups with guests to 
determine the factors that contribute 
to a satisfying lodging experience and 
also to have them fill out early ver­
sions of the mail survey. "We timed 
the questionnaire in the groups to 
make sure it was no more than three 
or four minutes. There are just so 
many things you can ask about but 
you have to draw the line some­
where," Gard says. 

Questionnaire deve lopment focus 
groups with front-desk service people 
and La Quinta managers he lped win 
their buy-in to the process and also 
showed them that the survey woul d­
n't be measuring service aspects that 
were out of their control. "You want 
people to believe that the survey ques­
tions represent an accurate measure­
ment of what they do and things they 
could change if scores were not so 
good. We wanted to make sure they 
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felt that they had some input into what 
the cu tomer evaluates on the form," 
Gard says. 

(La Quinta has a head start on one 
crucial aspect of a mail survey: The 
guest registration process in most 
cases yields accurate and up-to-date 
addresses and other information, so 
the surveys reach the right people and 
reach them quickly. The on ly road­
blocks, Gard says, are rooms that are 
booked by business travelers who list 

((YOU WANT PEOPLE TO 

BELIEVE THAT THE ~URVEY 

QVE~TION~ REPRE~ENT AN 

ACCURATE MEA~UREMENT Of 

WHAT THEY DO AND THING~ 

THEY COULD CHANGE If 

~CORES WERE NOT ~0 GOOD. 

WE WANTED TO MAKE ~URE 

THEY HLT THAT THEY HAD 

~OME INPUT INTO WHAT THE 

CU~TOMER EVALUATE~ ON 

THE FORM,'I GARD SAYS. 

their accounts payable department's 
address and those booked by travel 
agents .) 

The survey covers the bas ics of a 
lodging stay chronologicall y, incl ud­
ing check-in, the condition of the 
room, any prob lems the guest may 
have encountered, and La Quinta's 
continental breakfast. "We tart from 

continued on p. 73 
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Editor's note: Lori Laflin is the 
director of data processing at CJ 
Olson Market Research, Minneapolis. 
She can be reached at 6/2-378-5040 
or at cjo@minn.net. David E. Hyatt is 
the customer results and service man­
ager a t Deco tiis Erhard Strategic 
Consulting, Colorado Springs, Colo. 
He can be reached at 719-448-0400 or 
at DHyatt@ DESCG. com. 

C
ustomer satisfaction and cus­
tomer retention are the cor­
nerstones of many business 
mi ss io n s tate m e nt s a nd 
s trateg ies . Thi s is a good 

thing. Busi nesses in thi s country and 
around the world are focusing on their 
customers like never before. Rather 
than Henry Ford's "any color as long 
as it's black," philosophy, today's 
executives are developing quality ini­
ti a ti ves and taking to heart catch­
phrases like "mass customization." 
Thi s focus on the customer requires 
that businesses actually talk to their 
customers to determine what it is they 
want as well as how effect ive ly goods 
and services are being delivered. The 
result is that many people who never 
had to think about survey research 
have suddenly found themse lves in a 
position of responsibility for the com­
pany's entire customer sati sfaction 
program. And, while any bod y can 
write questions, i~ is much more diffi­
cult to write good or meaningful ques­
tions. 

To have an effective survey instru­
ment (i.e., one that provides action­
able information) and make the best 
use of the information you collect, it is 
important that the items developed 
have the following characteristics: 

• they measure attributes that are 
relevant to the customer; 

• they measure attributes that affect 
behavior; 

• they mea ure those attributes reli­
ably; and, 

• they produce actionable results. 
So, how do you do thi s? Thi s article 

CustomerSatisfaction 

discusses how to develop survey items 
with the above characteristics. While 
we' II focus on customer satisfaction 
research, many of the principles dis­
cussed are just as relevant to other 
research applications. 

Generating content 
In genera l, there are four ways to 

ge ne rate survey content or item s: 
make it up, use research I iterature, 
copy ex isting surveys and use focus 
groups and qualitative interviews. 

M aking it up, while not the most 
sc ientific or best way, is probably the 
most common method of generating 
sur vey content. While thi s 

in the right direction , consider the fol­
lowing: the survey content used for 
one study is not necessarily relevant to 
yours. For example, one survey might 
assess customer satisfaction with a 
call-in help line. While you may have 
a call-in line, perhaps your calls are of 
a more technical nature or your repre­
sentatives deal with different types of 
callers. So, using the questions from 
the existing survey to ask about the 
help line on your survey would be a 
waste of time. Make sure that the ques­
tions you ask are relevant to both your 
audience and your organization and 
that you can actually act on the sug-

method is often relatively 
inex pensive up front because 
"we know what's important to 
our customers," it is often the 
most costly in the long run. If 
the item s developed do not 
reflect things important to cus­
tomer s or don ' t result in 
actionable information , the 
survey project will be a waste 
of your valuable time and 
money. Therefore, we recom­
mend using one of the other 
methods. 

Rather than making up the 
content, there are two sources 
that can be quite useful in the 
development of survey con­
tent : re search literature and 
existing surveys. There are 
numerous articles in which the 
authors di scuss customer sat­
isfaction and survey content. 
Di stilling the essence of these 
articles and the content areas 
they di scuss and then devel-

Make sure that the 

questions you ask are 

relevant to both your 

audience and your 

organization and that 

you can actually act 

on the suggestions 

you get from the 

survey results. 

oping a survey to measure them for 
yQur own purposes can be quite effec­
tive. These articles are often available 
over the Internet or at your local 
library. Existing surveys might include 
something done previously at your 
company or done by a competitor. 
While these can provide you with 
good background and help point you 

gestions you get from the survey 
results. (Also, be careful copying sur­
vey content- you can run into copy­
right problems.) 

The final way to develop content is 
the one we recommend for most appli­
cations·: using qualitative data collect-

continued on p. 7 4 
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Editor's note: Lori Cook is a senior research ana­
lyst at Blue Cross Blue Shield of Maine, Portland. 
She can be reached at 207-822-8964 or at 
Lori_cook@ bcbsme. com. 

his artic le is the first in a three-part series 
designed to provide real-world business 
examples of the effective use and application 
of research and statistical tools for support­
ing resourcing and priority-setting decisions. 

Each of the three articles in the series provides a 
summary review and example of how marketing 
research, when approached as a credible discipline 
and with a clear view of specific decision support 
needs, can very effectively shape executive decision 
making. 

This artic le reviews "effect size" statistical testing 
tools as a means for assessing meaningful research 
outcomes; it focuses on successes using measures of 
"effect size"- in li eu of or in addition to statistical 
significance testing - to effectively demonstrate 
quality improvement and impact of customer satis­
faction-based interventions. 

Assessing research outcomes: statistically signif­
icant vs. meaningful differences 

Organizations implementing quality improvement 
programs often use customer satisfaction survey 
research to track the effectiveness of improvement 
activities and interventions. Typically, determina­
tions of program effectiveness (e.g., change from 
baseline tore-measure, or differences between inde­
pendent groups) are based on statistical significance 
testing of research results. For example, z-tec ts or 
chi-squares are used to determine the statistical sig­
nificance of the difference between proportions, 
whereas t-tests are used to determine statistically sig­
nificant differences between means. Statistical sig­
nificance tests such as these indicate the probabili­
ty that research outcomes can reasonably be attrib­
uted to the program interventions, or whether they 
are simply due to chance. "Statistically significant" 
results can then be interpreted to mean that the pro­
gram interventions have been successful, while non­
statistically significant results indicate that the pro­
gram interventions have not been successful. 1 

For effective interpretation and application of such 
research results, it is important to note one of the lim­
itations of traditional statistical significance testing: 
statistical significance is high ly dependent on sam­
ple size (that is, the opportunities for achieving sta­
tistically significant results increase as sample size 
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increases, and decrease as sample size 
decreases). Therefore, two studies 
with similar resu lts may yield very 

different outcomes when statistical 
significance testing is applied, if the 
sample sizes used in the studies are 
different. 

Because of this dependence on sam­
ple size, "statistically significant 
results" cannot always be equated 
with "meaningful results" (i.e., results 

that have important business, man­
agerial, or scientific implications). It 
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is possible for a large-sample study to 
have statistically significant results 
that do not reflect "meaningful" 

change or difference; conversely, it is 
possible for a small sample study to 
yield "meaningful" results without 

"statistical significance." D . Kenny 

tical significance testing is useful, one 
that measures the magnitude of a 
result, rather than the probability that 
the result is due to chance. 

The most commonly used metric to 
evaluate the magnitude of an outcome 
is "effect size" (Cohen, 1988), or the 

Table 1. Statistically significant vs . meaningful research outcomes 

Statistically significant outcomes Assessment based on statistical significance testing : the 
statistical significance level (p value) indicates the probability 
that the differences achieved (as indicated by test statistics 
such as t, r, z) are due to chance. A p value of :s; .05 is 
conventionally accepted as statistically significant. The p value 
is highly affected by sample size. 

Meaningful outcomes Assessment based on business, managerial , scientific, or 
practical implications of research results. Not dependent on 
determinations of statistical significance, e.g., statistically 
significant outcomes may have little decision-making im 
portance; conversely, non-statistically significant outcomes 
may have highly relevant decision-making value. 

(1987), in a discussion of this issue, 
gives the following example: 

"Statistical significance cannot be 

equated with scientific significance 
because statistical significance 
depends on theoretically unimportant 
factors such as sample size. For exam­

ple, consider two studies that attempt 
to reduce cigarette smoking. It is pos­
sible for the t statistic for one study to 

be 8.433, yet the treatment reduces 
cigarette smoking by two cigarettes. 
Whereas in second study the t statis­
tic could be only 2.1 08, yet the pro­
gram reduces the level of the smoking 
by 20 cigarettes. This could happen if 

the first study has 16,000 subjects, the 
second only 10 subjects ..... " (p. 211 ). 

For the application of research 
results to have the greatest impact and 
value for decision support needs, 
assessment of research outcomes 
shoul d therefore not be limited to 
determinations of statistical signifi­
cance; consideration should also be 
given to the "meaningfulness" or 
practical importance of the outcomes. 

These two assessment dimensions are 
summarized in Table 1. 

Assessing meaningful outcomes: 
effect size statistics 

To effectively assess meaningful 
outcomes, a metric other than statis-

"strength of an effect as opposed to its 
p va lue" (Kenny, 1987). There are 

several different test statistics for 
effect size, including: 

• d (for measuring the effect size 
difference between two means) 

• h (for measuring the effect size 
difference between two proportions) 

• Fisher's Z (for measuring the asso­
ciation between two continuous vari­
ables) 

Effect sizes are generally catego­
rized as small (effect size= .2), medi­
um (effect size= .5) and large (effect 
size = .8), corresponding to correla­
tions of .I, .3, and .5, respectively 
(Cohen, 1988). Measures of effect 

size are common ly used in conjunc­
tion with significance testing in power 
analysis (an analytic method of deter­

mining how large a sample is needed 
to detect the effect of an intervention). 
Effect size is also one of the metrics 
of meta-analysis (i.e., the statistical 
integration of results of independent 
studies). 

As noted earlier, an attribute of 

effect size statistics that distinguishes 
them from traditional significance 

tests is that they are not dependent on 
sample size. That is, the degree of dif­

ference or change required to reach a 
particular effect size remains the same 
regardless of sample size, while the 
degree of difference or change 
required for statistical significance 
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Table 2. Effect Size Calculations 

Statistic Derivation Calculation 
Effect size for the difference The method for determining d = ((4r)/(1-r))1 2 

between two means (d) (Judd , the effect size difference 
1991) between two means (d) can be 

derived from a product 
moment correlation coeffi-
cient, r. 

Effect size for the differences The method of determining B1 = 2 arcsin P1 
between two proportions (h) effect size for the difference ~ = 2 arcsin '-'P2 
(Cohen , 1988) between two independent pro- h = B1 -~(directional) 

portions (h) involves trans- = IB1 -~I (non-directional) 
forming the proportions into 
standardized values, and tak- (where P1 =proportion 1, P2 = propor-
ing the difference. tion 2, B1 = standardized proportion 1, 

and 02 =standardized proportion 2}3 

Effect size for the association Fisher's Z represents a trans- Fisher's Z = .5 (log((1 + r)/(1 - r))) 
between two continuous vari- formation of r, the product 
abies (Fisher's Z) (Judd , 1991) moment correlation coefficient. 

These transformations are 
commonly available in statis-
tics textbook tables. 

mcreases as sample size decreases. 
Consider the fo llowing hypothet ical 
example of a customer satisfact ion 
survey res ult: 

customer service prov ided by [name 
of organ iza tion]?" 

Sixty percent of respondents 
answer "Yes" to the question: 
"O verall , are you satisfied with the 

If a quality improvement goal is to 
increase this percentage at remea­
sure so that the increase is statis ti­
ca ll y significant (as measured by a z­
test), it wou ld take an increase of 5 

percentage poi nts (to 65 percent) fo r 
a sam ple size of 1 ,000; however, it 
would take an increase of 19 per­
centage points (to 79 percent) fo r a 
sample size of 50. 

In contras t, if a quality improve­
ment goal is to increase th is pe r­
ce ntage at re meas ure so th at the 
increase meets the threshold for a 
mi ni mum effec t size (h = .2), the 
in crease needed is 10 percentage 
points (to 70 percent), whether the 
sample size is 50 or 1 ,000 . 

Therefore, because effect s ize sta­
tistics are not dependent on sample 
size, and have a consistent mea ure­
me nt interpre ta t ion (i.e., s m a ll , 
medium , and large), they can pro­
vide a standardi zed context for inter­
preting "meaningful" res ults above 
and beyond stati stical signi ficance 
tes ti ng. 

Effect size calculations 
Calcul ations for d2

, h, and Fisher's 
Z are provided in Table 2. As noted 
prev ious ly, res ul ts of eac h can be 
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interpreted as "small " (.2) medium 
(.5) or large (.8). 

Application 
Example I 
Health plans use effect size statis­

tics in quality improvement programs, 
both for goal-setting and for demon­
trating improvement and impact of 
ati sfaction- based intervention s. 

Effect size testing has been found to 
be particularly useful for providing 
direction in small -sample studies, 
used in lieu of or in addition to statis­
tical significance testing; thi s method 
has been validated and accepted by 
external accrediting organizations. 

For example, the ACME Health 
Plan conducts an annual managed care 
member satisfaction telephone survey 
among a random sample of managed 
care members. This survey i used 
both to establish measurement base­
lines for new quality improvement ini­
tiatives and to track effectiveness of 
ongoing quality interventions. 

One such intervention related to 
member experiences with claims pro­
ces ing. ACME researchers estab­
li shed an intervention goal to maxi­
mize the percent of members (based on 
survey results) who are" atisfied with 
getting their c I aim paid for." 
However, because this mea ure could 

researchers chose to use effect size test­
ing to set more achievable goal (with 
the goal set at achieving a reduction 
that would meet the minimum thresh­
old for a small effect size) and for 

annual physician-specific member 
satisfact ion survey among a small 
random sample of patients for physi­
cians who are being credentialed in 
the upcoming year (n = 24 respon-

Table 4. 1997/1999 Physician X Patient Satisfaction Ratings 
1997 1999 

(n=24) (n=24) 

%satisfied 80% 88% 

tracking the impact of interventions. 
To illu strate the impact of us ing 

effect size for ACME's goa l-setting, 
the table below presents a comparison 
of the increase needed from baseline 
(Year 1) to remeasure (Year 2) to 
achieve: a) statistical significance, and 
b) small effect size, in ACME's claims 
process ing satisfaction rating. 

As the table indicates, the percent 
of members "sati sfied with ge tting 
claims paid for" would need to increase 
from 90 percent to 99 percent (an 
increase of9 percentage points) for the 
increase to be stati stically significant 
(for n = 50), but wou ld only need to 
increase from 90 percent to 96 percent 
(an increa e of 6 percentage points) 
for the increase to reach the minimum 
threshold for a small effect size. 

At ACME's survey remeasure point 
(Year 2), a comparison to the Year I 

1997 - 1999 Change 

Statistically Meets threshold for small 
significant? effect size? 

No Yes 

dents per physician) . Because of the 
small sample s izes, using stati stical 
significance testing to trend physician 
sco re s over time doe s not yield 
actionable information (s ince such 
testing is only sensitive to very large 

The second and third articles in 
this three-part series will appear 
in upcoming issues of Quirk's: 

Table 3. Claims processing goal-setting-ACME Health Plan 

• Consumer confusion about 
"value " (Quirk's March 2000 
advertising research issue): a 
review of how survey research­
based observations of con­
sumers' conflicting perceptions 
of the notion of "value" have been 
used to refine and shape deci­
sions regarding advertising 
expenditures ; the research 
design used for this type of 
assessment relies on a simple 
yet credible "triangulation" on the 
value concept. 

Baseline (Year 1) 
(n =50) 

% of members reporting 90% 
satisfaction with getting 
their claims paid for: 

be tracked only among a subset of sur­
vey respondents (i.e., those with 
claims), the small sample ize pre­
cluded the use of statistical signifi­
cance testing for feasible goal- etting 
and tracking. For example, in order to 
demonstrate "stati tically ignificant 
improvement," an increa e of 9 per­
centage points in those reporting "sat­
isfaction with getting claims paid for" 
would have been needed. ACME 

24 

Goal at Remeasure (Year 2)4 

Goal needed to Goal needed to 
achieve statistical achieve a small 

significance effect size 
(p ~ .05) (h ~. 2) 

99% 96% 

baseline re s ults demon strated an 
increase in the percentage of mem­
bers reporting "satisfaction with get­
ting claims paid for" that did meet the 
criteria of a .2 (i.e., small ) effect size. 
Ongoing trending of the data is used 
to demon trate u tained improve­
ment. 

Example 2 
ACME Health Plan conducts an 

www.quirks.com 

•I mpact of health on satisfaction 
(Quirk's June 2000 health care 
research issue): an example of 
an effective approach to seg­
menting the customer base for 
refining satisfaction-based initia­
tives and related resource allo­
cations and decision making ; 
article includes a review of the 
business value and use in deci­
sion making along with discus­
sion of how operational and sur­
vey-based data can be integrated 
to demonstrate the validity and 
practical nature of customers ' 
responses on surveys. 
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changes) . Therefore, effect size test­
ing ha been found to be useful in cer­
tain instances (i.e., particularly with 
physicians who may be scoring 
below-average) to demonstrate per­
formance improvement over time. As 
an example, Table 4 presents the 
patient satisfaction ratings for a hypo­
thetical Phy ician X in 1997 and 
1999: 

The 8 percentage point increase in 
Physician X's satisfact ion scores 
(from 80 percent to 88 percent) is not 
statistically significant, but does meet 
the minimum thre hold for a small 
effect size. Due to the small sample 
size, an increase of 18 percentage 
points (from 80 percent to 98 percent) 
is required for the increase to be sta­
tistically significant. 

Conclusion 
This article's review of "effect size" 

statistical testing tools a a means to 
demonstrate quality improvement and 
the impact of cu tomer satisfaction­
based interventions illustrates how 
researchers can effectively leverage 
these tools for their organizations. 
However, despite the usefu lness of 
this technique, this artic le does not 
mean to suggest that it shou ld replace 
statistical significance testing in a 
researcher's arsena l of tools. In addi­
tion, you must also consider the chal ­
lenge of comm unicating and estab­
lishing credibi lity for this approach 
among senior management or other 
organizational end-users who may not 
be versed in statistical methods. 

Likewise, researchers need to con­
tinually consider the "real world" 
business implication s regarding 
whether or not observed differences 
in the data- even if statisticall y sig­
nificant or ab le to satisfy an effect 
size threshold - are sufficiently 
important and actionable for the 
organization . Relevant and effective 
decision support always starts with a 
clear understanding of the likely and 
possible business scenarios faced by 
executives. Under lying a 
researcher's effectiveness and cred­
ibility is the ability to understand the 
environment in which they are intro-

ducing technical tools. r~ 
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1Aithough survey research design typically 
do not meet all the scientific criteria for inferring 
a causal relationship between the intervention 
and the outcome, the probability value of these 
test statistics (i.e., the statistical significance 
leve l or p value) provides protection from Type 
I errors (i.e. , concluding that there is a signifi­
cant effect when in fact there is not) . 

'For more information about statistical soft­
ware availab le to calculate d, check www. 
assess.com. 

3Cohen 's textbook ( 1988) also provides tables 
with the tran formed proportions. 

"Assumes a sample size at remeasure of 50. 
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CustomerSatisfaction 

Editor's note: Matt Michel is vice 
president of Decision Analyst, an 
Arlington, Texas, research firm. He 
can be reached at 800-262-5974 or at 
mmichel@decisionanalyst.com. 

F
or several years now, cus­
tomer satisfaction research 
has been the rage of corpo­
rate America. Everyone 

wants to know how their company 
rates with its customers. That's good. 
What' not so good is the way most 
companies approach customer satis-
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faction research and the end results of 
their research investment. 

Frankly, most customer satisfaction 
research is wasted. The research is per­
formed. The data are presented. The 
commandment that improvement will 
be made comes down from on high. 
Then, the study goes on a shelf, not to 
be revisited until the next survey cycle. 
Nothing really changes. Why? 

Unfortunately, mo t customer sat­
isfaction re earch fails to pass the "so 
what?" test. You learn that your cus­
tomer satisfaction rating is 7.8 on a 

I 0-point scale, or 147 on a customer 
satisfaction index , or some other sta­
tistic. Often, customer satisfaction 
research cannot even indicate whether 
your performance is improving or not. 
If- and it' s a big if- you've kept the 
survey and methodology the same, 
you sti II don ' t know if your satisfac­
tion improved because customers tend 
to change their expectations. As a rule, 
expectations rise over time. 
Performance that was considered good 
a couple of years ago may cause you 
to look like a piker today. Everywhere 
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A Lot Of Thing~ Got 
Started On This 

Davenport. II 
... including Pat Henry Market Research Inc., the 
most recognized name in quality marketing research. 
Now in our third generation, we still do business 
based on Pat's principles of honesty, integrity, 
innovation and enthusiasm for the people and 
projects we represent. 
We can help you get inside the heads of your target 
market with our knowledgeable, experienced in­
house staff of both qualitative and quantitative 
researchers. Our 24-hr. telephone bank, focus group 
facility with video conferencing, mall intercept and 
national field force guarantee carefully controlled 
data every time. 

Take a seat yourself. Get comfortable with 
Pat Henry's state-of-the-art people, 

programs and information. 
When it comes to getting results, we'll flip your lid. 

Call us today. 

PAT(\HENRY 
MARKfllNG RESEARCH · DEMONSTAATIONS · MERCHANDISING 

28 

Tower Ciry Center 
230 Huron Road .W. • Suite 100.43 

Cleveland, Ohio 44113 
216.621.3831 • 800.229.5260 
e-mail: info@ 

QUADRANT ANALYSIS 

10 
Low Importance/High Performance High Importance/High Performance 
No Action Needed Maintain or Improve 

9 
+ SALES MEETING 

+ TECH SUPPORT 

8 + QUALITY 

+ TRAINING 

7 
+ ON-TIME DELIVERY 

+ SALES LIT 

+ WARRANTY 
+ E GRHANDBOOK 6 

+ RETURNS 

5 
+ ADVERTISING + FIELD SERVICE 

4 + BILLING 

+ SALES REP 

p 
E 
R 
F 
0 
R 
M 
A 
N 
c 
E 

3 + WEBSITE + ORO A ENTRY 

+ PRICING 

2 + CO-OP + PROC. CREDITS 

+ BREADTH OF PDT LINE 
+ EDI 

Low Importance/Low Performance High Importance/Low Performance 
Low Priority Improvements Improvements Are Needed 

0 
0 2 3 4 5 6 7 8 9 10 

IMPORTANCE 

today, stores are staying open longer, 
warranties are lengthening, return 
policies are liberalizing, and so on. 
You can improve your service and still 
get left behind. You may get better, 
but see falling scores! 

You get a customer satisfaction rat­
ing ... so what? By itself, it doesn't 
tell you anything meaningful. It does­
n't tell you how to improve or where 
to improve. It really doesn ' t even tell 
you if you've improved. That's why 
most customer satisfaction studies col­
lect dust. They fail to add value to the 
business. 

Customer satisfaction research is 
not complicated. Done correctly, it is 
consistent with the two quality princi­
ples of kaizen and iciban. 

Kaizen is a Japane e term for con­
tinuous improvement. Adherents of 
kaizen make many small, incremental 
changes on a continuous basis. 
Customer satisfaction research should 
support kaizen. It should offer direc­
tion by revealing where improvement 
is most warranted and will offer the 
greatest return. In other words, cus­
tomer satisfaction should help priori­
tize a company's improvement pro­
gram. 

Iciban is another Japanese term. 

Loosely, it means "being the best." 
Adherents of iciban strive for excel­
lence and superiority to others, for pre­
eminence. If others improve a little, 
then the company seeking iciban must 
improve as much or more. Customer 
satisfaction research should also sup­
port iciban. It hould indicate a com­
pany's position relative to other com­
panies for benchmarking purposes. In 
this way, customer satisfaction 
research indicates whether your com­
pany is improving or falling behind 
relative to other American icons and 
suggests which companies merit emu­
lation and further study. 

Kaizen-directed research 
Kaizen-directed research i really 

quite simple. Quality guru Phil Crosby 
described quality as conformance to 
customer requirements. Satisfaction 
works the same way. Let the customer 
tell you what's important and how sat­
isfied they are with your performance. 
Quantify importance and performance 
for each definable area of the compa­
ny as the customer would see it (if the 
customer does not see it, they cannot 
rate it). Once importance ratings and 
satisfaction levels are determined, it 
becomes simple to prioritize the areas 
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where the most improvement is need­
ed. This is done through quadrant 
analysis or factor weighting. 

Quadrant analysis is simply a graph­
ical depiction showing all areas of the 
company plotted according to their 
importance and performance (see fac­
ing page for an example). The field of 
rating points is then divided into four 
quadrants: low relative 
importance/low relative performance, 
low relative importance/high relative 
performance, high relative impor­

a particular area rises to the top of the 
list. Of course, this begs the question: 
If a manager knows an area suffers 
from a performance deficiency, why 
hasn't he or she done anything about 
it? Sometimes it's because there has 
not been the organizational will or sup­
port to make the changes necessary 
for improvement. In other words, the 
pain of making changes is perceived to 
be greater than the benefit. In these 
cases, customer satisfaction research 
might reveal that the benefits are 

greater than previously believed, lead­
ing to positive change. 

Other times, there is a dispute about 
whether the changes are really needed 
in an area. This usually results when 
managers believe that only one or two 
complainers are disgruntled with the 
performance because they don't hear 
from anyone else. If the research 
makes it apparent that more than a 
small minority of customers are 
unhappy, it can shock the company 
out of complacency. 

~ncdhlghrclativepcrfurmanc~high ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
relative importance/low relative per­
formance. The last quadrant (high rel­
ative importance/low relative perfor­
mance) is the "opportunity quadrant." 
Here you stand to gain the most from 
improvements. 

In a quadrant analysis, all of the 
importance and performance (i.e., sat­
isfaction) measurements are made rel­
ative to each other. This makes the pri­
oritization possible that will transform 
the research into a diagnostic tool that 
adds value. 

Factor weighting is similar in 
approach and results to quadrant 
analysis. With factor weighting, the 
performance measures are weighted 
by their importance. There are an infi­
nite number of approaches to factor 
weighting. Some are relatively sim­
ple and involve little more than mul­
tiplying each performance measure by 
the importance measure. Others use 
statistical techniques, such as factor 
analysis or other types of regression to 
determine the proper weighting 
scheme. In the end, factor weighting 
results in adjusted performance mea­
sures that reveal where you should 
focus your improvement efforts. 

Using either a graphical technique 
like quadrant analysis or a numerical 
technique like factor weighting should 
yield a prioritized list of areas for 
improvement. It highlights the areas 
where a performance improvement 
will have the most impact on overall 
customer satisfaction. Now that's 
something manager can start to act 
on. That's of real value. 

Acting on the data 
Usually, manager can explain why 
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Finally, the corporate emphasis is 
sometimes in the wrong areas. Thi i 
the reverse of the previous case. 
Instead of being ignored, one or two 
complaining customers are vocal 
enough and have the right ear, to the 
extent that they are able to shift an 
entire company's strategy towards 
resolving their pet problems. If the 
research shows that most cu tomer 
are fairly satisfied with current per­
formance or that the area in question 
is not that important in the larger 
scheme of things, the company finds 
itself free to redirect resources where 
a real impact can be made. 

While managers can usually cite the 
reasons customers identify an area as 
needing performance improvement, 
there are occasions when managers do 
not know, or more typically, do not 
agree, why a specific area needs 
improvement. When this happens, in­
depth follow up research is warranted. 
The follow-up work may consist of 
little more than customer focus groups 
or it may necessitate a rigorous quan­
titative study. The right research 
methodology depends upon the par­
ticulars of the specific situation. 

A moving target 
A atisfaction study in any given 

year is, of course, merely a snapshot. 
Performing research on a consistent 
basis adds a time element. Many com­
panies conduct annual satisfaction 
assessments. The annual reviews help 
companies keep their priorities in tune 
with the market. This is important 
becau e customer satisfaction is a 
moving target. 

Satisfaction research is not a 
"sometimes" thing. Companies need 
to periodically reassess their perfor­
mance, because performance changes, 
customer expectations change, and 
importance ratings change over time. 
This year's hot button may be 
replaced next year as performance and 
requirement change. It's easy to 
imagine, for example, how a compa­
ny could perform satisfaction research 
and determine very little need for 
improvement in EDI (electronic data 
interchange). Then, in the space of a 
year or less, they find their customers 

have hifted on them, as more and 
more companies become comfortable 
with the Internet, or as a related sup­
plier sets a new standard. Satisfaction 
research should be repeated annually 
at least. 

Sometime it is simply not appro­
priate to wait a full year to conduct 
satisfaction research. For some com­
panies, a year is an eternity. Typically, 
these organizations operate in fluid 
markets where change occurs rapidly. 
Waiting a year entails the risk of miss­
ing a market shift. When the changes 
are identified, the company is no 
longer in front of the trend and mu t 
engage in recovery procedures. In a 
turbulent industry, they may never 
catch up. Thus, they engage in ongo­
ing tracking to plot trends on a month­
ly or, in a few cases, weekly basis. 
This allows them to see a shift in 
expectations or a hit in performance at 
an early stage when diagnostic efforts 
can determine the source of the 
change in time to develop counter­
measure before too much slippage 
occurs. 

Satisfaction tracking should not 
replace the annual review. This is 
because satisfaction tracking centers 
on a few key indicators to maintain 
executional speed and to remain 
affordable. The annual study gener­
ates in-depth analysis that helps direct 
improvement efforts on a broad scale. 

Iciban-di rected research 
Customer satisfaction research that 

only supports the principle of kaizen 
points the way, but does not reveal 
the distance a company must travel. In 
other words, kaizen-directed research 
shows where improvement efforts 
should be directed, but does not reveal 
how well a company is performing. 
There is no benchmark for compar­
isons. To support the concept of 
iciban, or being the best, companies 
need to know how far they must trav­
el. They need the ability to compare 
themselves to others. In short, they 
need benchmarks. 

Benchmarking can occur in three 
ways. The first is to benchmark 
against direct competitors. The second 
is to benchmark against noncompeti-
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tive companies who also supply your 
customer base . The third is bench­
marking against leading corporations 
who may or may not share your cus­
tomer ba e. 

• Comparison s with direct com­
petitors. During a customer sati sfac­
tion study, it is easy to benchmark 
against the competition if customers 
use two or more uppli ers of a prod­
uct. If they do not, it may be necessary 
to construct a parallel research study 
of competitors' customers. Ideally, of 
course, the respondents in the study 
would have direct experience with 
you and with your competition. 

• Comparisons with non-competi­
tive supplier to your customer base. 
Any supplier to a company's customer 
base is a potential benchmark candi­
date. Sometimes noncompetitive sup­
pliers to your customers provide a 
more relevant measuring stick than 
your direct competitor . For example, 
you may offer the best technical up­
port in your industry and still be per­
ceived as a poor performer because 
your entire industry underperforms. 
Remember, your customers only 
know what they experience. They 
might ee uperior technical support 
coming from supplier in other indus­
tries and may not be intimate enough 
with your competitors to know that 
you offer the best in your industry. 
You can offer the be t technical sup­
port in your field and sti ll lose cus­
tomers, if the i ss ue is important 
enough to them. They may change 
suppliers assuming everyone is better 
than you. All they know i what they 
experience with other suppliers, from 
other industries, all of which might 
exceed your performance. 

Furthermore, identifying noncom­
petitive uppliers who excel in spe­
cific areas is often more useful than 
identifying your strength and weak­
nesses vis-a-vis direct competitors. A 
noncompetitive supplier is more like­
ly to perform a quid pro quo where 
your people examine the area where 
they excel in return for letting their 
people examine an area of your com­
pany that interests them . 

• Compari so ns with leading 
American corporations. Finally, it is 
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also possible to determine how a com­
pany stacks up against a number of 
leading U.S. corporations by con­
structing a satisfaction index that i 
comparable with the American 
Customer Satisfaction Index (ACSI), 
developed by the U ni vers i ty of 
Michigan. Since Michigan's method­
ology is public domain, it is possible 
to design a customer satisfaction study 
in such a manner a to allow a com­
pany to be able to compare its perfor­
mance with such household names as 
Nordstrom, Federal Express, 
Southwest Airlines, Wal-Mart, and 
even the U.S. Postal Service. 

Because an ACSI type of rating is of 
the total company, it does not result in 
the in-depth, department-level metrics 
that allow managers to understand 
why and where a company might out­
perform them. Nevertheless, many 
companies find it valuable. It gives 
managers and employees an easily 
understood reference point for evalu­
ating their performance. 

A comparison to the index helps 
companies understand whether they 
are making gains over time relative to 
other leading corporations. 
Remember, satisfaction is a moving 
target. Consumer expectations are not 
stagnant; neither is corporate perfor­
mance. Your company may show a 
year-to-year gain in performance only 
to discover that your relative position 
amid the leading U.S. corporations 
slipped because you weren't improv­
ing fast enough. 

Conversely, consumers may be 
crankier and more demanding, giving 
lower ratings across the board. In this 
environment, heroic efforts to improve 
may only maintain last year's satis­
faction rating. In isolation, this can be 
very demoralizing. Viewed in the con­
text of a broad downward movement 
in the satisfaction rankings of other 
leading companies, it may be seen as 
a victory. 

Kaizen- and iciban-directed research 
down the distribution channel 

Satisfaction research can support 
kaizen and iciban best when it focus­
es on the next step in the distribution 
channel. With each successive step in 

the channel, the respondents are fur­
ther and further removed from the 
company. Simply stated, there are 
fewer opportunities for the company to 
touch the customer. Managers should 
be aware that any down-channel 
research becomes a de facto evaluation 
of the distribution step immediately 
preceding the responding company, as 
well as an evaluation of the things your 
company does that directly touch the 
respondent. This can be valuable in 
helping the channel improve, but it 
will not provide an unvarnished view 
of corporate performance and has lim­
ited diagnostic value. 

So how can a company evaluate 
end-user satisfaction for the pur­
poses of continuous improvement 
and becoming the best? Often the 
best choice is a form of product test­
ing. Product testing in reality is a 
narrow form of satisfaction 
re earch. It deals with the key 
aspects of the product that an end 
user can assess and a company can 
change. Done correctly, product 
testing will yield the diagnostic 
attributes of satisfaction research, 
though limited to the product itself. 
It can also provide benchmarking 
against related products; the product 
does not need to be from the same 
category, but it must be related. 

Truly valuable 
Customer satisfaction research is 

important. However, it is often not 
useful due to flawed approaches and 
methodologies. To be truly valuable, 
satisfaction research must identify the 
areas where corporate resources can be 
allocated to stimulate the greatest 
overall return from performance 
improvements, supporting kaizen, or 
continuous improvement. It must also 
identify how well a company performs 
relative to others, supporting iciban, or 
being the best. Companies should be 
wary of trying to attempt satisfaction 
research too far down the distribution 
channel and, instead, consider shifting 
to product testing to measure end-user 
satisfaction. Finally, sati faction 
research that meets these requirements 
can provide real value to its sponsor, 
but only if it 's acted upon. r~ 
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CustomerSatisfaction 

Editor's note: Jim Jubelirer is vice 
president, Burke Customer 
Satisfaction Associates, Chapel Hill, 
N.C. He can be reached at 919-969-
7818 or atjubelire@burke.com. 

Most companies know that in 
today's booming economy, 
it's a customer' world. 

Customers have more access to more 
product information and more choic­
es of where to obtain products than 
ever before. Companies are trying to 
stay ahead of their customers by 
understanding their need and pro­
viding quality service at a price that 
doesn't compromise financial results. 

To make the situation more com­
plex, leading management thinkers 
have articulated new concepts such as 
one-to-one marketing, customer loy­
alty, customer learning, knowledge 
management, customer relationship 

management, mass customization and 
permission marketing. It is easy to 
feel confused today! 

Why customer intimacy matters 
Customer intimacy is based on 

knowledge. If you are a bu iness-to­
business upplier, it means getting to 
know the inner workings of your 
largest accounts. For consumer prod­
ucts companies it means understand­
ing the need and desires of individ­
ual consumers and the segments they 
represent. 

Companies have more competition 
than ever, which makes purchasing 
decisions more complex and st ress­
ful. On the flip side, people have less 
time, less patience and less flexibili­
ty in dealing with mi stakes. This 
"more and less" equation results in an 
increased demand on bu inesses. This 
increased need seems unfair and 

unreali tic - it is not always in the 
best interest of companies to respond 
to these demands. 

What?! Not respond to a cus­
tomer 's need s? Th e Wall Stre et 
Journal recently cited the American 
Customer Satisfaction Index (ACSI) 
study, a quarterly survey conducted 
by the National Quality Research 
Center at the University of Michigan. 
The tudy reported that as customer 
satisfaction increa ses, busine ss 
results improve. Research has shown 
a positive relationship between mea­
sures of customer loyalty and finan­
cial outcomes. 

However, numbers don't tell the 
whole story. For example, take com­
puter companies. PCs are a commod­
ity dropping in price every day. With 
more consumers buying computers, 
there is an increased demand for tech­
nical upport, which is expensive to 
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them say it on your schedule. 

Atlanta, Boston, Chicago, Los Angeles, 

New York, Philadelphia, San Francisco, Washington DC, West Palm Beach 

www.activegroup.net 800-793-3126 



36 

provide. So if a computer company is 
exceeding its customers' needs for 
technical support, it is probably 
spending too much on technical sup­
port. Bottom line: Just becau e cus­
tomers want it doesn't mean it's good 
for business. 

Take this test: When was the last 
time a customer called and asked how 
profitable you were last quarter? 

Many companies understand that 
managing relationships with their 
customers leads to a competitive 
advantage and a sharper company 
focus. Therefore, it is necessary to 
"fire" unprofitable customers or cus­
tomers whose expectations are not 
consistent with your philosophy and 
strategy. 

Numbers don't tell the whole story 
Once an organization has made a 

real commitment to get closer to its 
customers, how does it go about 
achieving this intimacy? Companies 
striving to achieve customer intima­
cy would be best served by develop­
ing an integrated architecture. This 
method allows organizations to: 

• capture and analyze inbound cus­
tomer comments and complaints; 

• use qualitative and quantitative 
methods; 

• link relationship s/product s / 
processes with transactional or event 
surveys; 

• link customer and employee met­

ric to internal tactics and financial 
results. 

An integrated architecture com­
bines inbound, unsolicited informa­
tion, and outbound solicited market 
research. It is necessary to use multi­
ple methods to understand the com­
plexities of the marketplace. 

Inbound methods 
Inbound methods require that the 

customer initiate contact with the 
company. This feedback is usually 
based on customer problems and is 
not representative of the true picture. 
However, inbound methods are an 
opportunity to respond to and recov­
er from these issues . 

Inbound methods also can be dri-

ven by the emp loyee . Therefore, 
employees play a vital role in the 
integrated architecture. It is best to 
look not only at how unso licited feed­
back is gathe red about an organiza­
tion 's products/services, but also the 
relationships that are driven by cus­
tomers and employees. Oftentimes 
consumers complain to customer ser­
vice representatives or take the com­
plaint one ste p further and write 
"Letters to the President. " All of this 
feedback sho uld be taken into con­
s ideration. In addition, employees 
have an opportunity to share cus­
tomer feedback at internal manage­
ment forums or regular staff meet­
ings. 

Now that all the inbound informa­
tion has been collected, what does a 
company focus on first when con­
ducting outbound market research? 
For starters, consider the customer 
life cycle. Over the course of the ser­
vice an organization provides to a 
customer or the product it offers, 
there are seven distinct phases that 
need to be explored. 

• Choosing. How do customers get 
information on an organization's 
products/services and how do they 
choose them? 

• Orderin g. How do customers 
acquire an organization's 
products/serv ices? 

• Insta lling. What must customers 
do to get work done after receiving an 

organization's products/services? 
• Learning. What does it take for an 

organization's customers to become 
proficient with its products/services? 

• Using. How productive and effec­
tive are an organ ization's customers 
once they know its products/services? 

• Supporting. How do an organiza­
tion's customers keep it s 
products/services up to date and run­
ning? 

• Repurchasing . How do an orga­
ni zation 's customers recycle/di spose 
of its products and upgrade or repur­
chase? 

Many companies know the criteria 
by which customers first purchased 
its products/services. However, do 
they know why a person considers 
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repurchasing? It may be quite differ­
ent than the criteria used in the initial 
purchase deci sion. It is common for 
ales-driven companies to focu s on 

the choosing and ordering phases, 
whi le an engineering-driven compa­
ny may focu s on use and support. 
Rarely do companies gather exten­
sive customer data about every phase 
in the customer life cycle. Therefore, 
it is necessary to use both inbound 
and outbound method s to gather 
meaningful feedback across the entire 
customer life cycle. 

Outbound methods 
Outbound method s include both 

qualitative and quantitative process­
es. Unlike inbound method s, out­
bound methods are all driven by the 
company and can be implemented on 
a product/service level and on a rela­
tionship level with the consumer. 

- Outbound qualitative methods. 
Outbound qu a litati ve method s 
include focus groups, site visits (used 
to understand the requirements and 
need s of specific individual cus­
tomers), executive interv iews and 
employee roundtables - useful for 
understandin g the pers pective of 
front-line workers. In addition, obser­
vational research is another method 
that many large consumer companies 
are using. For example, Hewlett­
Packard engineers observe the "out of 
the box" experience of installing new 
hardware and software at customers' 
homes. 

Due to the complexity and variety 
of qualitative responses, companies 
typically do not analyze qualitative 
information in a ri go rous manner. 
However, new software tool s allow 
for content analysis of text files to 
identify themes and pattern s. 

Becau se companies are usually 
looking for that single number that 
tells them how they are doing and 
what they should focus on, quantita­
tive research also is needed to vali­
date the directional information cap­
tured from qualitative research. 

- Outbound quantitative methods. 
There are several quantitative meth­
ods that companies can utilize -
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ranging from surveys to third-party 
consortium s. Relati onship surveys 
address issues regarding sa ti sfacti on 
with sa les, products, se rvices, etc. 
Transacti onal (event-based) surveys 
are usuall y a foll ow-up to a compa­
ny/consumer interac ti on. For exam­
ple, when you take your car in to get 
serviced, you may receive a survey in 
the mail several days latter as king 
about your experi ence. Market leve l 
or benchm arkin g surveys usua ll y 
involve all customers in a parti cul ar 
product category. The sponsor of the 
study is not identi fied and the foc us 
of the study is on several compani es 
within a parti cul ar product/service 
ca tego ry indu s tr y. Sy ndi ca ted 
research/third-party consortiums, like 
J.D. Power & Assoc iates, co ndu ct 
their own product/service or industry 
research and then se ll the findin gs to 
those compani es of interes t. In addi ­
ti on, there are third-party consortiums 
like the ACSI that conduct research 
across many industri es . 

In order to utili ze the res ult s of 
quantitati ve processes, it 's important 
to impl ement a monitoring program 
- repeating the surveys with va lid 
sample sizes and meaningful analy­
sis. Many companie make potenti al­
ly erroneous management dec isions 
because of poor research - usuall y 
due to an insuffi cient number of sam­
ples . 

If you look at virtuall y any winner 
of a quality award (such as Malco lm 
Baldri ge Nati onal Qu ality Award ), 
you' ll find that these companies have 
ex tensive customer sur veys and a 
c lo sed-l oo p process to e ns ur e 
accountability. 

Without a closed-l oop process to 
make sure that changes are made, 
many measurement programs fa il to 
meet the ir obj ec ti ves. Th e larges t 
shortcomings usuall y occur because 
manage rs do n ' t ho ld e mpl oyees 
responsible for making changes, or 
because the company is di stracted by 
too many other initi ati ves . It is criti ­
cal that all empl oyees agree with , and 
then ac t on, co ll ecti ve dec isions. 

For exa mpl e, one co mpany was 
known for its "company nod." When 

a dec ision was being made in a meet­
ing, all employees wo uld nod their 
head yes, then they wo uld go bac k to 
their desk and shake their heads no. 
That co mpany, once a leader in its 
industry, is no longe r in bu siness. 

Linking relationships with trans­
actions 

There are several opportuni ties for 
an orga ni zat ion to survey its co n­
sum ers - on a mac ro and mi c ro 
leve l. Ca lendar surveys, also known 
as relati onsh ip surveys, are tri ggered 
by a passage of time (e.g., di stributed 
quarterl y or annu all y) and usuall y 
cover the business 's entire line of 
products and services. These surveys 
are used to estab li sh target iss ues to 
improve customer loya lty. 

Event surveys are tri ggered by a 
spec ific se rvice event, like a ca ll to a 
help desk. The survey is foc used on 
the spec ific event and transac ti on. 
These surveys are then lin ked to tar­
get issues ide ntified by the ca lendar 
surveys. 

Das hboards are indi vidu a l cus­
tomer specific surveys. The company 
suppli er prov ides the customer with a 
results report - jointl y agreed upon 
measures and freq uency. For exam­
ple, eac h qua rter a suppli er like GE 
Light Bul bs sends a report to a cus­
tomer like Home Depot and detail s 
what pe rce ntage of shipm e nt s to 
Home Depot were parti al or full. 

Linking customers, employees and 
financial performance 

Because the in vestment in a cus­
tomer relationship management pro­
g ra m is so g reat, it 's c riti ca l to 
demonstrate to seni or management 
the va lue of the program and how it 
is lin ked to empl oyee commi tment 
and financia l perfo rmance. 

Studi es have shown that emp loyee 
sa ti sfac ti on is a strong predi ctor of 
empl oyee re tenti on, whi ch in turn is 
a good pred ictor of customer sa ti s­
fac ti on. 

Many clients also have va lidated 
th e link betwee n customer survey 
scores and f in anc ia l res ult s. For 
in stance, a hea lth insurance company 
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fo und that I 00 perce nt of it s cus­
to mers who we re c lass ified as "a t 
ri sk" f ro m th e ir custo mer loya lty 
trac king program did not renew their 
contrac ts when they expired. 

Fo r a la rge co mm e rc ia l ba nk , 
Burke conducted surveys with cus­
tomers from more than I ,000 branch­
es and with thousands of employees. 
Thi s data fo rmed the bas is of a mod­
eling project. The highest correlati ons 
between employee responses and cus­
tomer loya lty we re fo und in four pri ­
mary areas : 

• the organi zati on's customer ser­
vice commitment ; 

• hav in g effec ti ve processes th at 
empower employees to de li ver service; 

• prov iding adequate training and 
processes to de li ver quality service; 
and 

• adequately rewarding employees 
for their contributi ons. 

An oth er as pec t of th e mode lin g 
projec t was to co rrelate indi vidu al 
bank branch profitabili ty with a mea­
sure of customer loya lty ca ll ed the 
Secure Customer Index (SCI ). The 
branches with the greatest profitabil ­
ity also had the hi ghes t SCI scores. 

Thi s type of va lidati on can provide 
the burden of proo f that manage ment 
needs to maintain the fin ancial and 
emoti onal commitment to an ongoing 
customer loya lty-trac king program. 

Not a true picture 
Too many compani es re ly onl y on 

un so li c ited feedbac k such as com­
ment cards and therefore do not have 
a true picture of their performance in 
the marketpl ace . Genuine customer­
intimate co mpani es have a competi ­
ti ve adva ntage by foc usin g on th e 
vital few iss ues that matter most to 
key c us to me rs o r seg me nt s. 
Qu a lita ti ve me th ods ca n pro vid e 
in sight and direc ti on into key cus­
tomer requirements and marketpl ace 
tre nd s. Ri go ro us surveys a lso are 
essenti al to va lidate perfo rmance and 
prov ide a sound bas is fo r dec ision­
makin g. Market research alone, how­
eve r, does no t lea d to ac ti o n . A 
c lose d - loo p process to e ns ure 
accountability is criti ca l. r~ 

a 
• No other tabulation and analysis software on 

the market approaches tasks in the powerful 
way of MERLIN, the "industrial-strength" 
tabulation system. 

• No other tab system imports such a wide vari- -l•tiJIR-­
ety of file formats including many CATI systems. 

• No other tab system allows full manipulation of tables as well 
as of variables. 

• No other tab system has all of the "extras" already built in. 
• No other tabulation system will increase your company's tabu­

lation productivity and flexibility like MERLIN, both today and 
in the future . 

The MERLI Suite is a set of integrated modules for production and ad hoc data cleaning, validat­
ing, tabulating, manipulating, analyzing and data importing and exporting. 

Your tabulation spec-writers quickly and efficiently use the MERLI N Command Language on 
UNIX, NT or Windows PCs to create and manage hundreds and even thousands of publication-qual­
ity tables. The tables can be as simple or as content-nch and Intricate as required. 

Analysts and Project Staff use MERLIN Plus menu-friendly software on the same working fi les 
to check data and revise specs 

Staff and Customers use the FASTAB/Windows ad hoc tabulation program [on inverted data­
bases) and MERPOST for table-posting on their own PCs. 

The MPE data edit program handles giant record data entry and editing, along with numerous binary 
and ASCI I standard formats. 

The MERLIN TOOLKIT utility allows for a wide variety of import, export, data viewing and restruc­
turing options for everyone involved. The MERLI N Tabulation System '" provides comprehensive and 
dependable solutions for both the ordmary and the extraordinary information processing demands 
that you face daily. 

Unlimited Training [and re-tra ining) and consulting with your staff on ongoing, real-life, real-time 
production jobs is included with this arrangement 

Total ongoing support for a fixed price annually is bundled with the full-featured MERLIN 
tabulation environment DATAN support includes full documentation, phone/FAX/email support, timely 
bug-fixes and workarounds, and user-responsive program development each and every year. 

When the time comes to re-evaluate or renew your current tabula­
tion software lease, remember, you do have an alternative choice! 

FOR MORE INFORMATION ABOUT 
THE MERLIN TABULATION SYSTEM TM CALL TOLL-FREE 

800/220-7036 
or send email to DATAN via merlin@datan.com. 

DATAN,Inc. 
Data Analysis Systems and Services 

Princeton NJ USA 

DATAN, Inc. is the Princeton, New Jersey corporation that has developed , marketed , supported and also used the 
un ique MERLIN Tabulation System since 1983. 

We at DATAN guarantee that MERLIN wil l meet or exceed your expectations on Price , Performance and Support 
Pl ea se contact us to discuss our total commitment to maximizing the quality of your tabulation and analysis activi­
ties. Of course , user references are available upon request 
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CustomerSatjsfactjoo 

Editor's note: Howard Waddell is 
president of Decision Resource, Inc., 
a Miami, Fla., research firm. He can 
be reached at 800-544-2115 or at 
HWADDELL@ prodigy. net. 

0 ften, after a customer satisfaction 
survey has been completed, orga­
nizations don't know what to do 

with the information that has been col­
lected. If a product or service attribute 
is rated "good," how much worse is it 
than another rated "excellent"? If your 
customers wait in line for service for 

15 minutes rather than an expected 20 
minutes, should you be content when 
they tell you the wait was "better than 
expected"? 

There are several rating scales that 
are routinely used for customer satis­
faction measurement (CSM). 
Unfortunately, most have significant 
weaknesses when used in practical sit­
uations. 

Performance scales 
Performance scales allow customers 

to rate product or service attributes 

with choices that might include supe­
rior, excellent, good, fair, and poor. 
With a scale such as this, "good" cer­
tainly doesn't look very good at all. 
Even "excellent" is something less 
than "superior." What is one to make of 
data that comes from a scale that sug­
gests that excellent is not good 
enough? 

Experience with performance scales 
has also shown that many customers 
tend to be overly generous in their 
evaluations of products and services. 
This positive response bias is most 
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li kely when customers know they have 

no anonymity or when they perceive 
that a well -meaning employee's ra ise 
or job may be on the line . When pos i­
ti ve res po nse bi as ex is ts , ave rage 

scores te nd to be hi gh and problem 
areas may not be c learl y identi f ied . 

Thi s becomes only too clear when cus­
tomers sw itch to a competitor 's prod­
uct soon after reporting that a product 
was "excellent" in every way. 

Satisfaction scales . . . . • • • 

200 
CAT I 

Stations! 
- Multiple CATI Programs 
~Well-trained Interviewers 
- 24x7 Customer Service 
-High Supervision Ratio 
- Remote Monitoring 
- Tabulation Experts 
- Fast, Accurate Programmers 

Telephone Data 
Collection Experts 

(800) 486-7955 

www.VentureData.com 

info@VentureData.com 

Venture Data 

indicate how sati sfi ed he or she is w ith 
the vari ous attributes of a product o r 
service. Questi onnaire choices mi ght 

inc lude very sati sfi ed, somewhat sat­
isfi ed, neither sati sfi ed nor di ssati sfi ed, 
somewhat di ssati sfi ed, and very di s­
sati sfied. Like the performance scale, 
thi s sca le le nd s it se lf to pos iti ve 
response bi as. Furthermore, if the rat­
ing scale has no neutral pos iti on, fo rc­
ing those who are neutral to take a posi­
tion arti f ic ia ll y, customers will , more 
often than not, take the more pos iti ve 

pos iti o n, compo unding the pos iti ve 
bias . 

Expectations scale 
One of the maj or crui se lines appar­

e ntl y bo rro w e d direc tl y fr o m it s 

research reports when it began us ing 
th e adv e rti s in g s logan " Exceedin g 

Expectations." If my expectation is that 
I will get seasick, what is their s logan 
te lling me? 

The ex pectati ons scale a ll ows cus­
tomers to evaluate product and service 
attributes with such phrases as " much 
be tte r th an e xpected ," " be tte r th an 

e xpec te d ," "about as ex pec te d ," 
" worse th an expected ," a nd " mu c h 
worse than expected." The proble m is 
that these responses are s impl y devoid 
of meaning unless the expectati ons are 
a lso known. If the ex pectati ons a re 
known , then the vo lume of data that 
must be di gested before meaningful 
conc lusions can be drawn may have 

increased by a facto r of two or more. 
And when ex pectati ons are negati ve 
(think a irline food), what conclusions 
ca n be dra wn f ro m a " be tte r th a n 
ex pected" ratin g? Does it mean the 
customer is happy? Maybe, maybe not. 

The ex pectati ons scale can a lso con­
fu se rathe r than enli ghte n w he n the 
mi x of new to o ld customers changes . 
The ex pectati ons of these two groups 
can be very diffe rent. T he new cus­
tomer may have ex pectati ons that are 
not rea li sti c. The establi shed customer 
knows exactl y what to ex pect. Should 
these two groups leg itimate ly be con­
solidated? If not, how does one eas il y 
co mp a re th e res po nses of th e two 

groups? 
The ex pectations sca le presents one 

other problem. When ratings change 
ove r tim e, it is diffi c ult to kn ow 

w heth e r perfo rm a nce has c ha nged, 
ex pecta ti o ns have cha nged, or they 
both have changed . What is a product 

manager to do if hi s or her perfo rmance 
evaluati on is in any way dri ven by cus­
tomer sati sfac ti on ratings based on thi s 
scale? 

Requirements scales 
There a re two di ffe re nt ty pes of 

requi rements sca les. In the f irst, the 
customer has choices that might include 
"exceeded my requirements," " met my 
requirements," " nearl y met my require­
m e nt s ," a nd "fa il e d to m ee t m y 
require me nts." Thi s sca le does no t 
work we ll fo r attributes such as billing 
acc uracy or product taste that mi ght 
never exceed customer require ments. 
Furthermore, thi s sca le is not particu­
larl y suitable for evaluating levels of 
performance that are subject to vari ­
ability such as employee courtesy or 
in-stock in ventory. 

The other requirements scale g ives 
c ustome rs c ho ices such as " a lways 
meets my require me nts ," " us ua ll y 
meets my req uirements," "occas ional­
ly meets my require me nts," " rare ly 
meets my requirements," and "never 
meets my require ments." Whil e thi s 
scale is suitab le fo r attributes that are 
vari abl e, it is doesn ' t make sense fo r 
attributes th at are f ixed, such as the 
number of service locati ons or the size 
of a gas tan k. 

A better scale 
In add iti on to the indi vidual weak­

nesses of the rating scales that have 
been di scussed so fa r, they a ll have one 
common weakness. None of them te ll 
the business manager, " Here's what 
you need to improve." One can onl y 
infer from the customers' answers what 
correcti ve action they fee l is required. 
The process of ma kin g dedu c ti o ns 
about the customers' responses can be 
avoided a ltogether if the customers are 
asked in a more stra ightfo rward man­
ner, "What do I need to improve?" The 
answer to thi s ques ti on leaves much 
less room for interpretati on. 

While there may be a variety of ways 
of asking what needs to be improved, 
the method that has been used by our 
firm over the past several years is qui te 
simple and has worked ve ry we ll. lt is 
a lso a method that has been ga ining 
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some popularity in both the business 
and academic communities. 

The method can best be iII ustrated 
by example. In a recently completed 
survey for an electronics parts distrib­
utor, customers were asked the fol­
lowing question: "For each of the ser­
vice factors li sted below, please indi­
cate how much improvement, if any, 
you feel is needed by [company 
name]. " Twenty-eight serv ice attribut­
es were listed on the questionnaire, and 
for each the choices were "no improve­
ment needed ," "some improvement 
needed ," and "considerable improve­
ment needed." 

This " improvement needed" scale 
offers numerous advantages. 

• Most important, the scale elicits 
responses that do not require interpre­
tation by management. The answers 
are not ambiguous. 

• It is simple for the customer to 
understand. He or she is not required to 
interpret what responses such as "sat­
isfied" and "very sa ti sfied" might 
mean. 

• It is simple for the customer to use. 
With three easily understood choices, 

the customer can move through the 
questionnaire quickly, avoiding fatigue 
and irritability. 

• It does not invite charitable respons­
es. In fact, our experience (and the 
experience of others who use this scale) 
indicates that it invites a high level of 
candor. Rare is the customer who says 
"no improvement needed" to all or even 
most of the attributes being evaluated. 
In the recently completed survey for 
the electronics parts wholesaler, a com­
pany whose customers are very loyal, 
the distribution of combined responses 
for all attributes li sted in the "improve­
ment needed" question was as follows: 
57 percent- no improvement needed; 
33 percent- some improvement need­
ed; and 10 percent - considerable 
improvement needed. For one of the 
attributes, 27 percent of the customers 
said considerable improvement was 
needed. There was no mistaking what 
the message here was. 

• It fits a wide variety of product and 
service attributes, including those that 
are subject to variability, those that are 
not subject to variability, and those for 
which performance cannot exceed 

Learn about outsourcing your next research project at: 
www.scantron.com/surveys or by calling [BOO) 722·&87&, ext. 28&1. 

requirements. The one weakness it 
shares with the other scales discussed 
here is that it cannot identify if a repeat­
ed activity, such as catalog distribution 
or billing, should be done more often or 
less often. 

• It does not have the numerous short­
comings of the expectations scale (i.e., 
that scale's inadequacies in evaluating 
performance relative to low or 
unknown expectations, changing 
expectations, or different level s of 
expectation within the customer base.) 

• Finally, for the reasons just cited, 
the scale is ideal for employee satis­
faction measurement surveys as well. 

More straightforward 
With the traditional scales used for 

customer satisfaction measurement, the 
business manager is only getting an 
indirect and, perhaps, ambiguous 
answer to the question: "What aspects 
of my product or service are most in 
need of improvement?" The way to find 
the answer to that question is to ask it 
in a more straightforward way. The 
"improvement needed" scale allows 
him or her to do that. r~ 

Teclmo!Dgles 
Total S11n•ey & Data Collection Solutim1s 

SCANTRON CORPORATION 1361 Valencia Avenue , Tustin, CA 92780-6463 www.scantron.com cgd162-799 
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CustomerSatisfaction 

Editor's note: John Goodman is pres­
ident ofTARP, an Arlington, Va., research 
firm. Colleen Bush is a measurement 
manager and Eden Segal is a customer 
service training specialist at the firm. 
They can be reached at 703-524-1456 or 
at their respective e-mail addresses 
(}goodman@ tarp.com, cbush@ tarp.com, 
and esegal@tarp.com). 

How can an organization go wrong 
once it has established the basic 
infrastructure that lays the foun­

dation for a successful voice of the cus­
tomer (VOC) process? In TARP's expe­
rience the pitfalls of the YOC process do 
not end once the foundation is in place. 
In many cases, TARP has found that the 
research process is misguided and not 
efficiently designed. This often results in 
frustration internally and a waste of a 
company's limited financial resources. 

This article builds on a previous arti­
cle1 that outlined some of the many 
obstacles TARP has identified from cus­
tomer satisfaction research assessments 
and from conducting strategic customer 
retention studies and tracking systems in 
600+ companies over the past 20 years. 

TARP has found that, in general , 
organizations are collecting a greater 
quantity of data than they can adequate­
ly process and use. This usually stems 
from fundamental shortcomings in the 
design of the VOC process: 

1. Data collection efforts are not sup-

44 

Are you collecting too much 
information in your ~voice 
ofth custom r'process? 

How to spend less 
and increase value 

By Colleen Bush, John Goodman, and Eden Segal 

ported with sufficient planning, analysis, 
and translation functions to act on the 
information collected. 

2. Focused objective are not set to 
accomplish specific information needs 
in advance of the research effort. 

The result can be a hefty budget for a 
YOC process that adds marginal value to 
the organization, positioning it as a prime 
target when budget cutters are looking for 
area to red uce or e limin ate costs. 
However, with proper attent ion and 
realignment, a VOC process can be a 
valuable tool for decision-making with­
in an organization and can offer assis­
tance in pinpointing areas to invest in 
wisely, in retaining customers, and adding 
value to the financial bottom-line. 

I 

Millions for collection and pennies for 
dissemination of results 

In taking a step closer and working 
with clients interested in "fixing" their 
YOC process, TARP has found that all 
too often organizations are collecting 
much more information than they can 
process and use. Time and again, we 
have seen too much emphasis placed on 
collecting the survey data and not 
enough on the allocation of resources to 
other important research functions that 
are part of the YOC research process. 
Fig. I below outlines five basic functions 
that should be part of every YOC 
research process. 

Even though data collection is only 
one of the five basic functions in the 

Appropriate Voice of the Customer Research Process 

I 
VOC Process 

I Functions 

+ ' ~ • + 
Planning and Data Data Data Reporting and Taking Action 

Design Collect ion Analysis Trans lation on Data 
• Research design • Correct • Rigorous analysis • Timely delivery • Assist in developing 
• Assure needs/ frequency/timing • Actionable • To right audience action plans 

objectives being met • Appropriate segmentation of • Usable scope and • Develop impact of 
and measured method results frequency of metrics 

- for each survey • Meets research • Meets research reporting • Collect, report, 
- across all surveys standards standards celebrate. and 

• Instrument design commumcate 
results 
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VOC process, many organizations don ' t 
devote the required amount of time and 
resources before or after the data is col­
lected. For instance, month after month, 
survey data is collected with minimal 
time and effort allocated to understand­
ing exactly what customers are saying 
and then integrating the findings into 
actionable infonnation for decision mak­
ing. In order to make the data useful , 
time and effort must be spent on making 
sense of the data, analyzing and report­
ing it to the prospective users of the data 
in an effective manner, and lastly, help-

* FOCUS ON 

EL PA~O 
HOT MARKET 

OF THE 90'S 
Twenty-e ight line phone center 

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

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

Permanent mall facility also 
avai lable in the reg ion's largest mall. 

Call Linda Adams 

46 

Owner and Director 

(915) 591-4777 
FAX (915) 595-6305 

ing users to take that final step - acting 
on the data. Unless the YOC process 
reaches thi s final stage, the data collect­
ed wi ll be interesting at best and even 
frustrating for the indi vidu als who 
receive the reports but don ' t know how 
to use the information. 

Not separating strategic, tactical 
tracking of progress, and market 
research 

Further, TARP has found that one of 
the root causes behind so me of the 
overspend ing on data coll ection is that 
le ngthy q ues ti onnai res a re be in g 
employed on a routine basis to collect 
a range of information to meet count­
less organizational objectives, which 
may be better served using a separate 
initiative. Fig. 2 outlines three types of 
survey research, each of which has dis­
tinct object ives and serves different 
needs within an organ ization . 

The first box in Fig. 2, "Strateg ic 
Baseline" research, should be used by 
an organization to identify the bas ic 
is ues and problems that customers are 
experiencing, the product and servi ce 
attributes that are most important to 
customers (key drivers) and to quanti ­
fy and prioriti ze what needs to be 

key issues can be isolated from the not­
so-important issues. 

TARP recommends that strateg ic 
baseline research be conducted once 
every one to three years. The frequen­
cy of repeati ng the survey should be 
based on the dynamics of the market­
place that the organi zation operates in , 
it s ab ilit y to mob ili ze a nd mak e 
changes using the research outcomes, 
and the customers' perceptions of the 
correct ive actions that have been taken 
as a result of their feedback. One mi s­
take that many organi zations make is 
using a lengthy questionnaire to col­
lect the same information month after 
month. Consumer needs and motivators 
are not likely to change on a monthly 
basis. It would be more efficient to col­
lect thi s detailed information less fre­
quently, analyze the data and report the 
findings and their impacts thoroughl y, 
and then help research users develop 
action plans to improve the key prod­
uct and service attributes most in need 
of improvement. 

The second box in Fig. 2 is 
"Track ing." The task at hand now is to 
track and measure the success of the 
action plans that have been put into 
place as a result of the strategic baseline 

Different Objectives Appropriate for 
Different Kinds of Research 

I 
Types of Survey 

I Research 

L ~, L 
Strategic Baseline Tactical Tracking Ad Hoc Market Research 

Identify key drivers Track the impact of action plans Investigate non-customer 
Identify key problems Identify high performers and low ISSues 
Identify standards for contact performers Develop new product/service 
handling Provide a framework for concepts 
Quantify market damage and rewarding service improvements Determine market demand for 
prioritize spending initiatives new products and service 
Framework for action plans and Competitive assessments 
what to track Determine success of ad 

campaigns 
Once averv 1-3 veara Onaoina lmonthlv or auarterlv Ad Hoc las needed\ 

improved in order to max imize cus­
tomer sati sfaction , customer retention, 
and foster positive word-of-mouth 
communication in the marketplace. The 
survey instrument for strategic base­
line research is by nature re lat ively 
lengthy because there are many vari ­
ables that must be looked at before the 

research already conducted. TARP rec­
ommends that tracking be conducted 
using an abbreviated survey instrument 
which measures onl y the key drivers 
identifi ed in the strateg ic base lin e 
research and several overall satisfac­
tion metrics (e.g., overall sati sfaction, 
as well as likelihood to continue using 
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the product/service, and likelihood to 
recommend to others, both measures 
of customer loyalty). This short survey, 
ideally one page and no more than two, 
should be conducted on an ongoing 
basis (monthly or quarterly) and should 
be used to monitor the success or fail­
ure of the action plans that have been 
deployed. The resulting data can also be 
used as a leading indicator to identify 
potential problem areas that may be 
brewing. 

A major waste of resources is doing 
tracking without prior identification of 

lection effort at targeted times on an ad 
hoc (as needed) basis. 

Surveying when other data sources 
would be better 

Another cause of overspending in 
organizations stems from the practice of 
using survey data when, in fact, other 
internal data ources might provide 
more timely and accurate information 
but are often erroneously viewed as 
being academically and analytically 
unacceptable. Such data sources may 
include complaint data or other internal 

metrics that organizations col lect and, 
unfortunately, never capitalize on. For 
example, if a car is not repaired cor­
rectly, there is a high probability that a 
customer will file a complaint. And why 
would an airline conduct a survey to 
ask customers if the flight was on time 
when they can access the same infor­
mation with more accuracy using the 
internal arrival data? 

Complaint data must be calibrated 
occasionally using urvey data (e.g., 40 
percent of incorrect repairs result in a 
complaint and 10 percent of dropped 

key drivers and points of pain. One.------------------------------­
hotel chain used a four-page tacking 
survey measuring almost I 00 dimen-
sions including satisfaction with the 
decor of the breakfast room. The color 
of the wallpaper at 7 a.m. is hardly a 
key driver of loyalty. The rush to track, 
and lack of discipline in limiting dimen­
sions to track, inevitably result in an 
overly lengthy survey, lower response 
rate, and wasted process ing costs. 

The third box in Fig. 2 is "Ad Hoc 
Market Research." The mai n objective of 
ad hoc market research is to get new cus­
tomers. VOC research is designed to help 
organizations keep a pulse on the sati s­
faction levels of their current customers 
in order to increase customer retention 
and customer loyalty. A common mistake 
many organizations make is combining 
VOC research objectives with ad hoc 
research objectives and trying to collect 
the data to fulfill both research objec­
tives with one survey instrument. 

Organizations are often tempted to 
use the same survey instrument to gath­
er all of the information that they are 
interested in obtaining using a single 
questionnaire. While thi s may be done 
under the guise of sav ing money by 
col lecting it all at one time, it actually 
leads to inefficiencies. This practice 
results in respondents having to com­
plete long questionnaires which are 
usually perceived as neither very 
focused nor user-friendl y. Moreover, 
an unfocused, lengthy questionnaire 
generally results in lower response rates 
which in turn lead to hi gher data col­
lection expenses because more ques­
tionnaires must be fielded to yield a 
completed return. With these facts in 
mind , it is clear why ad hoc market 
re earch objectives should be coordi­
nated and conducted separately from 
the VOC process as a separate data col-

October 1999 www.quirks.com 

has become 

WinCati is still more than just another pretty interface. 

WinCati still functions with the intelligence 

of a best practices researcher. 

WinCati is still the best CATI value on the market. 

Now WinCati is also 

powerful enough to bring its accessible, 

extensive capabilities 

to large CATI facilities- even on a WAN. 

Beauty, Brains and Brawn. Call us. 
SAWTOOTH TECHNOLOGIES 

84 7-866-0870 www.sawtooth.com 

47 



What makes people 
do vvhat they ? 

No one has all the right answers . 
At least you can learn all the right questions . 

Call Kim Barnette at 1-800-806-0183 for a course catalog. 

MODERATOR TRAINING 
FUNDAMENTALS 

Feb . 1 - 3. 1 999 At lanta 
May 1 7 - 1 9. 1 999 Cinc1nnati 

Aug. 2 - 4. 1 999 San Fran cisco 
Oct. 25-27, 1999 Chicago 

INTRODUCTION TO 
D A TA ANALYSIS 

Jan. 25- 27. 1999 San Francisco 
March 29- 31. 1 999 Cincinnati 

June 1 4 - 1 6. 1 999 Atlanta 
Sept. 1 3- 1 5. 1 999 Ch1cago 

N ov. 8 - 1 0. 1 999 Los Angeles 
(Manhattan Beach) 
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cel l phone calls result in a complaint). 
Cali brat ion he Ips an organization 
extrapolate the number of complaints 
received to a rough estimate of the inci­
dence of repairs or dropped calls in their 
customer base. The advantage to using 
this alternative data is that it has already 
been collected and is often much more 
timely than survey results. For a phone 
company or home service company, 
(e.g., pest control) complaint data can 
actually be used as a leading indicator 
of dissatisfaction. 

If the YOC manager thinks creative­
ly, costs can be reduced by identifying 
alternative data sources for examining 
many types of customer issues. 

Reallocating a VOC budget 
A share of the resources saved from 

collecting less information on an ongo­
ing basis and utilizing secondary data 
sources should be reinvested in the other 
four functions of the VOC research 
process described earlier and illustrated 
in Fig. I. Customers can tell you what 
their needs are and what needs fixing, 
but they can ' t tell you how to fix it or 
how to re-engineer your processes, 
products, and services. A good deal of 
thought and energy must go into ana­
lyzing and interpreting the data once it 
is collected. And instrumental to the 
whole process is adequate planning and 
design to make sure that the research 
goals and objectives are achieved. 

Research users should be regularly 
trained and updated by effective com­
municators to help them understand the 
implications of the data, how to conduct 
root cause analysis, and how to translate 
the information into actionable plans. 
Users and translators should meet con­
tinuously to discuss and act on the data. 

In summary, although data collection 
is but one stage in the YOC survey 
process, it is often the one that gets a 
disproportionate share of avai lable 
resources. Realigning these resources 
across all five research functions should 
result in organizations spending their 
limited dollars more wisely and on pro­
grams that, in the fina l analysis, facili­
tate higher levels of customer satisfac­
tion, retention and loyalty. r~ 

'John Goodman and Colleen Bush, "'Voice of 
the Customer' Disconnects Still Exist in Most 
Companies ", Quirk's Marketing Research 
Review, January 1999, pp. 18-31. 
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CustomerSatisfa cti on 

Editor's note: Marion Smith 
Picard is a senior research ana­
lyst, and Kathi McGregor is COO, 
at Service Strategies International, 
a Dallas, Texas, research firm. 
They can be reached at 800-344-
6069 or at mpicard@servstrat.com 
or kmcgregor@servstrat.com. 

T
he opportunity to develop loy­
alty-based customer relation­
ships begins with the first trans­

action between 
the customer and 
a company. 
Whether the 
transaction takes 
place in-person, 
via the Internet or 
through a call 
center, the quality 
of that first expe­
rience can set the to cb 

tone for the duration of the relation­
ship. As a result, it is very important to 
recognize that the first impression 
many customers get of your company 
is created by some of your lowest-paid 
employees. To enhance the opportuni­
ty to satisfy customers and obtain 
repeat business, it i important to 
ensure employees responsible for cus­
tomer interface are well-trained and 
understand the company's mission. 

To assess the success of the first 
time you touch a customer, it is 

important to have a record of every 
transaction. Many companies capture 
tran action-based information only in 
the form of sales records. Other com­
panie , depending on the nature of the 
sale, capture extensive data including 
demographics and/or firmographics. 
The more valuable an individual trans­
action (or customer) is, the more 

important it becomes to be able to 
assess the value of a transaction. The 
company's goal for each customer 
interaction is to provide the customer 
an experience that is more valuable to 
them than 
just the 
product or 
service 
purchased, 
and at an 
internal 
cost to the 
company 
that is less 
than the 
price paid. 
This type of customer exchange leads 
to repeat sales, recommendations, and 
higher profits. 

• How do you judge whether a trans­
action was a success or a failure? 

• How do you recreate your sue-
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cesses without adding unnecessary 
internal costs or costly product modi­
fications? 

STEPWISE LOYALTY PROCESS 

• How do you continually create ser­
vice value for customers, and earn their 
loyalty? INCREASE 

VALUE 

INITIATE MEANINGFUL 
CHANGES 

ACHIEVE 
LOYALTY 

A n important component of a 
quality-driven company 's loyal­

ty-building process is to measure cus­
tomer satis­
faction. 
Talking to 
customers 
about how 
transactions 
are handled, 
problems are 
resolved, 

CUSTOMER 
SATISFACTION MODEL 

and ques­
tions are answered will provide direc­
tion on what improvements can be 
made that will positively impact your 
relationships. 

M easuring satisfaction on indi­
vidual attributes can be fol­

lowed by another key component of 

OBJECTIVE: 

FIRST TOUCH/FUTURE 
TRANSACTIONS 

the loyalty-building proce , the mod­
eling step. Customer satisfaction 
models help explain the interaction 
of product and service characteristics 
with customer 's expectations and can 
quantify the impact of demographic, 
environmental, and lifestyle factors 

1M 
1-

Effectively reach very low incidence markets. 

--I -

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

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

problem-solving dialogue with SI. 
Through a va riety 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 SSI for sampling solutions at 
203-255-4200 or send e-mail to 

info@ssisamples.com. 

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

Partne rs w ith survey 
researche rs since 1977 

Time 

on expectations and perceived value. 
The model also can help quantify the 
impact of different characteristics, to 
facilitate a company 's ability to make 
process changes that are meaningful 
to con-
sumers. 

A cus­
tomer satis­
faction 
m ode 1 
helps iden­
tify the 
relation­
ships in the 
data that 
are not visible with simple reporting 
such as percentages, means and 
crosstabulations. It is through mod­
eling interrelationships between 
study attributes that action items can 
be most easily drawn from the data. 
This can lead to meaningful , and 
often inexpensive, process change 
improvements. 

Modelin g techniques also allow 
firm s to identify customer segments. 
Through the identification and char­
acterization of cu tomer segments, 
targeted marketing campaigns can 
be developed and implemented. For 
instance, a firm can isolate customer 
segments based on similarities in 
attitudes , demographics , products 
purchased , and attributes that are 
mo st important to that segment. 
These results can be used to develop 
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marketing campaigns with products 
and promotional offers that coincide 
with that segment's preferences. The 
promotional literature can include 
wording that reinforces those attrib­
utes. Customers are more likely to 
buy from companies that make 
offers tailored to them , and talk to 
them using language that they can 
relate to. 

T he analysis of cu tomer satisfac­
tion data, including modeling, 

will derive those item which, when 
acted upon, have the greatest poten­
tial to drive satisfaction, leading to 
word-of-mouth referrals and 
increased loyalty. For example, imag­
ine you are calling a company to have 
a billing issue resolved. You were 

Initiate 

supposed to 
receive a 
credit to 
y o u r 
account, 
which has 
n e v e r 

changes which are the most mean­
ingful. Repeating the measurement 
proce s at a point of time after 
changes have had a chance to take 
effect will indicate their impact on 
stated loyalty, as measured by cus­
tomers' stated future purchase intent 
and likelihood to recommend. 

A ll companies compete on price, 
up to a point. The more differen­

tiated your product or service is, the 
smaller the role price plays in many 
customers' decision to purchase. 

While price can 
never be ignored, 
the company that 
demon trates it are 
adding value to the 

In 
relationship has a 

e competitive edge. 

value I~ you ~re m~a-
sunng satisfactiOn 

and acting on it, talk about it. Say 
"We listened to you, and here ' what 
we did as a result. " Solicit feedback. 
Don ' t assume your customers intrin-

sically know what you are doing. This 
simple action helps create a partner­
ship between the customers and you, 
which increases perceived value. 

Increasing value does not neces­
sarily mean you have increased your 
costs. If yo u are allocating your 
resources more effectively, your costs 
may actually decrease. In the exam­
ple above, less CSR time is needed to 
solve the specific is ue. 

Customers have a finite amount of 
time and money to spe nd . 

Companies that 
demonstrate they 
value both 
resources come 
out winners. 
Customers want 
a reason to be 
1 o y a 1 . 
Companies that 
plan to achieve 
loyalty, and put a Stepwise Process™ 
in place to meet their goals will ulti­
mately earn it. r~ 

me~ appeared on 

change. S your state- ~-----------------------------------------------------­

ment. After 
navigating 

an automated call routing system, you 
finally talk to a person . That person is 
unable to help you and put you on 
hold. Two transfers later, your prob­
lem is solved. 

Several action steps with different 
cost implications might be potential­
ly recommended, such as empower­
ing your representatives to olve all 
billing problems, having a group of 
clerks set aside to handle billing 
issues, or adding a code to your call 
routing system to send a customer 
directly to the person in charge of 
issuing credits. 

An analysis of satisfaction drivers 
might indicate that the last choice, 
adding a code to the routing system, 
is optimal. This is because "saves me 
time" was the most important com­
ponent of the desired solution. 
Coincidentally, this is also the solu­
tion which is easiest to implement for 
the company, and least expensive as 
well. 

Well-designed and ana lyzed 
research can help a firm make 

Web-Survent 
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CustometSatisfa cti on 

Editors note: Bill Mac Elroy is pres­
ident of Socratic Technologies, Inc., a 
San Francisco-based research firm. 
He can be reached at415-648-2802 or 
at bill.macelroy@sotech.com. 

0 ver time, people in the business of 
providing on-line access and ser­
vices have found that some pro­

found differences exist between the 
attributes which drive on-line and off­
line customer satisfaction. These dif­
ferences appear to be impelled by six 
divergent characteristics between the 
two modes of doing business, each of 
which we will examine here in some 
detail. 

1. Hyper-evolution of on-line cus­
tomer sophistication. 

2. On-line offers immediacy of 
comparative offers/increased price 
sensitivity. 

3. Instant access to referent author­
ity/word-of-mouth lowers on-line cost 
of information. 

4. On-line appears to have lower 
barriers to brand switching. 

5. On-line one-to-one marketing 

54 

model yields increased choice 
options. 

world." In the on-line environment, 
however, consumers change rapidly 

6. Off-line satisfaction is transac­
tion based; on-line satisfaction is 
process-based. 

as a by-product of experi­
ence. Levels of "satisfac­
tion " with an on-line 
process can change in a 
matter of months. Rapid evolution of on-line customer 

sophistication We refer to thi s phe­
nomenon as hyper-evolu- l:::itMI 
tion of sophistication. Hyper-evolu­
tion has a dramatic effect on what will 

Traditional product and brand 
development has benefited from the 
fact that off-line consumer tastes and 

Descriptor Average Time Threshold On-line Characterization 
New User Oto 6 months Explorers, seeking entertainment, somewhat confused by diverse 

resources, seeking order out of chaos. Most likely to start with an on-
line service provider (e.g., AOL; and historically CompuServe, 
Prodigy, Genie, etc.) 

Learner 6 months to 1 year Explorers and researchers. Beginning to use the Web more as an 
information source. Little or no e-commerce- some residual fear of 
transaction-based activities. 

Tool Users 1 year to 18 months Transition to "tool users" from exploration. Adoption of multiple ISPs 
(e.g., MCI WorldCom, MindSpring, Netcom, Earthlink, etc.) and 
OSPs (e.g ., AOL, Prodigy). Organization, efficiency and speed of 
informational content become paramount. Fun becomes a tertiary 
driver of satisfaction. E-commerce trial is common, but not frequent. 

Wired Users Over 18 months Internet and cyber-communication becomes a way of life. Extensive 
emotional investment in virtual systems. Frequent e-commerce and 
informational transactions. 

demands can take years to change. 
Brand positioning, basic messaging, 
and effective promotional strategies 
can yield incremental satisfaction rat­
ings increases for decades in the " real 

satisfy on-line users . The accompa­
nying model shows our interpretation 
of the findings from 15 studies con­
ducted with on-line users of Internet 
service providers and e-business sites 
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from 1995 through 1999. Fig. 1: Hyper-evolution of On-line Customer Sophistication Model- Characteristic 
Activities of On-line Users Over Time 

Immediacy of comparative 
offers/increased price sensitivity 

Unlike traditional retail (brick & mor­
tar) shopping, on-line commerce pro­

vides hundreds of options 
instantly (as shown in the 
price comparison in Fig 2). 
In-stock positions rather 
than location or retail brand 
become critical for the on­
line shopper's considera­
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tion. Prices among in-stock suppliers 
become a second filter for the decision 
to purchase. Price must also be weighed 
in consideration of "total cost" includ­
ing extra costs of shipping, handling, 
etc. All of these factors give on-line cus­
tomers far greater power to decide 
between vendors. Satisfaction, there­
fore, becomes highly dependent on 
availability and delivery performance of 
those vendors with the be t price. 

6 12 18 24 

Instant access to referent authori­
ty/word of mouth 

For off-line customers, information 
about products/manufacturers carries a 

premium in the real world. 
Time and effort must be 
expended to form expecta­
tions about goods and ser­
vices providers. Store per­
sonnel are usually not capa­
ble of expertise in specific 

models/lines. Access to word-of­
moo th referrals is limited to 
friends/colleagues. In this environ­
ment, brand perceptions play a key 
"time saving" shortcut to decision­
making. Once a satisfactory brand is 
discovered, there are time and effort 
barriers to reconsidering one's posi­
tion. This has the effect of making sat­
isfaction ratings "sticky" for a given 
brand. 

For on-line customers, however, 
information about products/manufac­
tures is available in great detail almost 
instantaneously. Expert comparisons 
and evaluations are often available 

Public Health and Health Services Research 

Qualitative and Quantitative Studies and Analysis 

Social Issues and Attitudes 

Consumer Satisfaction 
Provider Satisfaction 

Social Marketing 

Market Assessment 

151 West 16th Street New York, NY 10011 

Epidemiology 

Focus Group Studies 

Survey Design 

Project Management 

Statistical Modelling 

tel : 212 243-4252 fax : (212)647-8252 e-mail : ande271 @ibm .net 

Months 

through neutral third party analysis. On­
line tools can make specific product 
configuration recommendations based 
on the user's specific intended use. Chat 
boards debate the value of features and 
refute irrelevant benefit claims. This 
means that a person's cost of reconsid­
ering his or her level of satisfaction and 
commitment to a brand is lower. 

Lower barriers to brand switching 
As the cost of obtaining product 

information decreases, so do the barri­
ers to brand switching. In a world of 
information deficit, trust in a brand 
mean a savings of time and effort, but 
in a world of rich infor­
mation, brand can become 
a secondary decision cri­
teria. Some of the biggest 
real-world brands have 
been known to produce 
some of the worst on-line 
experiences. On-line brands can move 
faster to create a satisfactory substi­
tute for established brands. It appears 
that it is easier to establish general 
credibility on-line (witness the speed at 
which E*Trade captured a large share 
of the securities trading market or 
Amazon.com 's success in rapidly 
acquiring shares of the book and music 
distribution channel). 

One-to-one marketing increases 
choice options 

Most marketing prognostications 
say that the system of mass marketed 
goods is being rapidly supplanted by 
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on-line product configura­
tion systems. Individual 
specifications add tremen­
dous variety to choice. In 

l:::\1dJd the on-line environment, 
real-time price/feature 

tradeoffs yield optimal customized 
products configured to the individual 
user's needs. The volume of choice in 
features and services yields a much 
larger range of opportunities for cus­

tomer satisfaction/dissatisfaction. The 
hierarchy and pattern of how the indi­
vidual makes choices becomes as 
important as stand-alone features in 
satisfaction measurement. 

Driven by perceptions 
Off-line customer satisfaction 

appears to be driven more heavily by 
brand and transaction perceptions. In 

to occur at high­
er, more general­
ized levels of 
perception, most 
commonly relat­
ed to brand. 

On-line satis­
faction on the 
other hand, 
appears to be 
more complex 
and is process­
oriented. What is 
successful for 
creating on-line 
satisfaction dif­
fers over short 
periods of time 
for the same 
individual. 
Tremendous vol­
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the real world, fewer ele­
ments of information, 
consideration and choice 
are scrutinized due to the 
personal cost associated 

tion and increased choice creates far the transaction must be satisfied before 

with gathering informa- !;~lilY 

tion. Satisfaction appears 

more points for customer evaluation 
and resultant levels of satisfaction. 
Satisfaction can, therefore, occur at 
many more levels and stages of 
process. A hierarchy of satisfaction 
emerges in which some elements of 

others are even considered. Achieving 
excellence in many elements of the 
process may be necessary, but they are 
not sufficient by themselves to create 
overall satisfaction with the on-line 
experience. r~ 

HOW MUCH CAN YOU SAVE 
AT A NICKEL A lUMBER? 

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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remember little niceties. Like a 100% 
guarantee. Professional advice. 24 hour 
service. An aggressive discount policy. 
Free record coding and sampling reports. 
No contracts to sign. 
Call STS now at 1-800-944-4-STS. 
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Survey Monitor 
continued from p. 6 

students have taken a course on per­
sonal finance in school (almost 80 per­
cent have not). That isn't for lack of 
opportunity: 62 percent of tudents say 
their current school or a prior school 
they attended has offered a financial 
education class. At the same time, stu­
dents who took a personal finance 
course said they felt more knowledge­
able about money management, but 
the survey found that they were no 
more likely than nonattendees to think 
it is important to save money on a reg­
ular basis, or to actually save money 
that they receive from job and/or 
allowances. 

The survey also shows that today's 
students have significant work experi­
ence and are making money. Forty-one 
percent of students worked full-time 
last summer (35 or more hours per 
week), according to the s urvey. 
Twenty-four percent of students typi­
cally earned $5,000 or more annually, 
and only 36 percent earned less than 

$2,500 in a year. The youth survey, 
underwritten by the TIAA-CREF 
In titute, also shows that 39 percent of 
students receive an al lowance or other 
regular money from their parents (59 
percent of the allowance is tied to 
either grades or chores) . 

What are students doing with their 
money? According to the Department 
of Education, students used credit 
cards to borrow $38 million last year, 
compared to $27 million in 1997. The 
Youth & Money Survey found that 28 
percent of students with credit cards 
are already rolling over credit card debt 
each month. Other top items and 
expenses paid by students include: 
entertainment (82 percent); clothes (58 
percent); car or related expenses (50 
percent); vacation or trips with friends 
( 45 percent); and school needs (31 per­
cent). Students are also investing their 
money in mutual funds ( 18 percent); 
stocks ( 18 percent), and CDs ( 16 per­
cent). The 1999 Youth & Money 
Survey surveyed I ,000 students ages 
16-22 regarding their attitudes and 
behavior towards personal finance. For 

Hagler Bailly,. 
A WORLD AHEAD 

Does your survey center 
provide the highest quality data 
to leading strategy consultants, business operations 

reengineers, new product development teams, 
and marketing communications experts? 

Ours does. 

Hagler Bailly's Survey Research Center 
provides full-service research capabilities to our global staff of 

consultants for consumer and business-to-business markets. 
We invite you to call for assistance with your next project. 

University Research Park, 455 Science Drive, 
Madison, WI 53711 -1058 Tel608-232-2800 

Contact Bryan Ward, E-mail research@haglerbailly.com 

more information visit the organiza­
tion's Web site at www.asec.org. 

1st & Ten scores 
Accordin g to a poll released by 

Harris lnteractive (H l), a Rochester, 
N.Y. , research firm, an overwhelming 
majority of football viewers like the 
I st & Ten technology that electroni­
cally superimposes a first-down line 
on the playing fie ld during televised 
broadcasts. Nominated for an Emmy 
Award in the Innovative Technical 
Achievement category, I st & Ten , 
developed by SporTVision, was pre­
miered by ESPN during the 1998-99 
NFL season for its Sunday night 
games. 

The on-line poll found: 83 percent 
said they like the I st & Ten system; 92 
percent said they would like to see the 
superimposed first-down lines used 
on all football telecasts; 64 percent of 
"casual" viewers said that I st & Ten 
increased their understanding of the 
game, with almost half of them saying 
the I st & Ten line would increase their 
likelihood of watching football games; 
92 percent believe it will increase the 
understanding for kids; four out of five 
viewers report that the I st & Ten yel­
low line increases their level of enjoy­
ment. Nearly three-quarters (71 per­
cent) believe that the first-down line 
would add to the level of enjoyment 
when watching games on "jumbo" 
screens in stadiums. 

The technology underlying I st & 
Ten is sophisticated. The location of 
the first-down line is entered into the 
system computer by the broadcaster's 
statistics staff. The system then gath­
ers data on the camera's pan , tilt, zoom 
and focus functions. With this infor­
mation , the system knows where in 
each frame of video the line should 
appear. The computer then analyzes 
the line 30 times per second and deter­
mines whether the images in the frame 
of video are the field , a player, the 
ball, referees , or something e lse. 

HI was commissioned by 
SporTVision to conduct the research, 
which used the same Internet method­
ology that was used in Harris' 1998 
Election Poll. The survey for 
SporTVision involved I ,285 qualified 
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respondents- which were defined as 
individuals who observed the I st & 
Ten marker on ESPN last year. Three 
out of five (61 percent) of the respon­
dents reported that they were avid 
football fans. HI weighted the results 
to reflect the universe of NFL televi­
sion viewers. The testing was done at 
the 95 percent confidence level. For 
more information visit the company's 
Web site at 
www.harrisinteractive.com. 

Top 10 'junior wired' 
cities 

grow to 20 million by the year 2002. 
By any measure, computers are an 

increasingly integral part of young 
people's lives. In a recent AOL 
Families Channel poll, AOL parents 
said their kids are more likely to 
"fight" over the computer than the 
telephone. Additionally, 25 percent of 
I 0,000 parents polled said their kids 
are using the computer by age 2 and 90 
percent said their children are using 
the computer by age six. For more 
information call Caroline Teasdale at 
703-265-1292. 

Tortillas on a roll 

lion, and projects sales to reach more 
than $5.5 billion in the next five years. 
Respondents to the survey indicated 
that, in 1998, the growth rate of corn 
tortilla sales surpassed that of wheat 
flour tortillas. However, the flour tor­
tilla still reigns as the principal prod­
uct in the industry. The study, execut­
ed by Penn and Associates, Cleveland, 
was conducted via telephone inter­
views with 101 North American and 
European tortilla manufacturers in 
April and May 1999. 

The growing popularity of tortillas 
is attributed to the acceptance of tor­
tillas by non-Hispanic cultures as a 
staple food, much like bread. The 

Based on a survey conducted by Th T t.ll I d t A · t. e or ' a n us ry ssocta IOn emergence of wraps (recipes using 
Digital Marketing Services, Inc., a (TIA) has announced the findings of a fl ·11 · h ·d · f our tortt as wtt a wt e vanety o 
Lewisville, Texas, on-line research k t h t d h. h f. mar e researc s u Y w tc con trm non-Hispanic fillings) helps to bridge 

firm and a who!- h ·11 ' d. f · t e tortt a s stan mg a ast-growmg the transition of tortillas from ethnic 
ly owned sub- segment of the baking industry world- item to mainstream dish. In addition, 
s i diary of wide, with global sales estimated at the study also highlights increased 
America more than $6 billion in 1998. consumer awareness due to more 
Online, Inc. Specifically, the survey revealed that advertising, the development of fla­
(AOL), AOL the North American and European tor- vored tortillas, and expanded shelf 
has uncovered ·11 k · d · t1 a mar ets contmue to grow tn space as trends responsible for market 
the 10 most 1998, with sales surpassing $3.5 bil- growth.Formoreinformationvisitthe 
"junior wired" ~-----------------------------
cities in 

....._ ___ _.America based 

on the amount of time children ages 2 
to 17 spend on-line (according to more 
than 16,000 randomly selected par­
ents visiting AOL's Opinion Place 
from May 24-June 3). 

The Top Ten "Junior Wired" cities 
are: 

1. New York 
2. Philadelphia 
3. Tampa/St. Petersburg/Sarasota 
4. Los Angeles 
5. Cleveland 
6. Boston 
7. Detroit 
8. Washington, D.C. 
9. Chicago 
10. Seattle 
In these cities, the approximate 

average time spent on-line weekly 
increases with age and is as follows: 
ages 2-5: three hours; ages 6-11: four 
hours; ages 12-14: six hours; ages 15-
17: seven hours. 

According to Jupiter 
Communications, more than five mil­
lion children under the age of 12 are 
on-line, with that number expected to 

Having Trouble Communicating 
With Your Field Service? 
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Tired of Being 
a Color or 

Number When 
Doing Focus 

Groups in New 
York City? 

Let us turn our central 
focus on you. W ith one 
room, respondents are 
not intermingled and 
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and service. 

Our state of the art facility 
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moderators 
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audio-visual 
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recruiting 
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• Experienced and 
professional staff to meet 
all your research needs 

Call us when you want 
your research to be 
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I FOCUSCENTRAL 
162 Fifth Avenue at 21st Street 

New York, NY 1 00 1 0 
Tel. 21 2-989-27 60 

Fax 212-647-7659 
e-mail info@focuscentral.com 

www. focu scentral.com 
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TIA's Web site at www.tortilla­
info.com. 

Study identifies trends 
in sports participation 

According to a survey of 16, 190 
Americans conducted by American 
Sports Data, Inc. (ASD) , Hartsdale, 
N.Y., paintball, artificial wall climb­
ing and the use of elliptical motion 
trainers were the faste t-growing 
activities in the U.S. during 1998 . 

Though not measured since J 988, 
when it claimed only 
658,000 participants, 
paintball emerged as 
the top U.S. growth 
activity, with 5.9 mil­
lion people having 
engaged in the acti vi­
ty at least once in 1998 
- an increase of 800 
percent over the decade. 
In the product market, this 
growth has been underscored by the 
industry leader, Brass Eagle, Inc., an 
Ark.-based firm which has doubled 
its sales over the past year. Further 
confirmation of the activity's growth, 
according to ASD President Harvey 
Lauer, lies in the number of recent 
converts to the activity. "Forty-nine 
percent of the participant base -
nearly three million paintball players 
-are first-year entrants. This strong 
recruitment rate is suggestive of high 
growth potential," he says. 

Another fast-growing activity mon­
itored by the study is artificial wall 
climbing- a hybrid fitness/outdoors 
phenomenon which has spurred the 
rapid growth of indoor climbing walls 
at health clubs and small studios ded­
icated to the activity. In 1998, 4.7 
million individuals over the age of 
six performed the activity at least 
once, a 42 percent increase over the 
results of a pilot study conducted by 
ASD for 1997. Moreover, 62 percent 
of all 1998 participants were new­
comers, further underlining growth 
prospects for wall climbing. By con­
trast, the study uncovered only two 
million "outdoors" mountain/rock 
climbers, who used technical climb-

ing gear. 
Elliptical motion trainers- by far 

the hottest fitness equipment trend­
have surged to 3.9 million users in 
1998, an increase of 63 percent over 
1997. This recently-introduced car­
diovascular equipment involves an 
elliptical-shaped pedaling motion 
which has been described as a cross 
between a Nordic ski machine and 
stair-climber. Here again, a sharp 
increase in participation has been val­
idated by a very high percentage of 
first-timers (57 percent) in the 1998 

u er population. But unlike vari­
ous equipment fads which 

have come and gone, the 
study found evidence of 
staying power for this 
fledgling activity. 
"Elliptical trainers 
have passed the litmus 

test of health club 
acceptance," Lauer says. 

"The majority of these 
machines (56 percent) are used 

in health clubs and Ys, compared 
with only 13 percent for cross-coun­
try ski machines and 15 percent for 
aerobic riders- the latter two being 
infomercial-driven trends which were 
never accepted at clubs, and in the 
end, could not be sustained." Indeed, 
from 1997-1998, Nordic skiers and 
aerobic riders were among the worst 
performers , suffering respective 
declines of 23 percent and 32 percent 
for the year. Another infomercial-dri­
ven product, abdominal 
machines/devices, sustained a partic­
ipation lo s of 20 percent. 

Overall, the exercise boom seemed 
to be taking a breather. With the 
exception of home gym exercise, 
which earned a gain of 1 1 percent, 
the remainder of fitness activities 
could muster only a lackluster per­
formance at best. Weight training -
driven by women and seniors to a 
degree that seems counterintuitive­
gained only 4 percent in 1998, rising 
to a participant population of 41.3 
million. Treadmills, the dominant car­
dio equipment and premier money­
maker, finally plateaued with a slight 
increase of 3 percent from 1997-
1998, but up 743 percent from 1987. 
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A first-time-ever measurement of 
spinning revealed 6.8 million total 
participants, of which 1.6 million 
were dedicated exercisers who per­
formed the activity on at lea t 100 
occasions during 1998. However, an 
influx of only 28 percent first-year 
participants in 1998 suggests that the 
activity may be cooling. An equal 
number of recumbent cyclists (6.8 
million) were projected by the study, 
and overall, stationary cycling reflect­
ed a slight loss for the year ( -4 per­
cent) as it declined to 30.8 million. 

Several star performers of yester­
year were no longer ascendant. In­
line skating, which had topped the 
growth charts for years, was flat at 
( + 1 percent). Golf, perhaps aided by 
the Tiger Woods blip of 1997 when it 
had jumped by 1 1 percent, retreated 
to a 3 percent loss in 1998. After 
reaching its zenith in 1996, mountain 
biking, the beneficiary of triple-digit 
growth in the 1990s, was stable ( +2 
percent). While snowboarding could 
achieve only a 10 percent gain in 
1998, a substantial infusion of new 
blood ( 44 percent of all boarders were 
new converts) augurs well for the 
activity. 

For the first time in recent memo­
ry, fishing has risen by a significant 
10 percent to 55.5 million partici­
pants in 1998, but this favorite 
American pastime is still below the 
level of 58.4 million first measured in 
1987. Even fly fishing - which 
despite the fervor of its aficionados 
and excessive media hype (i ncluding 
a major Hollywood film) had 
nonetheless plummeted by 42 per­
cent from 1987-1997 -enjoyed a 
leap of 11 percent in the current year. 
While this appears to be good news 
for the fishing industry, Lauer cau­
tions that "It's doubtful that all the 
deep-seated problems of fishing -
such as depleted stocks, changing 
values toward 'blood' sports, increas­
ing competition from New Age activ­
ities and so on- can be reversed in 
a single year. Chances are that fish­
ing, along with other outdoor pur­
suits, was simply the beneficiary of 
good weather in 1998." 

Mild weather may have also aided 

RV camping ( + 13 percent), tent 
camping ( +4 percent), day hiking ( +8 
percent) and other outdoors activi­
ties. While no comparative data exist 
for the first-time-ever measurement 
of kayaking, 43 percent of its partic­
ipant base of 3.5 million were new­
comers, a very positive indicator. 

Overall, the U.S. sports participa­
tion picture was not bright. Most 
remaining sports and activities were 
uniformly flat or depressed in 1998: 
baseball ( -7 percent), basketball ( -6 
percent), football ( -4 percent), soc­
cer ( -.3 percent), softball ( -5 percent), 
volleyball ( -8 percent), tennis ( -3 per­
cent) and racquetball ( -5 percent). 

This apparent industry malaise, 
according to Lauer, "is a complex 
result of population aging, competi­
tion from other leisure activities, not 
to mention the abdication of respon­
sibility by our schools. 
Encouragement of physical activity 
should begin early on, but this does­
n't seem to be an educational priori­
ty anymore. And to make matters 

worse, our prime pool of sports par­
ticipants isn't growing. For example, 
despite the steady growth of the U.S. 
population, the 20-29 age group has 
actually shrunk by 10 percent from 
1990-1997. And last but not least, 
there's technology - the natural 
enemy of physical activity. Only 
today it's not the elevator or the auto­
mobile- it's the Internet. Tomorrow, 
it could be a magic pill that prevents 
weight gain." 

The Superstudy of Sports 
Participation was conducted in 
January 1999 and based on a nation­
ally representative sample of 16,190 
people over the age of six, who were 
among 25,000 targeted in a sample 
drawn from the consumer mail panel 
of NFO Research, Inc. Over 100 
sports and activities were measured 
along with over 20 demographic, atti­
tudinal and behavioral dimensions. 
Data were also collected on health 
club membership and other subjects 
pertinent to physical fitness. For more 
information call914-328-8877. 

~--------------------------------------------------------

voice: 847•390•8666 fax: 847•390•8885 
www.preres.com e-mail: info@preres.com 
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Product & Service Update 
continued from p. 1 0 

employed in technology companies are 
also invited to join. Members of The 
Technology Advisory Board are paid 
cash for their opinions and advice, rang­
ing from a minimum of $10 to $200 or 
more per survey, depending on the 
length of the questionnaire or discu -
sion. The opinions, information and 
advice of Board members are confiden­
tial and anonymous. Members' answers 
are grouped together and reported as sta­
tistical summaries. The purpose of the 
Technology Advisory Board is purely 
for marketing, bu ine , and economic 
research. Members' name and address­
es will not be revealed to anyone outside 
of Decision Analyst, or used for any pur­
.pose other than research. Membership is 
free, and participants have the opportu­
nity to express opinions, give advice, 
and argue points of view to help gov­
ernments and major corporations make 
better decisions about technological 
issues and new high-technology prod­
ucts and service . For information on 

becoming a member, please go to 
www.technologyboard.com or call Jerry 
Thomas at 817-640-6166. 

Web-based research 
service aimed at 
Hispanic market 

Target Market Research Group, Inc., 
Miami, has introduced encuesta.com 
(the equivalent of "survey.com" in 
Spanish), a new service division aimed 
at providing custom qualitative and 
quantitative marketing research among 
the nation 's Hispanic/Latina population. 

Encuesta.com uses research tech­
niques such as e-mail/on-line based sur­
veys and on-line discussion groups, as 
well as the live transmission of tradi­
tional focus groups via the company's 
dedicated Web-site at 
www.encuesta.com. Encuesta.com also 
offers man-an-the-street type and in­
home ethnographic survey . 

A study conducted by the U.S. 
Department of Commerce (National 
Telecommunications and Information 
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Administration and U.S . Census Bureau 
-"Falling Through The Net: Defining 
the Digital Di vide" July, 1999) indicates 
that in December 1998, 26 percent of 
Hispanic households had a personal 
computer in the home (compared to 47 
percent among white non-Hispanics) , 
and 13 percent had access to the Internet 
(compared to 30 percent among white 
non-Hispanics). Target Market Research 
Group, Inc. 's own national survey inci­
dence levels for August 1999 (n=820 
telephone interviews, margin or error of 
±2.8 percent at a 90 percent confidence 
level) put PC penetration levels among 
Hispanic households at 36 percent and 
access to the Internet at home at 21 per­
cent. 

While Hispanics currently under-uti­
lize the Internet compared to the gener­
al population, Martin Cerda, Target 
Market Research founder and president, 
says that "There is evidence that minor­
ity groups, including Hispanics, are 
reaching for alternative sources of infor­
mation and entertainment that cater to 
their needs and preferences in the imme­
diate and relevant manner, which the 
Internet easily delivers. The continued 
growth of in-language portals such as 
QuePasa.com, and Latino interest Web 
sites such as those with Latin music 
related content and Spani sh-language 
radio broadcas ts wil l only fuel thi s 
growth." For more information contact 
Martin Cerda at 305-661-1492 ext. 106 
or at martin_cerda@tmrgroup.com. 

Data collection for digital 
imaging market 

Atlanta-based Imaging Resource, an 
Internet-based consumer resource for 
digital cameras, scanners, and software, 
has announced a new data collection 
service for market researchers and man­
ufacturers in the digital imaging mar­
ketplace. Connected with the new ser­
vice, the Imaging Resource also 
announced alliances with two market 
research firms specializing in digital 
imaging: Future Image Inc., San Mateo, 
Calif. , and !merge Con sulting , of 
Belmont, Calif. The Imaging Resource 
provides con umers with information 
about digital imaging products, and is 
designed to facilitate purchasing deci-
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sions, and lead to positi ve post-purchase 
ex periences. The Imaging Resource 
Market Data Service taps the traffic flow 
of the Imaging Resource Web site, rep­
resenting nearly one million page views 
and 200,000 reader visits per month . 
The Imaging Resource Market Data 
Service presents reader survey forms to 
s ite visitors, a nd offers assoc iated 
sweepstakes pri zes to encourage survey 
participation. For more information call 
David Etchells at 770-772-6658 or visit 
the company's Web site at www.imag­
ing-resource.com. 

Four new STATISTICA 
modules 

StatSoft, Inc. , Tulsa, Okla., has added 
four tool s for analyzing complex and 
"messy" linear and nonlinear designs to 
its STATISTICA data anal ys is and 
graphing software. STATISTICA'99 
features four new modules: Vi sual 
General Linear Models (VGLM), Visual 
Generalized Linear Models (VGLZ), 
Visual Partial Least Squares (VPLS), 
Visual General Stepwise Regression 

offers a similar selection of user inter­
faces to that of VGLM, VGSR, and 
VGLZ, and includes a selection of algo­
rithms for analyzing univariate and mul­
tivariate parti al least squares problems. 
For more information visit the compa­
ny 's Web site at www.statsoft.com. 

Firms partner to provide 
Web research 

MarketTools, Inc., Sausalito, Calif., 
has partnered with International Data 
Corporation, Interco m , Merrill 
Researc h , ORC International , 
Prognostics, Roper Starch Worldwide, 
and Total Research, to offer Internet 
research services. One of the first appli­
cations of MarketTools for real-time 
point-of-sale feedback in the retail mar­
ket is being implemented by @pos.com, 
a MarketTool s technology partner. 
Through MarketTools, @pos.com lets 
customers conduct Web-enabled sur­
vey directly at the point-of-sale about 
consumer opinions and shopping satis­
faction. 

Services include: 
• eSurveys that support the full life 

cycle of a Web-based survey, from 
design stage to implementation. Services 
include project planning and design, 
sample acquisition and management, 
auto-translation into multiple languages, 
survey ho ting on a secure Web server, 
re pondent authentication, real-time 
reporting of results, data cleansing, tab­
ulation and export, and more. 

• ePanels that automate the creation, 
deployment, and ongoing management 
of on-line panels (syndicated and pro­
prietary) from recruitment to incentive 
program management. EPanels are fully 
integrated with eSurveys. 

• eSample to meet the challenges of 
Web-based sample acquisition and man­
agement and offer strategies for select­
ing the highest quality data sources, 
managing sample bias, and incorporat­
ing normalization and weighting 
schemes. 

• nGauge, an integrated application 
suite to create and deploy Web-based 
surveys, view real-time results, build 
and maintain on-line market research 

(VGSR).Eachnewmoduleo~~ t~ee ~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 

alternative interfaces for specify ing 
designs. 

The modules offer the following func­
tionality: 

• Vi sual General Lin ear Model 
(VGLM) is an implementation of the 
general linear model for analyzing 
respon e on one or more continuous 
dependent variable a a function of one 
or more categorical or continuou inde­
pendent variables. VGLM offers the 
mo st complete se lec tion of 
ANOVNMANOVA types of methods 
available. 

• Visual Generalized Linear Models 
(VGLZ) allows the user to search for lin­
ear and nonlinear relationships between 
a response variable and categorical or 
continuous predictor variables (includ­
ing multinomiallogit and probit, signal 
detection models, and many others). 

• Visual General Stepwise Regression 
(VGSR) incorporates a comprehensive 
set of stepwise regression and best-sub­
set model building techniques support­
ing both continuous and categorical vari­
ables. 

• Visual Partial Least Squares (VPLS) 
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panels, and manage market research pro­
jects. 

For more information call 415-289-
4300 or visit the company's Web site at 
www.markettools.com. 

Instant Intelligence 
debuts 

The Brand Futures Group (BFG) of 
New York-based Young & Rubicam Inc. 
(Y &R) has devised a consumer research 
system that can deliver global findings 
within 24 hours . The new service, 
Instant Intelligence, call upon the 
agency's network of Trendscouts and 
can produce results in hours. The system 
works by utilizing volunteers from with­
in Y &R's network of 14,000-plus 
employees worldwide. These individu­
als range from administrative assistants 
in South Africa to media planners in 
New York City, to strategic planners in 
London and cost accountants in 
Malaysia, Taiwan , and Zimbabwe. 
Using a number of prearranged data­
bases within the workforce, covering a 
wide spectrum of social classifications 

OBJECTIVE: 

and other demographic considerations, 
Brand Futures Group e-maiJs question­
naires to employees for their immediate 
response. As soon as a sufficient number 
of replies has been received (n = 200), 
BFG's in-house analysts collate the 
responses and prepare a report of the 
findings. Nonproprietary findings culJed 
from BFG's Instant Intelligence studies 
are sold at the group's Web s ite 
(www.brandfutures.com) and on the 
Profound service of Dialog. For more 
information contact Ira Matathia at 212-
210-3004 or at ira_mathia@yr.com. 

Tool measures 
pharmaceutical 
marketing programs 

A new tool to gauge the effectiveness 
of retail pharmaceutical marketing pro­
grams, the 1999 Retail Pharmacy 
Capabilities Report (RPCR) , is now 
available to pharmaceutical manufac­
turers, retail pharmacy chains and drug 
wholesalers. This first in a series of 
reports compiled annually rates how 

Track the volatile food industry on a daily basis. 

551 SOLUTION: 
Jerry Rosenkranz and Joseph Goldstein (Chairman and 
President , respectively, of Data Development Corporation in New 

York City)- " urvey Sampling has pioneered proprietary tech­

niques for business-to-business sample development. We tested 
their sample by literally walking and checking from restaurant to 

re taurant in key areas. Their coverage is outstanding in a difficult 

arena, and we know that they apply the kinds of quality 

controls that make our data reliable." 

SSI can draw business, industrial, and health 

ensure the most complete 

and in-depth coverage. 

Call SSI for sam­

pling solutions at 
(203)255-4200. 

....-: Survey 
~ .~ · ampling, 
=......Inc~ 

Pa rtners with survey 
researchers since 1977 

well retail pharmacy programs have 
done in driving sale and market share. 
The RPCR was created by Creative 
Healthcare Solutions, a Saratoga 
Springs, N.Y., pharmaceutical marketing 
consulting firm, and Delta Marketing 
Dynamics, a Jamesville, N.Y., pharma­
ceutical market research firm. The 
RPCR is based on data collected from a 
survey fielded to executives and key 
decision-makers from pharmaceutical 
manufacturers, retail pharmacy chains 
and drug wholesaler . The report ranks 
each organization's capabilities and 
includes verbatim information from sur­
vey re pondents. For more information 
call Rob Jacobson at 480-905-8373. 

SVSTAT 9 from SPSS 
Science 

SPSS Science, Chicago, has released 
SYSTAT 9. Offering expanded data 
management options, automated graph 
creation and new statistics procedures, 
thi release increases the efficiency of 
stati tical analysi and graph creation. 
New features in this version include: 

• SAS, ODBC, HTML file options­
expands data management capabilities. 
Users can quickly convert data files 
between SAS and SYSTAT formats, 
access ODBC database files or save their 
output to HTML. 

• Graph Gallery - creates graphs 
automatically. Users choose an item 
from an exhaustive display of graphs, 
then quickly substitute their data. Users 
can also add their own graphs to the 
gal1ery for automated graph creation. 

• Command Templates - provides 
even greater automation flexibility by 
allowing users to quickly substitute their 
data and variables into automation rou­
tines. Users can now create token vari­
ables in command files to allow swap­
ping of data and variables when 
automating routine analysis. 

• Missing Values Analysi -imputes 
missing values when data are missing 
from a data set. Users can save the new 
values or a matrix for use in further sta­
tistical analysi . 

• Smooth Module- helps visualize 
patterns in noisy data using 126 non­
parametric smoothers. It gives users the 
option to save estimated values at either 
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specified gridpoints or at the predictor 
data values to visualize even the most 
unsuspected trend. 

• Advanced DOE Wizard- applies 
the exact experimental design using a 
question-and-answer dialog and two 
new design types. 

• Customizable tool bars- save time 
by displaying the statistics and graphics 
tools used most often. For more infor­
mation visit www.spss.com. 

Guide to multicultural 
experts 

New York PR and marketing firm 
Multicultural Marketing Resources is 
offering the 1999-2000 edition of its 
Source Book of Multicultural Experts, 
which lists over 200 companies and 
organizations specializing in multicul­
tural marketing services. The book 
includes cross-reference listings by com­
pany type (ad agency, research firm, etc.) 
in industry area of expertise (cosmetics, 
entertainment, etc.). For more informa­
tion call 212-242-3351 or visit 
www.infore ources.com. 

Research/calling card 
combo 

FCG, Inc., Bellevue, Wash., has 
developed theATM prepaid TeleSurvey 
phonecard. FCG's service combines a 
traditional phonecard with its telephony 
technology to create a product that can 
include market research and informa­
tion services. FCG's TeleSurvey i 
added to the bank's phonecard program, 
but as an optional choice for the con­
sumer. A purchaser who chooses to 
answer the questions in the TeleSurvey 
is immediately rewarded with addition­
al minutes on the calling card. This 
option allows a bank to conduct market 
re earch while offering a branded prod­
uct at the same time. FCG offers other 
information services, which are added to 
a phonecard as needed. The card is used 
to directly access a bank's network or 
customer service center, providing infor­
mation to the consumer regarding loan 
processing, merchant services or 
demand deposit accounts. For more 
information contact Moe Ghaffari at 
425-957-4444 or at Moe@fcginc.com 

or visit the company's Web site at 
www.fcginc.com. 

Annual IT survey 
launched 

Professional Service and Solutions 
1999, the first of what will become an 
annual market research survey designed 
for information technology companies 
that provide professional services and 
solutions, has been launched through a 
joint partnership of the Information 
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Technology Services Marketing 
Association (ITSMA) and NFO 
Prognostic , an NFO Worldwide com­
pany. The study- known as a compar­
ative survey because the process gathers 
data from multiple vendors, performs 
individual and competitive analyses, and 
then distributes all results back among 
participants - will quantify the cus­
tomer experience for IT companies pro­
viding professional services. Previously, 
ITSMA re earch has found that refer­
ences from colleagues and a prior rela-
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tionship are the most influential factors 
in the purchasing decision for profes­
sional services. The study will further 
explore why customers partner with pro­
fessional services providers and will 
measure experiences that impact refer­
enceability, loyalty, and future purchase 
intentions. For Professional Services and 
Solutions 1999, NFO Prognostics will 
survey thousands of business customers 
of participating companies to determine 
and quantify the key elements affecting 
their satisfaction with professional ser­
vices solutions. By comparing every ele­
ment of performance to an industry aver­
age, specific competitors, and other lead­
ing companies, participants can uncov­
er areas of competitive weakness and 
strength. The survey offering grew out 
of demand from market leaders among 
high technology and professional ser­
vices consultancies who have seen 
tremendous growth but increasing com­
petition, and increasing demands from 
customers in their professional services 
businesses. For more information call 
Margaret Coles at 650-812-3900. 

Got questions? Ask 
Netroscope! 

Netroscope, a Santa Clara, Calif., 
research firm, has introduced Ask 
Netroscope!, a new Internet research 
service that will provide electronic 

response to on-line inquiries from 
Netroscope clients asking clear, single 
part questions concerning market data, 
analysis, tutorial explanation, competi­
tive information, pricing and vendor 
strategies. Clients will have the oppor­
tunity to submit their questions on-line 
and receive answers via e-mail in less 
than 24 hours for a fixed price of $9.95 
per question for subscribers and $14.95 
per question for non-subsctibers. Annual 
subscription rates are $29.95 for indi­
vidual users and $99.95 for corporate 
groups. The areas of service coverage 
include e-com merce , e- business, 
Internet computing, enterprise solutions, 
oftware technologies, products, and 

languages, electronic bill presentment 
and payment, Internet banking, securi­
ty, and networking. Netroscope will pro­
vide information from numerous 
sources, including exclusive surveys, 
research and analysis conducted by 
Netroscope, other customer and channel 
surveys, company information sources, 
one-on-one interviews, news informa­
tion sources, industry reports and trade 
journals, marketing and advertising 
information, legal news sources, finan­
cial information sources, the Internet, 
and other sources. For more information 
visit the company's Web site at 
www.netroscope.com/ask/ 
askindex.html. 

You'll know us by the company we keep. 0 Worldwide research fo r technology brands and products. 
SOCRATIC 
TECHNOLOGIES 

1-800-5-SOCRATIC (1-800-576-2728) • San Francisco , Boston, Berlin , Dusseldorf • www.sotech.com 

WinCati from Sawtooth 
Technologies 

Sawtooth Technologies, Evanston , 
III., has released WinCati, the new 
name for Version 4. 1 of its CATI soft­
ware (formerly Ci3 CATI for 
Windows) . Designed around a Sybase 
SQLAnywhere database engine and a 
Windows interface , WinCati is 
designed to meet the needs of any ize 
facility. The new version works with 
standard Windows applications such 
as Microsoft Word, Excel , and Access. 

WinCati has several new capabilities 
and options, including: support for 
wide area networks (WANs); 
SQL/ODBC database engine; refusal 
tracking; improved multi-language 
capability; a never-call list; the ability 
to export reports to Excel; and new 
questionnaire authoring capabilities. 

Along with WinCati 's change to a 
client-server application and the new 
enhancements, three new options are 
also available: voice capture and sound 
playing; proactive dialing; and predic­
tive dialing. For more information call 
Brett Jarvi s at 847-866-0870 or visit 
the company's Web site at www. aw­
tooth .com. 

Seagate/USADATA 
partnership 

Seagate Software, a busines intelli­
gence software firm, has partnered with 
USADATA.com, a marketing informa­
tion and Internet technology company, 
as a data and content provider. Under the 
arrangement, USADATA.com will offer 
Seagate Software customers access to its 
library of worldwide syndicated busi­
ness and consumer information through 
a new joint Web site located at http://sea­
gatesoftware.usadata.com. The two 
companies ' products and services are 
complementary. Seagate Software 
develops applications that allow cus­
tomers to access and analyze multidi­
mensional data sets using Seagate Info 
and Seagate Crystal Reports software. 
USADATA.com offers data- such as 
U.S. Government Census data project­
ed to the current year, business directo­
ries and demographics, and regional 
growth potential forecasts -that can be 

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



in co rpo ra ted into sa les, ma rket in g 
a nd pl a nnin g a na lyses. Fo r mo re 
in fo rm a ti o n v is it the We b site a t 

http://seagatesoftware . usadata.co m. 

Apparel loyalty award 
from NPD 

The NPD Group, Port Washington, 
N.Y. , has issued the first annual NPD 
Consumer Loyalty Award fo r apparel 
retailers. The honor recognizes retailers 

who are lead ing the way in consumer 

loyalty. For more informati on visit the 
company's Web site at www.npd.com. 

New OMR software tool 
Principi a Products, Inc., a Pao li , 

Pa., software firm , has introduced 
Remark C lass ic OMR, a software 

product that enables users of OMR 

readers to transfer data from 
compl e ted fo rm s into a usable 

e lectroni c fo rm at fo r analys is . 

Remark C lass ic OMR collects the raw 

data fro m these fo rms so a user can 

analyze the results with a stati stics, 
spreadsheet or database software 

package on a personal computer. 
Remark C lass ic OMR exports data to 

industry-standard form ats rather than 

a proprietary fi le form at and is 

compatible with a variety of scanners 
and pre-printed form s. It also includes 

features such as survey tabu lation , test 

grading and flexibl e output. For more 

information call 800-858-0860 or 
vi s it the company 's Web s ite at 

www.PrincipiaProducts.com. 

loyalty by capturing the greatest sh are ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 

of their customers' apparel purchas ing 
requirements in one of five categori es . 
The winners are: JC Pen ney (Men's 
Appare l), The May Co. (Wo me n 's 

Appa re l ), Fed e rated (De pa rtm e nt 
St o res), Wa l M art (M ass 
M e rc h a ndi se rs) a nd L a ne Brya nt 

(Specialty Stores). 
Winn e rs of th e NPD Co ns um e r 

Loyalty Award captured between 15 
percent and 26 percent of total doll ars 
their customers spent on apparel, the 
highest shares in the industry for their 
respecti ve categories. Resu lts are based 

o n NPD 's a na lys is of m o re th a n 
500,000 transacti ons at over I 00 of the 
nation's leading reta ilers du ring 1998. 

O vera ll , NPD fo und more loya lty 
among department store and specialty 
store appare l shoppers and less loyalty 
among di scount store appare l shoppers. 
Average loyalty shares among channels 
ranged from I 0 percent in the di scount 

channel to 18 percent in the department 
store channel. 

To establi sh a loyalty rank ing system 
and to name winners for thi s award , 
NPD conducted a two-phase analys is 
using data fro m its Ameri can Shoppers 

Pane l, a de mographi ca ll y a nd geo­
graphicall y balanced pane l of 16,000 
households who report all apparel pur­
c hased a nd w he re it is purc hased 
th roughout the year. In phase one of the 
analys is, the f irm ide ntified the cus­
tomer base for each reta iler tracked and 
tallied total purchases made. After total­
ing a ll purchases, NPD then determine 
what percentage of par1ic ipating house­
holds' needs/req ui rements (measured 
in dollars) were purchased at each indi ­
vidual store (phase two). T hi s "share of 
requirements" f igure is the measure of 
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can take advantage of our comprehensive data processing service. We 
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Names of Note 
continued from p. 8 

Spiller Research Group, St. 
Petersburg , Fla., has named David 
Moak vice president of research and 
development. Moak will head the 
firm's new advanced research divi­
sion. 

Anne Bernstein has been named 
vice president in the consumer trends 
divi sion of Roper Starch Worldwide, 
New York. 

Clearwater R esearch has 
announced seve ral new hires and 
promotions at its Boi se, Idaho home 
office. The new hire s : Kerri 
Holloway as data collection project 
technical assistant, Gretchen Hawes 
as usability lab speciali st, Laurie 
Kuntz as usability lab recruiter, 
Brandyn Romo as research analyst, 
and Adam Cummings as summer 
intern . The promotions: Pamela 
Hansen to data collection project 
technical assistant, Julie Rieman to 
day shift supervi sor, Deanna Fisher 
to day shift supervi sor, Clyde Dooley 
to senior supervi sor of the Boi se data 
collection department , Ward 
Ballard to research analyst, and 
Charles Dickinson to se nior 
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re earch analyst. Separately, 
Clearwater's Mike Exinger has been 
named president e lect of the 
Southwest Chapter of the Marketing 
Research Association for 1999-2000. 
He was also named as a member to 
the new council to address technolo­

gy issues in market research. 

Howard Willens has been named 
president of Mature Marketing & 
Research, Boston. 

Ed Cohen has been named director, 
domestic radio research, at the 
Arbitron Company, New York. 

Denise Rhinehart has been named 
vice president and director of the 
Econometrics Group at Decision 
Analyst, Arlington, Texas. 

Esther Young has joined Quality 
Controlled Services, St. Louis, as 
branch manager for the company's 
Appleton, Wi s., office. Robert 
Linden has joined the firm's St. Louis 
office as an accou nt representative. 

Jim Stone has been named vice 
president of Marit z Marketing 
Research's newly-formed research 
and development department. He was 
also named president of the interna­
tional research and marketing sci-

ences departments. Catherine 
Dudmesh of Maritz/TRBI in London 
has been named g lobal director of 
mystery shopping. Amy Populorum 
has been named ass istant manager at 
the Maritz Telecommunications 
Research Group. She wil l be based in 

Chicago. Joe Retzer has joined the 
Telecommunications Research Group 
as director of marketing sciences. 

John Ball has joined Thompson 
Lightstone & Co., a Toronto research 
firm, as vice pres ident and director of 
business development. 

Marilyn Goldman has joined RI 
ConwayiMilliken Associates, a 
Chicago research firm, as seni or vice 
president. 

Flake- Wilkerson Market Insights, 
Littl e Rock, Ark ., has named Randy 
Hanson vice president and chief 
methodologist, Dawn Adams project 
director, and Kevin Ennis program­
mer. 

Lori Laflin has joined CJ Olson 
Market Research, Minneapolis, as 
director, data processing. 

Greg Moore has joined TMR Inc., 
a Parsippany, N.J., research firm, as 
vice president/general manager of the 
company's fourth interviewing facil­
ity, which is schedul ed to open this 

fall. Moore wil l join the facility man­
agement team of Michelle Adore, 
Michael Felderman, a nd Jamie 
Jurgaitis . 

David Reibstein of the Wharton 
School at the University of 
Pennsylvania has been named to a 
two-year term as the executi ve direc­
tor of the Marketing Science Institute, 
a Cambridge, Mass., non-profit center 
for research in marketing. 

Nicole Brandon has joined Eagle 
Research as qualitative manager of the 
firm's Atlanta focus group facility. 

Ariadne DeVizio has been promot­
ed to research analyst at Innovative 
Media Research, Hoboken, N.J. In 

www.quirks.com Quirk's Marketing Research Review 



additi o n, Nancy Zafft has bee n 
named research analyst and systems 
ma nage r, a nd Marlene Tammy 
Haynes has been promoted to office 
manager. 

ICR/International Communications 
Research, Medi a, Pa., has promoted 
Melissa Herrmann to vice pres ident 
of social sc ience research. 

Action Research, Bu rli ngton, Vt. , 
has pro moted Richard H. McCoy to 
director of research. 

Dale Florio has been elected to the 
boa rd of direc to rs of Opini o n 
Research Corp., Princeton, N.J . 

Julia Beaver has been named vice 
pres ident of the Competiti ve Trac king 

Beaver 

Services di vision of BA IG/oballnc., 
a Tarrytown, N.Y. , research firm . 

Sue Nielsen-McAdams has been 
na med pr es id e nt of H e rro n 

Associates, Inc., an Indi anapoli s, Ind ., 
resea rc h firm . Th e f irm a lso 
announced the fo ll owing promoti ons: 
Paul Jorgensen to vice pres ident ; 
Michelle Davis to coordin ator of 
phone and field operati ons; and Kelly 
Toles to qualitati ve manager. 

World Research , San Jose, Calif. , 
has named Peter J. Auditore vice 
pres ident of syndi cated research ser­
vices . 

Merrill Dubrow has j o in ed 
bizrate.com, Los Ange les, as manag­
er, c lient development. 

NFO Prognostics, Palo Alto, Cali f., 
has appo inted Tina Weinfurther 
executi ve vice pres ident , res ponsible 

fo r all operati ons fo r the f irm. She 
will continue to lead the firm 's con­
sulting services di vision, whi ch she 
launched las t year. 

C h esk in R esearc h , Re d woo d 
Sh o res, Ca lif. , has na med 
Christopher Ireland as it s new 
CEO. Ire land was the fo und er of 
Im ageNet, a qualitati ve and ethno­
graphi c market research firm which 
merged with Cheskin Resea rch in 
1996. Pri o r to ass umin g her new 
ro le, C hri stopher shared manage­
ment responsibiliti es with her part­
ne rs Davis Masten a nd Darrel 
Rhea. Mas ten and Rhea remain in 
their pos iti on as principals of the 
company. 

Th e S trategis Group , In c . , a 
Washington, D.C. , research and con­
sulting firm, has named Samuel H. 
Book acting president and CEO, suc­
ceedin g Andrew Roscoe , who 
resigned to pursue other opportuni ties. 

M a rke t Persp ect i ves, Inc., 

I'm losing market share. 
My customers are switching 
loyalties. How can I win 

Framingham, Mass ., has appointed 
David Kaufman vice pres ident of 
sales for custom research. 

Chris Efken has been hired as 
senior research associate at Doyle 
Research Associates, Inc., Chicago. 

Hi sp an ic & As ian M ark e ti ng 
Comm unica t ion R esearch, Inc . 
(H&AMCR), Belmont , Calif. , ha 
named James H. Owen director of 
researc h se r v ices . In addition , 
Isabelle Martineau has been named 
data produ cti on and programming 
manager for quantitati ve project , and 
Luis Vergara has joined the qualita­
ti ve research team as project manag­
er for Engli sh and Spanish language 
projects. The f irm also announced 
that Charo Aguila Mouritzen will 
moderate for H&AMCR's research 
projects in the U.S ., Mexico and Latin 
Ameri ca. 

Action Research , Burlington , Vt. , 
has promoted Richard H. McCoy to 
director of research. 
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Customer Satisfaction & Loyalty 
Group helped us turn our 

themback? \ 

~~~\ ~/ business around! 

l~~ v ~~,___, 
FIND/SVP's Customer Satisfaction Measurement 

programs provide Fortune 1 ,000 multi-nationals with an 
in-depth assessment of customer needs and loyalty. 

Call us and learn how you can align your company around 
the customer and benchmark future performance. 

You can depend on our: 
• Personalized service 
• Customized approach 
• Proprietary analytical techniques 
• Actionable results 

Customer R d'l: ~ 
Satisfaction & n SVP ~ 
Loyalty Group SVP 

Listen to the Voice of Your Customers. 

Contact: Jim Pol ito (212) 807-2712 or email him at jpolito @findsvp.com 
625 Avenue of the Americas- New York, NY 10011 • http://www.findsvp.com 

October 1999 www.quirks.com 69 



Data Use 
continued from p. 14 

aspect of ati sfaction account for purchases. Each regres­
sion coefficient measures the relative (metric) importance 
of each aspect of sati sfaction in increasing purchases, 
assuming that sati sfaction causes purchases. (Since pur­
chases may have some impact on satisfaction, we need two 
years of data to prove causality.) 

In a hypothetical example, we measure sati sfacti on with 
the performance of the SBU using the same fi ve-point scale 
as shown above. Simple regression analys is of "Timely 
Delivery" against "Purchases" generates a regression coef­
ficient of .50. All else being equal , we expect revenues to 
increase 50 percent over the same time period if the aver­
age customer convert from being "Very Dissati sfi ed" to 
being "Very Sati sfi ed" with "Timely Deli very." If sati sfac­
tion improves by one level, rather than fi ve levels, we 
expect the revenues to increase 10 percent, rather than 50 
percent. 

Some aspects of sati sfaction may be highly correlated 
with one another. For example, customers may perceive that 
"Timely Delivery" and "Product Availability" are identical. 
If both aspects of sati sfacti on have a regress ion coeffi cient 
of .50 with purchases, their combined effect on revenue 
overlaps. Thus, if customers increa e their average sati s­
fac tion with both "Timely Deli ve ry" and " Product 
Avai labi lity" by one level, we expect revenues to increase 
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I 0 percent , rather than 20 percent. 
We can prioriti ze aspects of satisfacti on by their impact 

on revenues and class ify the most important aspects as key 
dri ve rs of revenu es for the SBU. The wise co mpany 
improves important aspects in which its perfo rmance is rel­
ati vely low. The priority of each aspect for improvement 
depend upon the aspect's importance and customer di s­
sati sfacti on with the SBU's performance on the aspect. The 
relati ve priority of each aspect fo r improvement is measured 
as Importance * ( I - Perfo rmance). 

Quadrant analys is visuall y com pares the importance of 
as pects to the company's perfo rmance on each as pect. In 
simple terms, if an aspect is important and the company's 
performance on the aspect is strong, the company should 
promote thi s as pect as a comparati ve advantage. If an 
aspect is important and the company's perfo rmance is 
weak, the company should im prove thi s aspect. If an 
aspect is unimportant , the company should maintain its 
current perfo rm ance, whether its perfo rm ance on the 
aspect is strong or weak. 

3. Linking aspects of satisfaction to revenue for SBUs. 
The two prev ious examples are onl y relevant if the customer 
sati sfacti on survey collects data on the purchases of each 
respondent. If the survey does not coll ect thi s data, we can 
still link aspects of sati sfacti on to revenues if we have data 
on purchases by groups of respondents. For example, the 
company may group respondents by their locati on and 
know the revenues that are generated by each locati on over 
a certain peri od of time. Thi s approach is relevant for any 
set of SBUs such as sales regions, branches of a company, 
or franchi ses of a chain . 

The first step is to group the respondents by their SBU and 
to average the responses of the respondents in each SB U. 
As a result, our data are at the group level, rather than at the 
respondent level. For example, if the company has 50 loca­
ti ons, each with about I ,000 respondents, our sample size 
is 50 locati ons, rather than 50,000 respondents. 

The next step is to insert the revenues for each SBU in our 
data and to repeat the preceding analys is at the group level. 
In thi s approach we use average group scores, rather than 
respondent scores, as the independent vari able, and SBU 
revenues, rather than respondent purchases, as the depen­
dent variable. As before, the regress ion coeffi cient measures 
the relati ve (metri c) importance of each aspect of sati sfac­
ti on for increas ing revenues. As a result of thi s analys is, we 
can prioriti ze improvements fo r each SB U by the ex pected 
impact of each aspect on the SBU's revenues. 

We can use our data to compare SB Us in several ways. 
The quality index prov ides an overview of the SBU's per­
formance by aggregating Performance * Importance fo r 
each aspect of satisfacti on. We can benchmark the perfo r­
mance of each SBU compared to the average perfo rmance 
of the SBUs. Signifi cant di fferences between the perfo r­
mance of an SB U and average perfo rmance indicates the 
SBU 's strengths or opportunities fo r improvement. 

Figure I demonstrates how quadrant analys is can compare 
the importance of each aspect to each SBU's perfo rmance 
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(and to average performance) on the aspects. In quadrant 
analysis, the vertical axis measures the importance of var­
ious aspects of satisfaction while the horizontal axis mea­
sures SBU performance on these aspects. In thi s example, 
italic type indicates the performance of a specific SB U and 

Importance 

I Needs Impro vement 
II 

I 
31 

Figure 1: Quadrant Analysis 
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I • Locati on • Location 
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regular type indicates for average performance of all SB Us 
being evaluated. 

In this example, the most important aspects are "Quality," 
"Servi ce," and " Deli ve ry," while the SBU performs 
strongest on "Quality," "Service," and "Location." Since 
this SBU has a strong performance on the important aspects 
of "Quality" and "Service," these aspects are the SBU's 
comparative advantages. When we compare the positioning 

Have You 
Lost Your 

Direction? 

of these aspects for the SBU and the average SBU, we note 
that the SB U performs stronger on "Service" and weaker on 
"Quality" than the average SBU. The SBU has a weak per­
formance on the important a pect of "Delivery," and an even 
weaker performance than the average SBU. Thus, improv­
ing its "Delivery" would greatly improve the revenues of the 
SBUs. Since "Location" and "Price" are relatively unim­
portant aspects, improving these aspects would not sub­
stantially improve the SBU's revenues. 

4. Linking employee attitudes to revenue for SBUs 
Similarly, we can link employee attitudes to revenue if we 
have data on the attitudes of the employees working at each 
SB U and the revenues of each SBU over a certain period 
of time. Since employee attitudes may impact SBU revenue 
or SBU revenue may impact employee attitudes, we need 
two years of thi s data to prove causality. 

The first step is to average employee attitudes for each 
SBU and then insert the revenues for each SBU in our data. 
Then we link employee attitudes with SBU revenues using 
simple regression analysis . In thi s analysis, the independent 
variable is an employee attitude and the dependent variable 
is the SBU revenues. The regress ion coefficient measures 
the relative (metric) importance of each employee attitude 
on SBU revenues. As a result of thi s analysis, we can pri­
oritize improvements in employee attitudes by their expect­
ed impact on the revenues of each SBU. 

We can compare SBUs overall with the quality index 
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and compare an SBU's relative specific employee attitudes 
with benchmarking. For example, significant differences 
between the SBU's performance and average perfo rmance 
benchmark the SBU 's strength s or opportuniti es for 
improvement. As before, quadrant analysis can compare the 
importance of each aspect relati ve to each SBU's perfor-

Figure II: Marketing Staff Attitudes & Account Share 
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mance (and to average performance). 
If the data is available, we can repeat thi s analys is for 

employees in each functional specialty. One company, a 
leader in its industry, used thi s approach to link employee 
attitudes and customer sati sfaction to revenues. For exam­
ple, Figures II and III show how the attitudes of its mar-

keting staff affect and are affected by revenues and overall 
sati sfacti on. Since the results are confidential, the letters in 
the fi gures refer to spec ific employee attitudes. 

Maximize impact 
Th ese approaches meas ure the impac t of spec i fi e 

improvements on overall sati sfact ion and revenues. Any 

Figure Ill: Marketing Staff Attitudes & Client Satisfaction 
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company can use the first approach to linking research to 
revenues, while the other approaches require data on a set 
of SBUs. The cost of these approaches is minimal if a com­
pany has already coll ected the data. All approaches are 
designed to max imi ze the impact of spec ific improvements 
on company revenues. r~ 
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La Quinta 
continued from p. 17 

the minute they drove up to the prop­
erty," Gard says, "and we take them 
back through the experience. When 
you drove up, was the exterior 
appealing? Were you greeted warm­
ly? Were your reservations in order? 
Was the staff friendly and helpful? 
We put the questions right in the 
order they experienced things so that 
they can real I y reconstruct it from 
memory, because people are proba­
bly getting the survey about I 0 to 17 
days after checkout. That approach 
works very we ll for us." 

The goal is 75 completed surveys 
per location per quarter. Gard esti­
mates the return rate is about 26 per­
cent. 

In add iti on to the computer files, 
CRI produces a property-level print­
ed report, which gives managers a 
one-page snapshot of each location's 
performance and also includes more 
in-depth information on subsequent 
pages. On the first page they can see 
how their location rates overa ll , one­
year trend data, and then a li st of 
areas in which their location per­
forms at higher levels and at lower 
levels than most other La Quinta 
Inn s. CR I also developed a Guest 
Loyalty Profile which uses respons­
es to questions on intent-to-return 
and the comprehensive performance 
of the property to create a graphic 
indication of guest loyalty. 

Best practices 
The survey gives La Quinta a way 

to develop a li st of best practices by 

look ing at the properties that score 
highly and examining how their prac­
tices differ from properties that don't 
do so we ll. (It 's been effect ive 
enough to all ow La Quinta to elimi­
nate its mystery shopping program.) 
Also, the scores are incorporated into 
manager bonuses - not at a hi gh 
percentage, but enough to add a lit­
tle extra incentive to strive for excel­
lence. 

The quarterly time frame works 
we ll , but everyone in vo lved mu st 
realize that change doesn't happen 
overnight, Gard says. If a problem 
crops up, it may take one or two 
quarters to turn things around . "You 
want to have the urvey data be time­
ly so that people can act on it, but you 
understand that the process to change 
things takes time. Weekly reports 
don't make sense because you can't 
change things that quickly. For our 
business, send in g the results out 
quarterly makes good sense." 

The printed report haven't 
changed much since the surveyi ng 
began, though some adjustments 
have been made to help managers get 
more from the data. Gard says gen­
era l managers used to cal l him won­
dering why their scores had gone 
down despite their efforts to improve 
things. In many cases, they weren't 
look ing at problem resolution scores 
and act ing to improve in that area. "I 
looked at their reports, and invari ­
ab ly, they tended to look at the over­
all rating and some of the key things, 
but they weren't looking at service 
areas like problem resolution. We 
were actua ll y not producing graphs 
on the problem resolution section of 
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the surv ey and we went in a nd 
changed that so they now can see 
how they are doing in those areas. A 
lot of hotels have improved in that 
regard." 

The key drivers of sati sfac tion 
have been pared down to five or six 
areas, Gard says, but all seem to have 
equal importance. "It's the obvious 
things like the staff, room cleanli­
ness, maintenance. But the way the 
regression came out, it's not like one 
of those is more important than the 
others. They're all equally important, 
so if you let one of them go your 
score will go down. That's one of the 
concepts behind a limited- service 
hotel like La Quinta: you have to 
cover five or six bases well and it 's 
not complicated but you have to keep 
them in balance." 

No more paper? 
The desktop system has been test­

ed with general managers and region­
al managers and plans are underway 
to install eq uipment so that all man­
agers can access the data. If things go 
smoothly, perhaps one day the paper 
reports will be eliminated, Gard says. 
Will another long-standing research 
practice fall by the wayside? r~ 
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Questionnaire content 
continued from p. 19 

eel through focus groups and one-on­
one or small-group interviews. The 
remainder of this article wi II discuss the 
techniques you can use to develop an 
effective survey instrument. Whether 
you use focus groups or one-on-ones or 
some combination will depend primar­
ily on the people you need to talk to 
(where are they, who are they and so 
on). For more help choosing the appro­
priate qualitative research method, con­
tact a reliable research supplier. 

Using focus groups and one-on-ones 
and small-group interviews 

In the remainder of this discussion we 
will use the following terms: "con­
struct," "content area," and "item." A 
construct is a concept that is being used 
for scientific purposes (and we all know 
that designing surveys is a science). It 
represents an intangible idea, such as 
satisfaction or happiness. You can't see 
it per se, but you can see the implications 
of it. For example, you can't see happi­
ness but you can infer the state of some­
one's happiness by looking at them and 
notin g their behaviors. In survey 
research, the content of your survey wi II 
be designed to reflect certain constructs. 
Because constructs are usually complex, 
and often reflect more than one idea, a 
survey content area refers to a group of 
items that reflect one idea. For example, 
if we are trying to measure the satisfac­
tion of airl ine passengers, we know that 
there are many things that could affect 
their satisfaction: registration and tick­
eting, baggage handling, timeline s of 
arrival and departure, in-flight amenities 
and so on. If we want to accurately gath­
er a complete picture of these passen­
gers' satisfaction with the airline, we 

need to ask them questions about each of 
these content areas. Finally, the items 
are the individual questions for which 
you would like respondents to provide 
information. Each content area will be 
made up of several items. 

When you have chosen to conduct 
qualitati ve research to develop a survey 
instrument, one of the first decisions you 
will need to make is: Who should we 
talk with to determine the relevant con­
structs and content areas? There are five 
potential groups of respondents: cus­
tomers, employees, executives, lost cus­
tomers, and prospects or non-customers. 
Each group will provide a unique per­
spective. Customers, lost customers and 
prospects can talk about what's impor­
tant to them; employees, particularly 
those on the front lines, can provide 
information on what sati sfies or dissat­
isfies customers; and, executives will 
provide information on long-range goals 
(also, it 's nice to keep them in the loop 
to gather support for your project). It is 
critical, at the bare minimum, to talk to 
customers. 

There is a wide variety of questions 
you can ask in the focus groups, but the 
key to a successful focus group is to 
remember that it is, in essence, a group 
di scussion. The moderator is there to 
guide the flow of the conversation, but 
the real information comes from having 
participants think about the responses 
of others and comment on them. Ask 
customers what makes them happy in a 
particular situation and what makes 
them unhappy. Ask them what would 
cause them to change providers. Ask 
them what made them try you in the first 
place and if their initial perception was 
correct. Ask them about your competi ­
tors' strengths and weaknesses. Finally, 
get specific examples of positives and 
negatives and make sure they clarify 
anything ambiguous. Rather than "I had 
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to wait a long time," ask them to tell the 
story that surrounds their statement: how 
long did they have to wait, what did they 
do while waiting, how did it make them 
feel, and so on. Be sure you are captur­
ing all of these great ideas on a flip chart 
or using a tape recorder. 

Returnin g to our a irline indu stry 
example, groups cou ld be conducted 
with current customers (perhaps some 
with business travelers and some with 
pleasure travelers), with front-line 
employees including ticket agents and 
attendants, with people who prefer other 
airlines, and with executi ves. It 's gener­
all y easier for participants to focus on 
problems rather than on what has gone 
well ; however, encourage them to think 
carefull y about positive experiences. 
Speaking from personal experience, we 
recall being delayed in Denver with a 
fli ght we thought would never leave. 
The United Airlines gate agents kept the 
waiting passengers entertained with a 
group game of trivia. The first to shout 
out the correct answer got a $50 travel 
voucher. What impressed us was not the 
token reward, but rather that the airline 
considered the passengers to be their 
responsibility even before boarding the 
aircraft and showed some concern for 
our inconveniences. 

Now what? 
After conducting the focus groups, 

the real work begins. The discussions 
will need to be analyzed. To examine the 
results of the qualitative research, take a 
look at the stories you were told - think 
about cutting up transc ripts or high­
lighting them to isolate specific stories. 
For each story you hear, ask your elf, 
"What are they really saying?" For each 
unique story you hear (some may over­
lap), complete one of the following sen­
tences: 

• To delight this customer, (thi s must 
happen or this condition must be satis­
fied). 

Again refening to our airline example, 
we may have heard several stories from 
passengers about delays, cold or inedible 
food, or lost luggage and from those have 
generated specific statements such as : 

• To delight this customer, the lug­
gage must arrive with the flight and be 
delivered with in x minutes of de-plan­
lllg. 

• To delight this customer, the ticket­
ing agent must proactively offer flight 
options. 

• To delight this customer, the fli ght 
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shou ld depart on time (actuall y leave 
the ground, not just push back from the 
gate). 

• To delight this customer, the seating 
area must be clean. 

And so on. 
After you have generated your state­

ments, group simi lar ones together and 
remove any redundancies. Look at the 
groups you have put together. What is 
the theme that holds each group togeth­
er? These themes wi II become your con­
tent areas. This can be hard to do at first. 
Essentia ll y, you need to take a step back 

Most cost-effective 
In conclusion , although qualitative 

research can seem like a costly way to 
generate survey content, in the long run 
it can be the most cost-effective. Rather 
than relying on gut instinct or previous 
studies that may or may not apply to 
you r situation , you are "as king the 
experts." Through this process you are 
increasing confidence that the survey 
items you generate are good items and 
that they reflect attributes that are impor­
tant to customers . Also, this process 
should help you marshal employee and 

executive buy-in to the survey process, 
particularly if their opinions were sought 
up front. Furthermore, studies have 
shown that survey response increase 
when the items are important to the cus­
tomer. This step can help you achieve a 
higher response rate than you might 
have achieved otherwise. 

Finally, one last instruction - now 
that you have gone through all this work 
to develop your survey content, make 
sure that you make the best use of the 
information you collect and actually act 
on the findings! r~ 

fiumeachofthespecificsm~men~and ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 

determine the underlying idea behind 
them. For example, if you heard stories 
about rude flight attendants, rude ticket 
agents, rude customer service reps, and 
lack of customer service support for late 
planes, you have probably identified a 
content area of customer serv ice. Each 
of those stories talks about different 
groups of people, but they all deal with 
customer service. 

Examine your groups and your con­
tent areas. Does it seem that you have 
covered everything and, conversely, do 
some of your areas overlap? Refine 
these as necessary. The content areas 
become the sections or the survey. 
Additionally, all those statements you 
created become the core of your survey 
items. In our airline example, the fol­
lowing information was gathered. To 
delight the customer, the ticketing agent 
must: 

• be able to answer questions and pro-
vide solutions, 

• proactively offer flight options, 
• explain the carry-on requirements, 
• be cou1teous and polite; and, 
• conduct the transaction profession­

all y. 
The content area is "satisfaction with 

ticketing agent" and, using our state­
ments, the questions write themselves: 

How satisfied are you that the ticket­
ing agent you spoke with ... 

• ... was able to answer your ques­
tions? 

• ... provided solutions to your travel 
restriction problems? 

• . .. offered flight options? 
• .. . explained the carry-on require-

ments? 
• .. . was courteous and polite? 
• ... conducted the transaction pro-

fessionally? 
(Sorry, but questions about which 

scale to use are beyond the scope of this 
article.) 
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Research Industry News 
continued from p. 13 

New York, conducted four global focus 
groups on behalf of the New York 
American Marketing Association. Each 
group comprised respondents from four 
continents and the total project covered 
20 countries. Respondents entered into 
a global discussion on-line in English 
moderated by Ira Goodman. The groups 
were also taken to a Web site in real 
time to evaluate a new product and ser­
vice. The groups were conducted in the 
early morning and evening to bridge the 
world's time zones. 

The MIA/RIC Group, Irving, Texas, 
has sold its minority ownership position 
in Digital Marketing Services, Inc. 
(DMS), an on-line incentive marketing 
and research company, to America 
Online Inc. for an undisclosed cash pay­
ment and a multiple year continuing 
access agreement. DMS was founded 
in 1995 as a joint venture between The 
MIA/RIC Group and America Online. 

National Computer Systems, 
Minneapolis, has secured two contracts 
with the Veteran's Health Administration 
(VHA). The VHA's Center for Health 
Quality, Outcomes and Economic 
Research has contracted with NCS to 
survey 1.5 million veterans about their 
health status. NCS was also awarded a 
three-year contract with the VHA's 
National Customer Feedback Center to 
help implement a customer satisfac­
tion/customer feedback program. 

IntelliQuest has signed an agreement 
to merge with Millward Brown , 
Fairfield, Conn. IntelliQuest will be the 
technology practice within Millward 
Brown, which is a division of Kantar, the 
U.K.-based global research and infor­
mation group within WPP, a communi­
cations firm. 

Horsham, Pa.-based Taylor Nelson 
Sofres Intersearch (TNS Intersearch), 
the U.S. headquarters of the Taylor 
Nel so n Sofres (TNS ) group , has 
acquired Market Development, Inc., a 
San Diego, Calif. , research firm. MDI 
will operate as a TNS Intersearch 
Business under the direction of Bruce 
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Shandler, president and CEO of Taylor 
Nelson Sofres lntersearch. The current 
owners, Loretta H. Adams , Henry 
Adams and Roger Sennott, wi ll stay 
with the company. In other news, TNS 
Intersearch has also acquired QCR 
Associates, Inc. , a Modesto, Ca li f., 
medical market research firm. 

WMB & Associates, an Apopka, Fla., 
research firm, now supports advanced 
segmentation studi es using SPSS 's 
AnswerTree. AnswerTree incorporates 
several classification models to analyze 
relationships then display the results in 
decision tree formats. For more infor­
mation call William M. Bailey at 407-
889-5632. 

ACNielsen Corporation, Stamford, 
Conn., has acquired full ownership of 
Market Decisions, a joint-venture busi­
ness that provides controlled market and 
in-store testing for both new and estab­
lished consumer products in the United 
States. ACNielsen purchased 55 percent 
of Market Decisions from Cincinnati­
based Market Decisions, Inc. ACN ielsen 
had owned a 45 percent share of the 
joint venture since 1994, when it was 
formed. Richard C. Seal, chief executive 
officer of Market Decisions, wi ll con­
tinue to lead the business, which wi ll 
now be known as ACNielsen Market 
Decisions. Separately, ACNielsen Corp. 
reported diluted earnings per share of 
$0.35, an increase of29.6 percent, on net 
income of $20.9 million, which was up 
29.9 percent. Reported earn ings were 
reduced by an after-tax expense of $2. 1 
million , or $0.04 per share, for Y2K 
computer software modifications, and a 
negative, after-tax impact of$ 1.3 million 
or $0.02 per share, as a result of foreign 
currency translation. 

Chicago software maker SPSS Inc. 
announced results for the quarter ended 
June 30, 1999: net revenues of $33.3 
million and diluted earnings per share of 
$0.35. 

NFO Worldwide, Inc., Greenwich, 
Conn., has reported second-quarter and 
six-month results. Revenues for the sec­
ond quarter increased 84 percent to 
$ 119.4 million from $65 .0 million for 
the same period last year. Operating 
income increased 49 percent to $ 12.6 

million from $8.4 million a year ago. As 
a result of increased interest expense 
and a higher effective tax rate, both asso­
ciated with recent acquisitions, net 
income for the quarter increased 17 per­
cent to $5. 1 million from $4.4 million 
reported last year. Diluted earn ings per 
share increased 15 percent to $0.23 per 
share from $0.20 per share a year ago. 
The second quarter's and six month 's 
results include the results of Infratest 
Burke , which was acquired on 
November 20, 1998. For the six months 
ended June 30, 1999, revenues increased 
96 percent to 225.8 million from 
$ 11 5.2 million in the same period last 
year. Operating income increased 55 
percent to $20.7 million from 13.3 mil­
lion. Net income increased 17 percent to 
$8.0 million from $6.8 million a year 
ago, whi le diluted earnings per share 
increased by 13 percent, to $0.36 from 
$0.32. 

Socratic Technologies has moved to 
new offices at 2505 Mariposa St. , San 
Francisco, Calif., 941 10. Phone 4 15-
430-2200 or 800-576-2728. Fax 4 15-
430- 1200. 

Atkins Research Group has opened 
a new, four-suite Los Angeles focus 
group facility on the corner of Wilshire 
& Highland on Museum Row. For more 
information call Lynn Atkins at 323-
933-38 16. 

United Information Group (UIG) 
recently signed a three-year globa l 
agreement with SPSS MR. Under the 
terms of the contract, the group wi ll use 
the full range of SPSS MR software 
products. This agreement standardizes 
the use of SPSS software across UIG 
member companies worldwide. UlG is 
the market research and information 
division of United News & Media, an 
international media and information 
group operating. The division includes 
Audits & Surveys, Mediamark 
Research, Market Measures and NOP. 
Separately, UIG has acquired Strategic 
Marketing Corporation (SMC), a BaJa 
Cynwyd, Pa. , market research company, 
for $18 million. 

Chicago-based SPSS MR, the market 
research operating unit of SPSS Inc. , 
recently signed a contract with Dallas-
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based M/ A!R/C Research, Inc. The 
agreement expands the range of SPSS 
MR software used by MJNR/C in its sur­
vey design, data collection and analysis. 

T h e NPD G r oup , Inc. , Port 
Washington, N.Y., and GfK AG, previ­
ous ly partners in INTELECT ASW, 
have acquired INTELECT ASW com­
pany shares formerly held by Audits & 
Surveys Worldwide, Inc. (ASW). With 
the transaction, NPD and GfK become 
sole partners in the venture, which has 
been renamed NPD INTELECT. NPD 
INTELECT is a leading market tracking 
service that provides sell-through infor­
mation and analysis for the consumer 
electronics, information technology and 
appliance industries. 

Tota l R esearch Corporation, 
Princeton, N.J., has announced the intro­
duction of Total e-Survey, a new prod­
uct which combines the firm's market 
research technologies and international 
expertise with web survey capability. 
The on-line surveys will be offered as 
part of Total Research's complete, inte­
grated data collecting and analysis pro­
grams. Total e-Survey, to be located at 
Total Research's web site, www.total­
res.com, wi II include strategically 
designed surveys on topics of current 
interest as well as client-specific pro­
grams. Participating clients in a broad 
range of industries from life sciences to 
telecommunications will be able to pri­

and content providers to measure and 
capture consumer preferences, attitudes 
and perceptions in the broadband envi­
ronment. 

O pinion Research Corporation , 
Princeton , N.J. , reported that revenues 
and operating income for the second 
quarter and for the first half of the year 
set new records and net income and 
earnings per share showed significant 
increases. Net income for the second 
quarter of 1999 was $595,000, an 
increase of 29 percent compared to 
$462,000 a year ago, excluding extraor­
dinary seco nd quarter charges of 
$90,000 in 1999 and $ 150,000 in 1998 
in connection with debt refinancings. 
Fully diluted 1999 second quarter earn­
ings per share were $0.14, an increase of 
40 percent compared to $0.10 in the sec­
ond quarter of 1998, excluding the extra­
ordinary charges. Net income for the 
first half of 1999 was $1,147,000, an 
increase of 29 percent compared to 
$887,000 a year ago, excluding extraor­
dinary second quarter debt refinancing 
charges. Fully diluted earnings per share 
for the first half were $.27, an increase 
of 35 percent compared to $.20 in the 
first half of 1998, excluding the extra­
ordinary charges. 

Laurel , Md.-ba sed iA tl as 
Corporation, developer of filtering 
technology for Internet searching, has 
partnered with New York-based USA-

DATA.com to deliver Web-based busi­
ness research analysis to organizations 
by incorporating iAtlas' patent-pending 
InfoLens Research technology on the 
USADATA.com Web site (www.usada­
ta.com). The InfoLens will allow USA­
DATA.com visitors to conduct focused 
Web-based business research via the 
Internet, based on business demograph­
ics, geographic location, and/or industry­
specific categories. Under the terms of 
this agreement, USADATA.com is also 
licensed to resell iAtlas' Infolens market 
research tools. 

Publications Resource Group, Inc. 
(PRG), North Adams, Mass., has added 
several research firms to its list of part­
ners. Richard K. Miller & Associates, 
Inc., Education Market Research, Food 
Technology Intelligence, Inc., 
Leatherhead Food Researc h 
Association, Strategy Researc h 
Corporation and Takeda Pacific, Inc. 
have signed up to allow PRG, Inc. to sell 
their market research reports and 
news letters through the 
www.prgguide.com Web site. 

DoubleClick Inc., an Internet adver­
tising firm, has announced a partnership 
with Millward Brown Interactive, a San 
Francisco research firm, under which 
DoubleClick will use Millward Brown 
Interactive's Audience Audit surveying 
product on its Select Network sites. 

vately access a variety of real-time ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 

reports on-line, including aggregated 
data and summary reports. 

Spille r Resea r ch Group , St. 
Petersburg. Fla., has launched a new 
division, Spiller Advanced Research, 
which will specialize in the health care 
industry. 

The board of directors of T he 
M/A!RIC Group, Dallas, declared a 
regular quarterly cash dividend of 
$0.075 per share. 

On2.com Inc., a New York develop­
er of a network of Web channels for 
broadband-enabled consumers has part­
nered with Burke ICE, the information, 
communications and entertainment divi­
sion of Cincinnati-based Burke, Inc. to 
conduct high-bandwidth market 
research, enabling on-line advertisers 

FOCUS GROUPS/ 
CLEVELAND SURVEY CENTER 

Over 35 Years Experience 
Three Large Suites plus Multi-Purpose Room 

Mock Juries, Moderator-Reports 
Product Placement, Taste Tests 
Pre-Recruits, Videoconferencing 

Excellent Recruiting 
We are the only centrally located facility serving all 

parts of greater Cleveland/ Akron & vicinity 

Just 15 min. from downtown & Hopkins Airport 
Call: 800-950-9010 or 216-901-8075 
Fax: 216-901-8085 or 216-642-8876 
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Advanced Insights 
1118 Pendleton St. 
Cincinnati , OH 45202 
Ph. 513-381-1450 
Fax 513-381-1455 
E-mail: mickey.mcrae@mci2000 .com 
Contact: Catherine "Mickey" McRae 
A Full-Service, Multi-Cultural Research 
Company 

Alexander+ Parker 
30 Almaden Ct. 
San Francisco, CA 94118 
Ph . 415-751-0613 
Fax 415-751-3620 
E-mail : alexpark@compuserve.com 
www.alexpark.com 
Contact: Sherry Parker 
Full-Service Qualitative. Most Industries. 

t 
Jeff 

Anderson 
Consult ing 

Jeff Anderson Consulting , Inc . 
1545 Hotel CircleS., Ste. 275 
San Diego, CA 92108 
Ph . 619-682-7272 
Fax 619-682-7277 
E-mail : JAMRC@aol.com 
Contact: Jeff Anderson, CPCM, MBA 
"Blending Art With Science. " Member 
QRCA/AMA. 

AnswerSearch, Inc. 
8745 Belter Dr. 
Orlando, FL 32817 
Ph. 407-677-5939 
Fax 407-677-4991 
E-mail: answrsrch@aol.com 
Contact: Catherine Giordano 
Full-Service Qual. & Quant. 
Consumer/Business-to-Business. 

HI SPA IC&A S IAN 

M ARKEnNG COMM UN ICA liON 

R ES EAR II , I N . 

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: AsianDiv@hamcr.com 
www.hamcr.com 
Contact: Sandra M.J. Wong, Ph.D. 
Quai./Quant. Full-Service Research In 
U.S. & Asia. Cantonese, Mandarin, 
Japanese, Korean, Vietnamese, Tagalog. 

AutoPacific , Inc . 
2991 Dow Ave. 
Tustin, CA 92780 
Ph. 714-838-4234 
Fax 714-838-4260 
E-mail : karxprt1 @ix.netcom.com 
www.autopacific.com 
Contact: George Peterson 
Auto Marketing & Product Experts. 
1,300 Groups Moderate & Recruit. 
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BAIGiobal Inc. 
580 White Plains Rd . 
Tarrytown , NY 10591 
Ph . 914-332-5300 
Fax 914-631-8300 
E-mail: kpermut@baiglobal.com 
Contact: Kate Permut 
Maximize The Power Of Your Qualitative 
And Get The Clear, Concise Results You 
Need For Real Business Decision-Making. 

Balaban Market Research Consulting 
3133 E. Calaveras Dr. 
Phoenix, AZ 85028 
Ph. 602-765-2172 
Fax 602-765-1873 
E-mail : ReprtWrite@aol.com 
Contact: Caryn Balaban, MPH. 
Health, Medical & Pharmaceutical. 
Products. Services. Positioning. Advtg. 
Superb Moderating. Exc. Reporting. 

Behavior Research Center, Inc. 
1101 N. First St. 
P.O . Box 13178 
Phoenix, AZ 85002-3178 
Ph. 602-258-4554 
Fax 602-252-2729 
E-mail : brc@primenet.com 
Contact: Earl de Berge 
Contact. Luis N. Ortiz 
Bilingual; U.S./Latin Amer. ; 35+ Yrs . 
Exp.; All Subjects. 

Burr Research/Reinvention Prevention 
4760 Fremont Ave. 
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. 

RESEAR C H 

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 
www.cr-research.com 
Contact: Megan Burdick 
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: waltkendall@home.com 
www.focusgroupguru.com 
Contact.· Walt Kendall 
Finest In Focus Grp. Prep., Mod. & 
Analysis. Call To Discover The Difference. 

Cambridge Research , Inc . 
3521 W. 24th SL 
Minneapolis, MN 55416 
Ph . 612-525-2011 
E-mail: CamReslnc@aol.com 
Contact: Dale Longfellow 
High Tech. Executives. Bus.- To­
Bus , Ag., Specifying Engineers. 

CAMPOS 
MARKET RESEARCH . INC 

Campos Market Research , Inc. 
216 Blvd . of the Allies 
Pittsburgh, PA 15222 
Ph. 412-471-8484 
Fax 412-471-8497 
E-mail: campos@campos .com 
Contact: R. Yvonne Campos 
Full-Service Market Research Firm 
Offering Proven Expertise In Customized 
Qualitative and Quantitative Research 
Design and Analysis. 

Catalyst Research Network 
P.O. Box 19599 
Seattle, WA 98109 
Ph . 800-918-9301 
Fax 206-281-8297 
E-mail: info@crni .com 
www.crni.com 
Contact: Evan Riley 
Internet Survey & Interactive Voice 
Response/IVR Systems. 

Chalfont Healthcare Research, Inc. 
4275 County Line Rd ., #112 
Chalfont, PA 18914-2212 
Ph . 215-412-2388 
Fax 215-855-9993 
E-mail: laura@chalfontheal th .com 
www.cha lfonthealth.com 
Contact: Laura Swart 
Full Service, Healthcare Specialization. 
Experience, References. Details at 
www. chalfonthealth. com. 

Chamberlain Research Consultants, Inc . 
4801 Forest Run Rd . 
Madison, WI 53704 
Ph . 608-246-3010 
Fax 608-246-3019 
E-mail : crc@crcwis.com 
www.crcwis.com 
Contact: Sharon R. Chamberlain 
Full-Service. Have Moderated 
Thousands of Groups. 
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MARKETING INFORMATION FOR THE 21ST CENTURY BUSINES~ 

Com mon Knowledge Research Svcs. 
16200 Dallas Pkwy., Ste. 140 
Dallas, TX 75248 
Ph. 800-710-9147 ext. 102 
Fax 972-732-1447 
E-mail : SRLavine@sprintmail .com 
www.commonknowledge .com 
Contact: Steven R. Lavine. President 
Affordable. Flexible & Fast' 20 Yrs. 
Experience. Groups, Depth, Virtual­
Online. Nationwide. References. 

Consumer Op inion Services 
12825-1 st Ave . Sou th 
Seattle. WA 98168 
Pll . 206-241-6050 
Fax 206-241-5213 
E-mail: cos-info@cosvc.com 
www.cosvc.com 
Contact. Jerry Carter 
Consumer. Business Groups and 
One-On-Ones. 

Cornerstone Research & Marketing , Inc . 
1965 Sheridan Dr., Ste . 8A 
Buffalo, NY 14223 
Ph . 716-871-9123 
Fax 716-447-1006 
E-ma il : GJR@pce. net 
Contact: Rhonda Ried 
Finest Conversation Skills - Unrivaled 
Group Control. 
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Creative Focus, Inc . 
209 The South Chace 
Atlanta , GA 30328 
Ph . 404-256-7000 
Fax 404-231-9989 
E-mail : vardis@mindspring.com 
www.creativefocus.net 
Contact: Harry Vardis 
Business-to-Business, High Tech, 
Executives, Focus Groups, Brand 
Differentiation Sessions, Name 
Development. 

Cunni ngham Research Associates 
500 Ashwood Lane 
Fairview, TX 75069 
Ph . 972-596-4072 
Fax 972-529-1285 
E-mail : markc@craresearch .com 
www.cra research.com 
Contact.· Mark W Cunningham 
Qual. & Quant. Rsch , Consumer, Advg .. 
Bus/ Bus., Hi- Tech. 
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Moderator MarketPlace TM 
Daniel Associates 
49 Hill Rd. , Ste. 4 
Belmont, MA 02478 
Ph. 617-484-6225 
Fax 800-243-3493 
E-mail : sdanie l@earth link.net 
http :/ /home .earth I ink. net/ - sdaniel/ 
Contact: Stephen Daniel 
FOCUS/IT Understanding Technology 
Buying Processes. 

Data & Management Counsel, Inc . 
P.O. Box 1609 I 135 Commons Ct. 
Chadds Ford , PA 19317 
Ph . 610-459-4700 
Fax 610-459-4825 
E-mail: info@DMChome.com 
www.DMChome.com 
Contact. Bill lift-Levine 
Extensive Experience In Domestic & 
International Qualitative Researcl1. 

Decision Analyst , Inc. 
604 Ave. H East 
Arl ington , TX 76011 -3100 
Ph . 817-640-6166 
Fax 817-640-6567 
E-mail : jthomas@decisionanalyst.com 
www.decisionanalyst.com 
Contact: Jerry W Thomas 
Depth Motivation Research. National 
Firm. 

Decision Drivers 
197 Macy Rd . 
Briarcliff , NY 10510-1017 
Ph . 914-923-0266 
Fax 914-923-3699 
Contact: Sharon Driver 
Actionable Results To Drive Your Market 
Decisions. 

Directions Data Research 
1111 Northshore Dr , Ste. 41 ON 
Knoxville , TN 37919-4046 
Ph . 423-588-9280 
Fax 423-584-5960 
E-mail : rbryant@directionsdata.com 
Contact: Rebecca Bryant 
Advanced RIVA- Trained 
Moderator/Focus Facility/Phonebank. 

Dolobowsky Qual ita tive Services, Inc. 
94 Linco ln St. 
Waltham, MA 02451 
Ph . 781-647-0872 
Fax 781-647-0264 
E-mail : reva@doloqual.com 
www.doloqual.com 
Contact: Reva Dolobowsky 
Experts In Ideation & Focus 
Groups. For 20+ Years. 

D/R/S HealthCare Consultants 
121 Greenwich Rd ., Ste. 209 
Charlotte , NC 28211 
Ph . 704-362-5211 
Fax 704-362-5216 
E-mail : drsimon@mindspring.com 
www.d rmsimon.com 
Contact: Dr. Murray Simon 
Specialists in Research with Providers & 
Patients. 
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Elrick & Lav idge 
1990 Lakes ide Parkway 
Tucker, GA 30084 
Ph . 770-621-7600 
Fax 770-621-7666 
E-mail : skimbro@elavidge.com 
www.elavidge .com 
Contact: Susan Kimbro 
Full-Service Qualitative. Four Full-Time 
Moderators. 

Ergo Research Group, Inc. 
83 East Ave ., Ste. 208 
Norwalk , CT 06851 
Pl1. 203-838-0500 
Fax 203-853-0369 
E-mail : peter@ergoresearchgroup.net 
www.ergoresearchgroup.net 
Contact. Peter Mitchell 
Years of Experience: Quick Response & 
Turnaround. 

Erlich Transcultural Consultants 
21241 Ventura Blvd., Ste. 193 
Woodland Hills, CA 91364 
Ph . 818-226-1333 
Fax 818-226-1338 
E-mail: Etce thnic@aol.com 
www.etctranscultural.com 
Contact: Andrew Erlich, Ph.D. 
Full Svc. Latino. Asian. African-Amer. , 
Amer. Indian Mktg. Rsch. 

Essman/Resea rch 
100 E. Grand , Ste. 340 
Des Moines, lA 50309- 1800 
Ph . 515-282-7145 
Fax 515-282-4535 
E-mail : mail@eassoc com 
www.eassoc.com 
Contact: Deborah Stearns, Rsch. Dir. 
Fu/1-Svc. Qual. & Quant. Rsch./New 
Facilities/Moderators 
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Fader & Assoc iates 
372 Central Park W. , Ste. 7N 
New York, NY 1 0025 
Ph . 212-749-3986 
Fax 212-749-4087 
Contact: Linda Hu 
Exp. In Broad Range of Categories, New 
Products. Repositioning, Concept Dev., 
Creative Diag. 

The Farnsworth Group 
2601 Fortune Circle E. , Ste. 200 
Indianapolis , IN 46241 
Ph. 317-241-5600 
Fax317-227-3010 
E-mail: Farns@indy.net 
Contact: Debra Hartman 
Advancing Marketing Concepts Through 
Research. 

Find ings International Corporation 
9100 Coral Way, Ste. 6 
Miami , FL 33165 
Ph . 305-225-6517 
Fax 305-225-6522 
E-mail : findings@interfindings.com 
Contact: Marta Be/hart 
Contact. Felisa Esquivel 
Hispanic Specialists. Focus Groups, 
One-on-Ones. 
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First Market Research Corp. 
656 Beacon St. , 6th floor 
Boston , MA 02215 
Ph . 800-FIRST-11 (347-7811) 
Fax 617-267-9080 
E-mai l: jmr1 O@ziplink.net 
www.firstmarket.com 
Contact: Jack M. Reynolds 
Hospitals, Physicians, Bio-Tech. 
Advertising, Retail Chains. 

t-.. First 
w 'Market 
= I Research 

First Market Research Corp . 
2301 Hancock Drive 
Au stin , TX 78756 
Ph . 800-FIRST-TX (347-7889) 
Fax 512-451-5700 
E-mai l: jheiman@firstmarket.com 
www.firstmarket.com 
Contact: James R. Heiman 
High Tech, Publishing, 
Bus.-To -Bus., Telecommunications. 

Linda Fitzpatrick Research Svcs. Corp. 
102 Foxwood Rd . 
West Nyack, NY 1 0994 
Ph. 914-353-4470 
Fax 914-353-4471 
E-mail: info@fitzpatrickmarketing.com 
www.fitzpatrickmarketing.com 
Contact: Linda Fitzpatrick 
Since 1985, Expert In Marketing/Group 
Dynamics. 

FOCUStPLUS 
Focus Plus , Inc. 
79 5th Avenue 
New York , NY 1 0003 
Ph . 212-675-0142 
Fax 212-645-3171 
E-mai l: focusplus@msn.com 
Contact: John Markham 
Impeccable Cons. & B-B 
Recruits/Beautiful New Facility. 

GraffWorks Marketing Research 
10178 Phaeton Dr. 
Eden Prairie, MN 55347 
Ph . 612-829-4640 
Fax 612-829-4645 
E-mail: cgraff@graffworks.com 
www.graffworks.com 
Contact: Carol Graff 
"Carol Is Able To Get The Toughest 
Focus Group Participants To Share Their 
Thoughts ... An Extraordinary 
Facilitator!" 

Pat Henry Market Research , Inc. 
Towe r City Center 
230 Huron Rd . N.W. , Ste. 100.43 
Cleveland , OH 44113 
Ph . 800-229-5260 
Fax 216-621-8455 
E-mail : sstone@pathenry.com 
Contact: Susan Stone 
Luxurious Facility. Expert Recruiting. 
Central Location. 

HI SI'A IC&ASIAN 

M ARKETING COMMUN ICATION 

R ESh\H C /1 , I " C. 

Hispanic Marketing Communications 
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 
www.hamcr.com 
Contact: Felipe Korzenny, Ph.D. 
Ouai./Ouant. Fu/1-svc. Research In Spanish 
& Portuguese. Focus Groups, In-Depth 
Interviews In U.S. & Latin America. 

Hispanic Research Inc. 
45 Ireland Ave . 
Edison , NJ 08837 
Ph. 732-661-9298 
Fax 732-661-1699 
E-mai l: info@hispanic-research.com 
www. hispanic-research .com 
Contact: Ricardo A. Lopez 
Consulting Firm That Specializes In The 
U.S. Hispanic Market. 

Horowitz Associates , Inc. 
1971 Palmer Avenue 
Larchmont, NY 10538 
Ph . 914-834-5999 
Fax 914-834-5998 
E-mail : horoassoc@aol.com 
www.horowitzassociates.com 
Contact: Howard Horowitz 
CableNideo Marketing-Programming­
Telecommunications-Internet. 

I+G Medical Research International 
33 College Hill Rd ., Bldg. 1 DC 
Warwick, Rl 02886 
Ph. 401-823-4900 
Fax 401-823-4903 
E-mail : info@igmedresearch.com 
www.igmedresearch .com 
Contact: Monique Rinner 
New Product Development, Health Care, 
ORCA Member. 

insight europe gmbh 
Turmstr. 5 
60385 Frankfurt 
Germany 
Ph . +49-69-956366-0 
Fax +49-69-956366-11 
E-mail: eva@insighteurope.de 
www. i nsig hteu rope. de 
Contact: Eva Caspary 
International Full-Service Institute, 
European Coordination, In-House 
German and French Moderators. 

Irvine Consulting , Inc. 
2207 Lakeside Drive 
Bannockburn, IL 60015 
Ph . 84 7-615-0040 
Fax 847-615-0192 
E-mail : IRVES224@msn.com 
www. irvineconsulting.2e.com 
Contact: Ronald J. Irvine 
Pharm/Med.· Custom Global Ouan./Oual. 
Res. & Facility. 
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JRH Marketing Services, Inc. 
29-27 41st Ave. (Penthouse) 
New York, NY 11 1 01 
Ph. 718-786-9640 
Fax 718-786-9642 
E-mail: 72114.1500@compuserve.com 
Contact: J. Robert Harris II 
Founded 1975. Check Out The Rest But 
Use The Best! 

JUST THE FACTS: •• 
YOU R I NFOHMATIO SOUHC£ :::• ... 

Just The Facts, Inc. •::. 
P.O. Box 365 
Mt. Prospect, IL 60056 
Ph. 847-506-0033 
Fax 847-506-0018 
E-mail : facts2@interaccess.com 
www.just-the-facts.com 
Contact: Bruce Tincknell 
Highly Skilled; Well Organized; 
Maintains Control, While Enabling 
Creative Flow; Strategic Moderating; 
Actionable Results; 25 Yrs. Experience. 

Kiyomura-lshimoto Associates 
130 Bush St. , 1Oth fl. 
San Francisco, CA 941 04-3826 
Ph. 415-984-5880 
Fax 415-984-5888 
E-mail: norm@kiassociates.com 
www.hiassociates.com 
Contact: Norman P. lshimoto 
RIVA-Certified; Full-Service Q&Q 
Research Firm. 

Knowledge Systems & Research, Inc. 
500 South Salina St. , Ste. 900 
Syracuse, NY 13202 
Ph. 315-470-1350 
Fax 315-471-0115 
E-mail : HQ@krsinc.com 
www.krsinc.com 
Contact: Lynne Van Oyke 
Fuii-Svce. All Expertise In-House. 
Strategic Foe. Bus. to Bus. Alllnds. 

Langer Associates , Inc. 
19 W. 44th St., Ste. 1600 
New York, NY 10036 
Ph . 212-391-0350 
Fax 212-391-0357 
E-mail : Research@Langerassc.com 
www.Langerassc.com 
Contact: Judith Langer, President 
Qualitative Research On 
Marketing/Lifestyle Studies. 

leflein Associates , Inc. 
One Bridge Plaza 
Ft. Lee, NJ 07024 
Ph . 201-363-1661 
Fax 201-363-1663 
E-mail : bleflein@leflein.com 
www.leflein.com 
Contact: Barbara Leflein 
Latest Techniques. Consumers, 
Business-to-Business, Doctors. 

lewis Consulting Inc. 
2016 Cameron St. 
Raleigh, NC 27605 
Ph . 919-835-2044 
Fax 919-835-2257 
E-mail : jamesdlewis@mindspring.com 
Contact: Jim Lewis 
20+ Years Experience Across Many 
Markets. 

80 

low+ Associates, Inc. 
5454 Wisconsin Ave ., Ste. 1400 
Chevy Chase, MD 20815 
Ph . 301-951-9200 
Fax 301-986-1641 
E-mail : research@lowassociates.com 
www.lowassociates.com 
Contact: Nan Russell 
Health/Fin./Cust. Sat. Upscale FG 
Facility. Recruit from MO, OC, N. VA. 

Market Access Partners 
25107 Genesee Trail Rd. , Ste. 300 
Golden , CO 80401 
Ph . 303-526-1900 
Fax 303-526-7920 
E-mail : marygpatton@juno.com 
Contact: Mary G. Patton 
Research For Medical/Surgical and 
Pharmaceutical Products. 

Market Navigation , Inc. 
Teleconference Network Div. 
2 Prel Plaza 
Orangeburg , NY 10962 
Ph. 914-365-0123 
Fax 914-365-0122 
E-mail: eve@mnav.com 
E-mail: GRS@mnav.com 
www.mnav.com 
Contact: Eve Zukergood 
Contact: George Silverman 
Med., Bus. -to-Bus., Hi-Tech, lndust. , 
Ideation, New Prod., Tel. Groups. 

Marketing Advantage Rsch. Cnslts ., Inc. 
2349 N. Lafayette St. 
Arlington Heights, IL 60004 
Ph. 847-670-9602 or 800-935-4220 
Fax 847-670-9629 
E-mail : mjrichards@aol.com 
Contact: Marilyn Richards 
New Product OevelopmenVHi­
Tech/Multimedia/Telecomm. 

Marketing Matrix, Inc. 
2566 Overland Ave ., Ste. 716 
Los Angeles, CA 90064 
Ph. 310-842-831 0 
Fax 310-842-7212 
E-mail : mmatrix@primenet.com 
Contact: Marcia Selz 
Foe. Grps., In-Depth lntvs. & Surveys For 
Financial Svce. Companies. 

MarkatRasponsal m !8; If:! •• 
MarketResponse International 
6442 City West Pkwy., #305 
Minneapolis, MN 55344 
Ph . 612-943-2230 
Fax 612-943-2320 
E-mail: decide@marketresponse.com 
www.marketresponse.com 
Contact: Tom Pearson 
Dynamic Groups & Powerful Reports That 
Clients Love! ORCA Member. 

Mature 
Marketi11g & Researcb 

Mature Marketing and Research 
85 E. India Row, Ste. 30A 
Boston, MA 0211 0 
Ph. 617-720-4158 
Fax 617-723-1254 
E-mail : MMRHarris@aol.com 
www.maturemarketing .com 
Contact: Howard Willens 
Providing Insightful Information on the 
Attitudes & Motivations of Today's Mature 
Market. See Web Site. 

MCC Qualitative Consulting 
100 Plaza Dr. 
Secaucus, NJ 07094 
Ph. 201-865-4900 or 800-998-4777 
Fax 201-865-0408 
E-mail: meadowcc@aol.com 
Contact: Andrea Schrager 
Insightful, Innovative, lmpactful, Action­
Oriented Team Approach. 

Meczka Marketing/Rsch./Cnsltg ., Inc. 
5757 W. Century Blvd ., Lobby Level 
Los Angeles, CA 90045 
Ph . 310-670-4824 
Fax 310-410-0780 
E-mail : adiaz@mmrcinc.com 
Contact: Anthony Oiaz 
Quaf./Quant. Rsch. 25 Yrs. Exp. Recruit 
& Facility. 

MedProbe™ Inc. 
600 S. Hwy. 169, Ste. 1410 
Minneapolis, MN 55426-1218 
Ph . 612-540-0718 
Fax 612-540-0721 
E-mail : MedPr@aol.com 
Contact: Asta Gersovitz, Pharm.D. 
MedProbe™ Provides Full Qualitative & 
Advanced Quantitative Market Research 
Including SHARECASTsM & 
SHAREMAP.sM. 

~1chelson 
\.3\~ociates, Inc. 
Strateg ic Mark ting Research 

Michelson & Associates , Inc. 
1900 The Exchange , Ste. 360 
Atlanta, GA 30339 
Ph. 770-955-5400 
Fax 770-955-5040 
E-mail : mark@michelson.com 
www.michelson .com/research 
Contact: Mark L. Michelson 
Much More Than Moderation 
Nat'!. Fuii-Svc. Quaf./Quant. 

Francesca Moscatelli 
506 Ft. Washington Ave , 3C 
New York, NY 1 0033 
Ph . 212-740-2754 
Fax 212-923-7949 
E-mail : francesca@bigplanet.com 
http://dwp.bigplanet.com/qualitative 
Contact: Francesca Moscatelli 
Latino Bi-Lingual/Bi-Cultural Groups, 
ORCA Member. 

www.quirks.com 

Q MULTICULTURAL 

R ESEARCH CENTER 
ADivit ionofHftAMCR,I.nc.. 

Multicultural Research CentersM 
A Div. of H&AMCR, Inc. 
1540 E. First St. , Ste. 200 
Santa Ana, CA 92701 
Ph. 714-560-1120 
Fax 714-560-1121 
E-mail : ResearchCenter@hamcr.com 
www.hamcr.com 
Contact: Ricardo Flores 
Quaf./Quant. Rsch. in Spanish, 
Portuguese, Asian Languages; Field 
Rsch. and Data Collection Svcs.; Focus 
Groups, CAT!. 

Northwest Research Group , Inc . 
400 108th Ave. , N.E. , Ste. 200 
Bellevue , WA 98004 
Ph. 425-635-7481 
Fax 425-635-7482 
E-mail : ethertn@nwrg.com 
www.nwrg .com 
Contact: Jeff Etherton 
Facilities, Moderating, Full-Service 
Market Research. 

Opi nions Unlimited , Inc. 
Three Riverway, Ste. 250 
Houston, TX 77056 
Ph . 713-888-0202 
Fax 713-960-1160 
E-mail : amartin@opinionsunlimited.com 
www.opinionsunlimited .com 
Contact: Anndel Martin 
Contact: Richard Fazio 
Contact: Karin Plate 
Qual. & Quant. Strategic Thinkers; Bus., 
Hi- Tech, Med. , Cons. 

Outsmart Marketing 
2840 Xenwood Ave. 
Minneapolis, MN 55416 
Ph . 612-924-0053 
Contact: Paul Tuchman 
Full-Service Nationwide Research. 

Percepti on Research Services , Inc. 
One Executive Dr. 
Ft. Lee, NJ 07024 
Ph . 201-346-1600 
Fax 201-346-1616 
E-mail: jschurtz@prsresearch.com 
www.prsresearch .com 
Contact: Joe Schurtz 
Expertise In Packaging, Merchandising, 
Advertising, Corporate Identity, Direct 
Marketing And Internet Marketing. 

Performance Research 
25 Mill St. 
Newport, Rl 02840 
Ph. 401-848-0111 
Fax 401-848-0110 
E-mail: focus@perlorrnanceresearch. com 
www.performanceresearch .com 
Contact: William Doyle 
Corporate Sponsorship Of Major Sports 
And Special Events. 
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Primary Insights, Inc. 
801 Warrenville Rd ., Ste. 185 
Lisle, IL 60532 
Ph. 630-963-8700 
Fax 630-963-8756 
E-mail : deb@primary-insights.com 
Contact: Deb Parkerson 
Sensitive Topics. Ideation. In-Depth 
Analysis. Action-Oriented 
Recommendations. 

R E s E A R €0NNECTIONS~ 

Research Connections, Inc. 
414 Central Ave. 
Westfield , NJ 07090 
Ph. 908-232-2723 
Fax 908-654-9364 
E-mail: ayoffie@researchconnections.com 
www. researchconnections.com 
Contact: Amy J. Yoffie, President 
Online Focus Groups. Nat'/.1/nt'/. Recruit 
By Web Intercept, Phone, Email, Internet 
Panel. Test Web Sites, Ads, Products, 
Concepts. E-Commerce Studies. 

The Research Department 
220 E. 73rd St. , Ste. 7-D 
New York, NY 10021 
Ph . 212-717-6087 
Fax 212-717-6382 
E-mail : alexabsmith@earth link.net 
Contact: Al exa Smith 
Experienced Specialist in Fuii-Svc . Qual. 
Rsch . - Focus Grps., lndiv. Depth 
Interviews, Mini Grps. Skil led High 
Quality Moderating . Over 25 Yrs. Exp. 

Jay L. Roth & Associates, Inc . 

Jay L. Roth & Associates, Inc. 
27 First St. 
Syosset, NY 11 791-2504 
Ph . 516-921-3311 
Fax 516-921-3861 
E-maii :JayLRothAssoc@compuserve.com 
Contact: Jay L. Roth 
Expert Moderator & Marketer Delivers 
on Promises! More Than 20 Years 
Experience! Great Groups, Insights & 
Reports! 

Rothenberg Consulting Group 
524 Sandpiper Circle 
Nashville, TN 37221 
Ph . 615-309-0701 
Fax 615-309-0702 
E-mail : rothenber-group@home.com 
Contact: Joyce Rothenberg 
Specializing In Service Businesses With 
13 Years Experience In Restaurants And 
Hospitality. 

S cHNELLER ­

~ ualitative 
-"'-

Schneller- Qualitative 
300 Bleecker St. , 3rd fl. 
New York, NY 1 0014 
Ph . 212-675-1631 
Contact: Paul Schneller 
Full Array: Ads/Pkg Gds/Rx/B-to-B/ 
Consumer (14+ Years). 
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Schwartz Consulting Partners 
5027 W. Laurel St. 
Tampa, FL 33607 
Ph . 813-207-0332 
Fax 813-207-0717 
E-mail : rod@schwartzresearch.com 
www.schwartzresearch .com 
Contact: Rodney Kayton 
Qualitative Rsch./Consult. 
Restaurant/Food/Bev.Nideo Cont. 

Sll: Worldwide Marketing Services 
7601 N. Federal Hwy. , Ste. 205-B 
Boca Raton, FL 33487 
Ph . 561-997-7270 
Fax 561-997-5844 
E-mail: si l@siltd com 
www.si ltd .com 
Contact: Timm Sweeney 
Qualitative Specialists Since 1983. 
Business-to-Business & International. 

James Spanier Associates 
120 East 75th St. 
New York, NY 10021 
Ph . 212-472-3766 
E-mail : spanier.research@worldnet.att.net 
Contact: Julie Horner 
Focus Groups And One-On-Ones In 
Broad Range Of Categories. 

Stellar Strategic Services 
1475 Westwood Dr. 
Norton Shores, Ml 49441-5882 
Ph . 616-799-0084 
Fax 616-799-1 079 
E-mai l: cdstellar@aol.com 
Contact: Cheryl A. Dalisay 
Consumer Packaged Goods, Retail, 
Advertising. Near Grand Rapids. 

Strategic Focus, Inc. 
6456 N. Magnolia Ave. 
Chicago, IL 60626 
Ph. 773-973-7573 
Fax 773-973-0378 
E-mail : DonaJ@ao l.com 
Contact: Dona Vitale 
Brand & Organizational Development 
Strategy, Target Audience Analysis, 
Message Communication Research. 

Strategy Research Corporation 
100 N.W. 37 Avenue 
Miami , FL 33125 
Ph. 305-649-5400 
Fax 305-643-5584 
E-mail: bpadilla@marketfacts.com 
www.strategyresearch.com 
Contact: Be/kist Padilla, VP 
Contact: Vivian Hernandez 
Contact: Gloria Contefis 
Multi-Country/Multi-Market Foe. Grp. 
Rsch. U.S./Latin Amer./Caribbean. 
Native Brazilian Moderator. 

Sunbelt Research Associates , Inc. 
1001 N. U.S. One, Ste. 310 
Jupiter, FL 33477 
Ph. 561-744-5662 
E-mail : su nbeltRA@aol.com 
Contact: Barbara L. Allan 
20+ Years Exp. ; Business & Consumer 
Studies; Nat'/. & lnt'l. Exp. 
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)Super Datos 

SuperDatos de Mexico 
A Subsidiary of H&AMCR, Inc. 
Ensenada 61 , Colonia Hip6dromo 
Mexico D.F., CP 06100 
Mexico 
Ph . 650-595-5028 (U.S.) 
Fax 650-595-5407 (U.S.) 
E-mail : SuperDatos@hamcr.com 
www.hamcr.com 
Contact: Jennifer Mitchell 
Fuii-Svc. Research to U.S. Standards 
Throughout Mexico. Focus Grps., In­
depth Interviews, Intercepts. Luxury 
Facility. 

Target Market Research Group, Inc. 
4990 S.W. 72 Ave., Ste. 110 
Miami , FL 33155-5524 
Ph . 800-500-1492 
Fax 305-661-9966 
E-mail: martin_cerda@tmrgroup.com 
www.tmrgroup.com 
Contact: Martin Cerda 
Hispanic Quai./Quant. Research-National 
Capability. 

The TCI Group 
3225 Hennepin Ave. S. 
Minneapolis, MN 55408 
Ph. 612-823-6214 
Fax 612-823-6215 
E-mai l: TCigroupbethfischer@netscape.net 
Contact: Beth Fischer 
Unique Fusion of Both Solid Systematic 
Research Techniques & The Imaginative 
Art of Creative Think Processes. Result -
REAL TIME Experience. 

Thorne Creative Research 
2900 Purchase St. , Ste. 2-1 
Purchase, NY 10577 
Ph. 914-694-3980 
Fax 914-694-3981 
E-mail : gthorne@thornecreative.com 
www.thornecreative.com 
Contact: Gina Thorne 
Sensitive Issues/Actionable Results With 
Kids, Teens, and Hi- Tech. 

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 
Contact: Joan Treistman 
Experts In Innovation Approaches 
Including ENVISIONTM, Focus Groups. 

View Finders Market Research 
11 Sandra Lane 
Pearl River, NY 10965 
Ph. 914-735-7022 
Fax 914-735-7256 
E-mail: JGAINES246@aol.com 
www.view-finders.com 
Contact: Janet Gaines 
Specializing in Advertising, Political, 
Consumer and Business-to-Business 
Research. Complete Project 
Management. 

WB&A Market Research 
2191 Defense Hwy., Ste . 401 
Crofton , MD 21114 
Ph. 410-721 -0500 
E-mai l: info@WBandA.com 
www.WBandA.com 
Contact: Steve Markenson 
Four Mods. on Staff Spec. in Health 
Care, Fin. Svcs., Education, Adv. Rsch. 

Weiss Marketing Research 
27 Manor Hill Rd. 
Summit, NJ 07901 
Ph. 908-273-3497 
Fax 908-273-1865 
E-mail: WMR27@aol.com 
Contact: Debra R. Weiss 
Exp. in Health Care, r/BA & Pharm. Cat.; 
All Ages/Seniors; Foe. Grps./ln-Depths. 

Wilson Qualitative Research Consultants 
20 Boulevard de Courcelles 
7501 7 Paris 
France 
Ph. +33-1-39-16-94-26 
Fax +33-1-39-16-69-98 
E-mail: jonwqrc@club-internet.fr 
Contact: Jonathan Wilson 
Full Qual Svc. Fr./Eng. Strong Auto, IT, 
Advg. Exp. 

Wolf/Aitschui/Callahan, Inc. 
60 Madison Ave. 
New York, NY 1 001 0 
Ph. 212-725-8840 
Fax 212-213-9247 
WACinc@aol.com 
www.wacresearch.com 
Contact: Judi Lippert 
Senior Moderators - 25 Years 
Experience. 

Yarnell , Inc. 
110 Sutter St. , Ste. 811 
San Francisco, CA 941 04 
Ph. 415-434-6622 
Fax 415-434-0475 
E-mail : SYarneii@Yarneii-Research.com 
Contact: Steven M. Yarnell, Ph.D. 
New Product Development & 
Positioning. HW/SW Companies. 
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GEOGRAPHIC CROSS-INDEX OF MODERATORS 
Refer to Preceding Pages For Address, Phone Number and Contact Name 

Arizona Michelson & Associates, Inc. New Jersey Pennsylvania 
Balaban Market Research Consulting Illinois 

Hispanic Research Inc. Campos Market Research , Inc. 

Behavior Research Center, Inc. Lefle in Associates, Inc. Chalfont Healthcare Research , Inc. 
C&R Research Services, Inc. MCC Qualitative Consulting Data & Management Counsel, Inc. 

California Irvine Consulting , Inc. Perception Research Services, Inc. 
Rhode Island 

Alexander+ Parker Just The Facts, Inc. Research Connections, Inc. 

Jeff Anderson Consulting , Inc. Leichliter Assoc. Mktg. Rsch./ldea Dev. Treistman & Stark Marketing, Inc. ltG Medical Research International 

Asian Marketing Marketing Advantage Rsch. Cnslts . Wei ss Marketing Research Performance Research 

Communication Research Primary Insights, Inc. Tennessee AutoPacific , Inc. Strategic Focus, Inc. New York 
Erlich Transcultural Consultants BAIGioballnc. Directions Data Research 
Hispanic Marketing Indiana Cornerstone Research & Marketing , Inc. Rothenberg Consulting Group 

Communication Research The Farnsworth Group Decision Drivers 
In Focus Consulting Fader & Associates Texas 
Kfyomura-lshimoto Associates 

Iowa Linda Fitzpatrick Rsch . Svcs. Corp. Common Knowledge Research Svcs. 
Marketing Matrix, Inc. 

Focus Plus, Inc. Cunningham Research Associates 
Meczka Mktg ./Rsch ./Cnsltg ., Inc. Essman/Research Decision Analyst , Inc. 
Multicultural Research Cente rsM Horowitz Associates, Inc. First Market Research Corp. (Heiman) 
Yarnell , Inc. Maryland JRH Marketing Services, Inc. Opinions Unlimited , Inc. 

Knowledge Systems & Research, Inc. 
Colorado Low+ Associates, Inc. Langer Associates, Inc. Washington 
Cambridge Associates, Ltd . 

WB&A Market Research Market Navigation, Inc. Burr Research/Reinven tion 
Market Access Partners Massachusetts 

Francesca Moscatelli Prevention 
The Research Department Catalyst Research Network 

Connecticut Daniel Associates Jay L. Roth & Associates, Inc. Consumer Opinion Services 
Dolobowsky Qualitative Services, Inc. Schneller- Qualitative Northwest Research Group, Inc. 

Ergo Research Group, Inc. Rrst Market Research Corp. (Reynolds) James Spanier Associates Wisconsin 
Florida 

Mature Marketing and Research Thorne Creative Research 
View Finders Market Research Chamberlain Research Consultants, Inc. 

AnswerSearch , Inc. Michigan Wolf/Aitschui/Callahan , Inc. Findings International Corporation France Schwartz Consulting Partners Stellar Strategic Services 

SIL: Worldwide Marketing Services North Carolina Wilson Qualitative Research Consultants 
Strategy Research Corporation Minnesota D/R/S HealthCare Consultants 
Sunbelt Research Associates, Inc. Cambridge Research, Inc. Lewis Consulting Inc. Germany 
Target Market Research Group, Inc. GraffWorks Marketing Research 

Ohio insight europe gmbh 
MarketResponse International 

Georgia MedProbe™ Inc. Advan ced Insights Mexico 
Creative Focus, Inc. Outsmart Marketing Pat Henry Market Research , Inc. 

SuperDatos de Mexico Elrick & Lavidge The TCI Group 

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

ADVERTISING AFRICAN-AMERICAN Asian Perspective, Inc. BRAND/CORPORATE 
Advanced Insights Advanced Insights Data & Management Counsel , Inc. IDENTITY 
Jeff Anderson Consulting, Inc. Erlich Transcultural Consultants Erlich Transcultural Consultants 
Balaban Market Research Consu lting JRHMarketing Services, Inc. Kiyomura-lshimoto Associates Pe rception Research Services, Inc. 

C&R Research Services, Inc. Multicultural Research CentersM 
Cambridge Associates , Ltd. AGRICULTURE BUS.-TO-BUS. 
Cambridge Research, Inc. ASSOCIATIONS Access Research , Inc. 
Common Knowledge Rsch. Svcs. Cambridge Associates , Ltd. 

Low+ Associates , Inc. Asian Marketi ng 
Creative Focus, Inc. Cambridge Research, Inc. Communication Research 
Decision Drivers Lewis Consu lting Inc. 

AUTOMOTIVE BAI Gioballnc. 
Erlich Transcultural Consultants Behavior Research Center, Inc. 
Fader & Associates ALCOHOLIC BEV. AutoPacific , Inc. C&R Research Services, Inc. 
First Market Research Corp. (Reynolds) C&R Research Services , Inc. C&R Research Services, Inc. Cambridge Associates, Ltd . 
Outsmart Marketing Strategy Research Corporation Erlich Transcultural Consultants Cambridge Research , Inc. 
The Research Department MarketResponse International Campos Market Research , Inc. 
Jay L. Roth & Associates, Inc. ARTS & CULTURE Matrixx Marketing-Research Div. Common Knowledge Rsch . Svcs . 
Rothenberg Consulting Group Consumer Opinion Servi ces 
Schneller- Qualitative Strategic Focus, Inc. BIO-TECH Creative Focus, Inc. 
Strategy Research Corporation 

Irvine Consulting , Inc. Data & Management Counsel , Inc. 
Treistman & Stark Marketing , Inc. ASIAN Market Navigation, Inc. Fader & Associates 
WB&A Market Research Asian Marketing MedProbe, Inc. First Market Research Corp. (Heiman) 
Wolf/Aitschui/Callahan , Inc. Communication Research Linda Fitzpatrick Rsch . Svcs. Corp . 
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Pat Henry Market Research , Inc. CUSTOMER Common Knowledge Rsch . Svcs. Hispanic Marketing 
Just The Facts, Inc. SATISFACTION Elrick & Lavidge Communication Research 
Kiyomura-lshimoto Associates Fader & Associates Market Navigation, Inc. 
Knowledge Systems & Research , Inc. BAIGioballnc. Low+ Associates, Inc. Research Connections, Inc. 
Langer Associates, Inc. Common Knowledge Rsch . Svcs. Marketing Matrix, Inc. Jay L. Roth & Associates, Inc. 
MarketResponse International Elrick & Lavidge Matrixx Marketing-Research Div. Perception Research Services, Inc. 
MCC Qualitative Consulting Low + Associates, Inc. MCC Qualitative Consulting Thorne Creative Research 
The Research Department SuperDatos de Mexico The Research Department 
Jay L. Roth & Associates, Inc. Jay L. Roth & Associates, Inc. HISPANIC 
Schneller - Qualitative DIRECT MARKETING WB&A Market Research Behavior Research Center, Inc. 
SuperDatos de Mexico BAIGioballnc. Data & Management Counsel , Inc. 
Yarnell , Inc. Perception Research Services, Inc. FOOD PRODUCTS/ Erl ich Transcultural Consultants 

CABLE NUTRITION Findings International Corporation 
DISCRETE CHOICE/ BAIGioballnc. Hispanic Marketing 

C&R Research Services, Inc. CONJOINT C&R Research Services, Inc. 
Communication Research 

Horowitz Associates, Inc. Hispanic Research Inc. 
Yarnell , Inc. Common Knowledge Rsch. Svcs. 

Francesca Moscatelli 
CHILDREN Just The Facts, Inc. 

Multicultural Research Center5M 
C&R Research Services, Inc. DISTRIBUTION Outsmart Marketing Strategy Research Corporation 
Fader & Associates Burr Research/Reinvention 

The Research Department Target Market Research Group, Inc. 
Jay L. Roth & Associates, Inc. 

JustThe Facts, Inc. Prevention Rothenberg Consulting Group 
Market Navigation, Inc. Schneller- Qualitative HOUSEHOLD 
Matrixx Marketing-Research Div. EDUCATION PRODUCTS/CHORES 
Outsmart Marketing Cambridge Associates, Ltd . FOOTWEAR The Research Department 
Thorne Creative Research JustThe Facts, Inc. Best Practices Research Schneller- Qualitative 

Marketing Advantage Rsch . Cnslts. 
COMMUNICATIONS WB&A Market Research 

GENERATION X HUMAN RESOURCES 
RESEARCH 

ELECTRONICS · Primary Insights, Inc. ORGANIZATIONAL DEV. 
Access Research , Inc. 
Cambridge Associates, Ltd . CONSUMER Primary Insights, Inc. 

HEALTH & BEAUTY Creative Focus, Inc. MarketResponse International 
PRODUCTS IDEA GENERATION 

MarketResponse International 
Jay L. Roth & Associates, Inc. ETHNIC Advanced Insights Analysis Research Ltd . 

BAIGioballnc. Rothenberg Consulting Group Multicultural Research CentersM BAIGioballnc. 
C&R Research Services, Inc. Schneller - Qualitative 

COMPUTERS/MIS Thorne Creative Research Cambridge Associates, Ltd . 

C&R Research Services, Inc. ETHNOGRAPHIC Weiss Marketing Research Creative Focus, Inc. 

Cambridge Associates, Ltd. RESEARCH Elrick & Lavidge 
Just The Facts, Inc. 

Catalyst Research Network Alexander+ Parker HEALTH CARE Matrixx Marketing-Research Div. 
Daniel Associates Asian Marketing Alexander+ Parker Primary Insights, Inc. 
Fader & Associates Communication Research Jeff Anderson Consulting, Inc. 
First Market Research Corp. (Heiman) Hispanic Marketing Balaban Market Research Consulting IMAGE STUDIES 
Marketing Advantage Rsch . Cnslts. Communication Research Chalfont Healthcare Research, Inc. Cambridge Associates, Ltd . 
James Spanier Associates Directions Data Research Langer Associates, Inc. 
Yarnell , Inc. EXECUTIVES D/R/S HealthCare Consultants MarketResponse International 

BAIGioballnc. Erlich Transcultural Consultants Rothenberg Consulting Group CONSUMERS C&R Research Services, Inc. First Market Research Corp. (Reynolds) 
Behavior Research Center, Inc. Common Knowledge Rsch . Svcs. ltG Medical Research International INDUSTRIAL 
C&R Research Services, Inc. Decision Drivers Irvine Consulting , Inc. 

First Market Research Corp. (Heiman) Common Knowledge Rsch . Svcs. Fader & Associates Knowledge Systems & Research, Inc. Market Navigation, Inc. 
Consumer Opinion Services First Market Research Corp. (Heiman) Low+ Associates, Inc. 
Decision Drivers Kiyomura-lshimoto Associates Market Access Partners INSURANCE Pat Henry Market Research, Inc. Marketing Advantage Rsch . Cnslts. Market Navigation, Inc. 
Just The Facts, Inc. The Research Department MarketResponse International Burr Research/Reinvention 

Knowledge Systems & Research , Inc. Jay L. Roth & Associates, Inc. Matrixx Marketing-Research Div. Prevention 

Langer Associates, Inc. Rothenberg Consulting Group MedProbe™ Inc. Erlich Transcultural Consultants 

Lewis Consulting Inc. Schneller- Qual itative Rothenberg Consulting Group Low + Associates, Inc. 

Marketing Advantage Rsch . Cnslts. Strategy Research Corporation Strategy Research Corporation INTERACTIVE PROD./ The Research Department 
FINANCIAL SERVICES 

WB&A Market Research 
SERVICES/RETAILING Jay L. Roth & Associates, Inc. Weiss Marketing Research 

Schwartz Consulting Partners Jeff Anderson Consulting, Inc. Ergo Research Group, Inc. 
BAIGioballnc. HIGH-TECH Research Connections, Inc. 

CORPORATE Burr Research/Reinvention Jeff Anderson Consulting, Inc. 

SPONSORSHIP Prevention Asian Marketing INTERNET 
Performance Research 

C&R Research Services, Inc. Communication Research Common Knowledge Rsch. Svcs. 
Cambridge Associates, Ltd . Common Knowledge Rsch. Svcs. Ergo Research Group, Inc. 
Cambridge Research , Inc. Ergo Research Group, Inc. First Market Research Corp. (Reynolds) 
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I Moderator MarketPlace ™ 
I 

Horowitz Associates, Inc. BAIGioballnc. RETAIL TELEPHONE FOCUS 
Knowledge Systems & Research, Inc. C&R Research Services, Inc. First Market Research Corp. (Reynolds) GROUPS Research Connections, Inc. Just The Facts, Inc. Pat Henry Market Research , Inc. C&R Research Services, Inc. Jay L. Roth & Associates, Inc. Knowledge Systems & Research, Inc. 
INTERNET SITE Thorne Creative Research MCC Qualitative Consulting 

Cambridge Associates, Ltd . 
Lewis Consulting Inc. 

CONTENT & DESIGN 
PACKAGE DESIGN 

Rothenberg Consulting Group Market Navigation, Inc. 
Perception Research Services, Inc. MedProbe, Inc. 

RESEARCH SENIORS 
LATIN AMERICA Alexander+ Parker Fader & Associates TOURISM/HOSPITALITY 
Best Practices Research Perception Research Services, Inc. Mature Marketing and Research Rothenberg Consulting Group 
Hispanic Marketing The Research Department Primary Insights, Inc. Schwartz Consulting Partners 

Communication Research Treistman & Stark Marketing, Inc. Weiss Marketing Research 

Strategy Research Corporation Weiss Marketing Research TOYS/GAMES 
SuperDatos de Mexico SMALL BUSINESS/ 

Fader & Associates PARENTS ENTREPRENEURS 
MEDICAL PROFESSION Fader & Associates Linda Fitzpatrick Rsch . Svcs. Corp. TRANSPORTATION 
Balaban Market Research Consulting 

PET PRODUCTS 
Kiyomura-lshimoto Associates SERVICES Cambridge Associates, Ltd. Strategy Research Corporation 

Chalfont Healthcare Research, Inc. Cambridge Research , Inc. Yarnell , Inc. Low + Associates, Inc. 
D/R/S HealthCare Consultants Common Knowledge Rsch. Svcs. Strategic Focus, Inc. 
Pat Henry Market Research, Inc. MarketResponse International SOFT DRINKS, BEER, 

TRAVEL ltG Medical Research International Primary Insights, Inc. WINE Matrixx Marketing-Research Div. Cambridge Associates, Ltd . 
MedProbe™ Inc. PHARMACEUTICALS C&R Research Services, Inc. Rothenberg Consulting Group 
Schneller- Qualitative BAIGioballnc. 

Cambridge Associates, Ltd . James Spanier Associates 
Weiss Marketing Research 

Balaban Market Research Consulting 
Grieco Research Group, Inc. 

C&R Research Services, Inc. 
Jay L. Roth & Associates, Inc. UTILITIES 

MODERATOR TRAINING Cambridge Associates, Ltd. 
Strategy Research Corporation 

Cambridge Associates, Ltd. 
Cambridge Associates, Ltd. Chalfont Healthcare Research , Inc. SPORTS Knowledge Systems & Research, Inc. 

D/R/S HealthCare Consultants 
MULTIMEDIA· ltG Medical Research International Performance Research VIDEO CONFERENCING 
Catalyst Research Network Irvine Consulting , Inc. 

STRATEGY Schwartz Consulting Partners 
Marketing Advantage Rsch. Cnslts. Lewis Consulting Inc. 

Market Navigation, Inc. DEVELOPMENT VETERINARY MEDICINE 
NEW PRODUCT DEV. MarketResponse International 

Schneller - Qualitative Common Knowledge Rsch . Svcs. MCC Qualitative Consulting 
BAIGioballnc. MedProbe™ Inc. 
C&R Research Services, Inc. Schneller- Qualitative TEENAGERS WEALTHY 
Cambridge Associates, Ltd. Weiss Marketing Research C&R Research Services, Inc. Strategy Research Corporation Data & Management Counsel , Inc. Fader & Associates 
Elrick & Lavidge POLITICAUSOCIAL Matrixx Marketing-Research Div. YOUTH Fader & Associates MCC Qualitative Consulting 
First Market Research Corp. (Heiman) RESEARCH Thorne Creative Research Fader & Associates 
Just The Facts, Inc. Cambridge Associates, Ltd . Weiss Marketing Research MarketResponse International 
Marketing Advantage Rsch. Cnslts. Kiyomura-lshimoto Associates 
Outsmart Marketing Francesca Moscatelli TELECOMMUNICATIONS 
Primary Insights, Inc. BAIGioballnc. 
The Research Department POINT-OF-SALE MKTG. Catalyst Research Network 
Jay L. Roth & Associates, Inc. 

Perception Research Services, Inc. Creative Focus, Inc. 
Schneller- Qualitative Daniel Associates 
Weiss Marketing Research 

POSITIONING Elrick & Lavidge 
Ergo Research Group, Inc. 

NON-PROFIT RESEARCH Erlich Transcultural Consultants 
Strategic Focus, Inc. Schneller- Qualitative First Market Research Corp. (Heiman) 

Hispanic Marketing 

OBSERVATIONAL PUBLIC POLICY RSCH. Communication Research 
Knowledge Systems & Research, Inc. 

Alexander+ Parker Cambridge Associates, Ltd. Linda Fitzpatrick Rsch. Svcs. Corp. 
JRH Marketing Services, Inc. Horowitz Associates, Inc. 

ON-LINE FOCUS Kiyomura-lshimoto Associates Marketing Advantage Rsch. Cnslts. 

GROUPS PUBLISHING 
MarketResponse International 
MCC Qualitative Consulting 

Catalyst Research Network 
Cambridge Associates, Ltd . The Research Department 

Common Knowledge Rsch. Svcs. 
Cornerstone Research & Marketing Jay L. Roth & Associates, Inc. 

Research Connections, Inc. 
First Market Research Corp. (Heiman) Strategy Research Corporation 

Thorne Creative Research Langer Associates, Inc. 
Marketing Advantage Rsch . Cnslts. TELECONFERENCING 

PACKAGED GOODS James Spanier Associates Cambridge Research, Inc. 
Advanced Insights 
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AIM Employee Research Services 
625 N. Michigan Ave ., Ste. 500 
Chicago, IL 60611 
Ph. 312-751-5420 
Fax 312-649-1646 
E-mail : amsurvey@aol.com 
Laurie Ashcraft, Partner 

ACG~ 
RESEARCH 
SOLUTIONS 

ACG Research Solutions 
Pierre Laclede Center 
7701 Fo rsyth, Ste. 1100 
St. Louis, MO 63105 
Ph. 314-726-3403 
Fax 314-726-2503 
E-mail: vicki_savala@aragonconsulting.com 
www.AragonConsulti ng .com 
Vicki Savala, President 

ACG Research Solutions , a full-service market 
research company, provides clients with customer 
satisfaction/l oyalty studies using a proprietary 
model. Ou r data center includes 40 computer 
equipped stations using Ci3 CATI software. Our 
qualitative capabilities include experienced mod­
erators on staff and a state-of-the-art focus group 
facility. In addition, we otter clients wireless inter­
active audience measurement studies. 
(See advertisement on p. 86) 

Advanced Analytics , Inc. 
3 W. 35th St. 
New York, NY 10001 
Ph. 212-244-1541 or 212-329-1000 
Fax 212-629-4423 
E-mail : mwhitcup@advancedanalyticsinc.com 
www.advancedanalyticsinc.com 

Alliance Research , Inc. 
2845 Chancellor Dr. 
Crestview Hills, KY 41017 
Ph . 606-344-0077 
Fax 606-344-0078 
E-mail : info@allianceresearch .com 
www.allianceresearch .com 
Clint Brown, President 

Analysis Research 
7290 Clairemont Mesa Blvd. 
San Diego, CA 92111 
Ph. 800-998-4801 or 858-268-4800 
Fax 858-268-4892 
E-mail : info@analysisresearch.com 
www.analysisresearch.com 
Mark Deboskey 

analytique, Inc. 
5841 Edison Pl. , Ste. 210 
Carlsbad, CA 92008 
Ph . 760-603-7600 
Fax 760-603-7604 
E-mail: info@analytique.com 
www.analytique.com 
Jacqueline Arsivaud , Principal 

PROVIDING TOOLS FOR A COMPETITIVE ADVANTAGE 

ACG-.......... 
RESEARCH 
SOLUTIONS 

Pierre Laclede Center 
7701 Forsyth Blvd. 
Suite 1100 
St. Louis, Missouri 63105 

314·726·3403 
Fax: 314-726-2503 

Our staff provides the 
research tools Fortune 500 
clients need to achieve a 
competitive advantage. 

Let us put our experience to 
work for you in our new facilities. 

RAMS™ (Rapid Analysis 
Measurement System) Dial, an 
interactive electronic response 

technology for large groups. 

Quantitative data collection 
utilizing computer-aided 

phone interviews. 

A state·of·the·art focus 
group facility in St. Louis 
offering FREE videotaping. 

Experienced focus group 
moderators and one-on-one 

executive interviewers. 

Sophisticated database 
technology for analysis 

and warehousing. 

Multivariate analyses, 
including conjoint analysis 
a.nd perceptual mapping. 

Anderson , Niebuhr & Associates, Inc. 
North park Corp . Center 
6 Pine Tree Dr., Ste. 200 
Arden Hills, MN 55112 
Ph . 612-486-8712 
Fax 612-486-0536 
E-mail : marsha@ana-inc.com 
www.ana-inc.com 
Marsha Niebuhr 

Jeanne 
Anderson 
Research 

Jeanne Anderson Research 
151 W. 16th St. 
New York, NY 1 011-6284 
Ph . 212-243-4252 
Fax 212-647-8252 

E-mai l: ande271 @ibm.net 
Jeanne L. Anderson , Ph .D., Principal 

Public health and health services research . 
Research consulting for strategic planning , policy 
decisions, and program evaluation. Qualitative and 
quantitative studies and analysis on social issues 
and attitudes, consumer satisfaction , provider sat­
isfaction, social marketing , market assessment, 
epidemiologic trends. Research tools include qual­
itative interviews, focus groups, survey design , 
project management, statistical modeling. 
(See advertisement on p. 56) 

Applied Decision Analysis LLC 
A who lly-owned subsidiary of Price Waterhouse 
Coopers 
2710 Sand Hill Rd . 
Menlo Park, CA 94025 
Ph . 650-854-7101 
Fax 650-854-6233 
E-mail : lynne .weber@us.pwcg lobal.com 
www.adainc.com 
Lynne Weber, Partner 

The AMI Group of Companies 
9/F, Leighton Centre 
77 Leighton Road 
Causeway Bay 
Hong Kong 
Ph . +852-2881-5388 
Fax +852-2881-5918 
E-mail : info@ami-group.com 
www.am i-group.com 

ASECOM Latin America 
Av. Belgrano 1255 
1093 Buenos Aires 
Argentina 
Ph . +54-11-4381-1118 
Fax +54-11-4381-0234 
E-mail: research@asecom.com .ar 
www.asecom.com.ar 
Jorge Garcia-Gonzalez, President 
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HISPANIC & ASIA 

MARKETING COMM U !CATION 

RESEARCH, l C. 

Asian Marketing Communication Research 
a div. of Hispanic & Asian Marketing 
Communication Research , Inc. 
1301 Shoreway Rd. , Ste. 100 
Belmont, CA 94002 
Ph . 650-595-5028 
Fax 650-595-5407 
E-mail : AsianDiv@hamcr.com 
www. ham cr. com 
Betty Ann Korzenny, Ph .D., Exec. V.P. & COO 

Asian consumer satisfaction research using a 
Psycho-socio-cultural© approach . Full-service 
qualitative and quantitative research in most Asian 
languages, assessing external and internal cus­
tomer satisfaction (CS) and needs for Asian and 
general markets. CS services include: surveys, 
interviews, focus groups, benchmarking , tracking 
studies, employee opinion studies, and organiza­
tional assessments. Highly qualified bilingual 
researchers. State-of-the-art CAT I center with 100 
stations. 

Aspen Systems Corporation 
2277 Research Blvd . 
Rockville , MD 20850 
Ph . 301-519-5000 
Fax 301-519-6350 
E-mail: pmcarthy@aspensys.com 
www.aspensys.com 
Patrick McCarthy, Vice President 

Attitude Measurement Corporation 
75 James Way 
Southampton, PA 18966 
Ph. 215-364-1440 
Fax 215-364-3912 
E-mail : AMC@amcglobal.com 
Raymond P. Roshkoff, President 

The Auchincloss Company 
1001 S. Marshall St. , Ste. 108 
Winston-Salem , NC 27101 
Ph . 888-THE-AUCH or 336-725-6200 
Fax 336-725-6208 
E-mail : auchco@bellsouth.net 
www.theauchco.com 
Philip S. Auchincloss, President 

Audits & Surveys Worldwide 
The Audits & Surveys Building 
650 Avenue of the Americas 
New York, NY 10011 
Ph. 212-627-9700 or 800-274-3577 
Fax 212-627-2034 
E-mail : feinberg@surveys.com 
www.surveys.com 

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 
www.baiglobal.com 
Kate Permut, V.P. Marketing 
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EEDS 
& ASIOCIAT£< INC. 

Barry Leeds & Associates , Inc. 
38 E. 29th St. 
New York, NY 10016-7911 
Ph. 212-889-5941 
Fax 212-889-6066 
E-mail : info@barryleedsassoc.com 
www.barryleedsassoc.com 
Paul Lubin, President 

Founded in 1977, we have helped more than 1 ,500 
companies improve service. Our Twenty Points of 
Quality program ("TPQ") helps companies merge 
customer satisfaction with the marketing and pro­
duction of goods and services. Selected modules 
in the "TPO" program include mystery shopping , 
benchmark customer satisfaction , price/value 
positioning, defector, inter-department service and 
process review and fair treatment. 
(See advertisement on p. 87) 

Frances Bauman Associates 
23 Girard St. 
Marlboro, NJ 07746 
Ph. 732-536-9712 
Fax 732-536-3256 
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Bay Area Research 
9936 Liberty Rd. 
Randallstown, MD 21133 
Ph. 410-922-6600 
Fax 41 0-922-6675 
E-mail: baya@erols.com 
Tamara Zwingelberg , President 

Bell Associates 
P.O. Box 9504 
The Woodlands, TX 77387-9504 
Ph. 409-321-6269 
Fax 409-321-6270 
E-mail: DBELL7246@aol.com 
Darla Bell , President 

Bellomy Research, Inc. 
2150 Country Club Rd ., Ste. 300 
Winston-Salem, NC 27104 
Ph. 800-443-7344 
Fax 336-721-1597 
E-mail : bellomy@interpath.com 
John Sessions, President 

Berkey Research 
9310 Carmel Mountain Rd ., Ste. D 
San Diego, CA 92129 
Ph. 858-538-5920 
Fax 858-538-5996 
E-mail: CBERKEY@compuserve.com 
Cheryl Berkey, Owner 

Helping 
ou 
uild 

customer 
lo alty 
a and 
shake at a 
time 

BestMark 
4915 W. 35 St. , Ste. 206 
Minneapolis, MN 55416 
Ph. 612-922-2205 
Fax 612-922-0237 
E-mail : info@bestmark.com 
www.bestmark.com 
Ann Jennings, President/CEO 

BestMark is a full-service national market research 
company specializing in building customer value 
and loyalty through on-site and telephone mystery 
shopping . Specializing in "Real Time" Internet 
reports and results reporting. BestMark provides 
hard , actionable data and proven management 
solutions for many of America's leading compa­
nies, including Fortune 500 companies. Founded 
in 1986, the company operates throughout the 
U.S. and Canada and offers customized survey 
forms and analysis reporting for all industries from 
hospitality to automotive, lending institutions to 
retailers. BestMark offers an array of additional ser­
vices including customer satisfaction studies, loy­
alty positioning, comment card management, 
incentive/recognition programs and internal/com­
petitive benchmarking. The BestMark Solution can 
help improve your products, services and business 
practices for increased revenues. No matter what 
sort of customer you serve, BestMark is the one 
mystery shopping company that positions you for 
loyalty results . 
(See advertisement on p. 88) 

Leading companies recognize that 
customer satisfaction and increased 
loyalty are earned a hand shake at 
a time. 

That's why many of America 's finest 
businesses, including Fortune 500 
companies, partner with BESTMARK 
- the nation's premier mystery 
shopping I performance measure­
ment company. 

Providing hard, actionable data and 
solid management solutions, BestMark 
can help improve your company 's 
products, services and business 
practices for increased revenues. 

No matter what sort of customer 
you serve, BestMark shakes out as 
the one mystery shopping company 
that positions you for loyalty results. 

BestMark Research 
Great Partner for America's Finest Corporations 

Call800-51-GUEST I (800-514-8378) www.bestmark.com 

Better Marketing Associates, Inc. (BMA) 
P.O. Box 190 
Oaks, PA 19456 
Ph. 800-355-5040 
Fax 610-933-6071 
E-mail : info@mystery-shopping.com 
www.mystery-shopping.com 
Peter Thorwarth, President 

Gordon S. Black Corporation 
(See Harris Interactive) 

The Blackstone Group 
360 N. Michigan Ave. 
Chicago, IL 60601 
Ph . 312-419-0400 
Fax 312-419-8419 
E-mail : info@bgchicago.com 
Ashref Hashim, President 

Booth Research Services, Inc. 
1120 Hope Rd ., Ste. , 200 
Atlanta, GA 30350 
Ph . 770-992-2200 or 800-727-2577 
Fax 770-642-4535 
E-mail : bernard@boothresearch .com 
www.boothresearch.com 
Peter Booth, President 

Bosma & Associates lnt'l. , Inc. 
1420 Fifth Ave ., 22nd fl. 
Seattle, WA 98101 
Ph . 800-377-2945 
Fax 800-377-0866 
E-mail : moreinfo@bosma-associates.com 
www.bosma-associates.com 
John C. Lo, Director of Rsch. Svcs. 

Bosma & Associates is a full-service research and 
consulting organ ization, internationally recognized 
for its leadership and competitive research solu­
tions. Extensive experience in developing a wide 
variety of customer satisfaction, loyalty, and reten­
tion models across a diverse international clientele. 
Services also include conjoint/trade-off analysis, 
process effectiveness measurement, and all phas­
es of primary/secondary research . Partners in 
Europe and Asia. 
(See advertisement on p. 89) 

Brand Keys, Inc. 
9 W. 29th St. , 5th fl. 
New York, NY 10001-4510 
Ph. 212-532-6028 
Fax 212-532-6090 
E-mail : brandkeys@worldnet.att.net 

Irwin Broh & Associates 
1011 E. Touhy Ave ., Ste. 450 
Des Plaines, I L 60018 
Ph. 847-297-7515 
Fax 847-297-7847 
E-mail : dwaitz@irwinbroh.com 
David Waitz, President 
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Burke 
Burke Customer Satisfaction Associates 
805 Central Ave. 
Cincinnati , OH 45202 
Ph. 800-264-9970 
Fax 513-684-7717 
E-mail : rod@burke.com 
www.burke.com 
Rod Gober, Sr. V.P., Gen . Mgr. 

Burke CSA works with clients to develop mea­
surement and management processes for "closing 
the loop" with customers to create long-term cus­
tomer value, loyalty and improved business per­
formance. Burke CSA allows companies to see 
their performance through their customers' per­
spective to ensure long-term productivity and prof­
itability. For more information visit our Web site at 
www.burke.com. 
(See advertisement on p. 31) 

The Business Research Lab 
255 Oser Ave. 
Hauppauge, NY 11788 
Ph. 888-776-6583 
Fax 516-435-3287 
E-mail: thelab@busreslab.com 
www.busreslab.com 
Stewart Goldberg , Managing Partner 

C R Market Surveys 
9510 S. Constance, Ste. C-6 
Universal City Professional Bldg . 
Chicago, IL 60617-4734 
Ph. 800-882-1983 or 773-933-0548 
Fax 773-233-0484 
E-mail : CRMS1@aol.com 
www.crmarket.com 
Cherlyn Robinson , Project Coordinator 

R ESEA R C H 

C&R Research Services, Inc. 
Creative & Response Research Services, Inc. 
500 N. Michigan Ave., 12th fl. 
Chicago, IL 60611 
Ph. 312-828-9200 
Fax312-527-3113 
E-mail : info@crresearch.com 
www.cr-research.com 
Megan Burdick, Dir. Business Development 

C&R Research Services, Inc. is a full-service cus­
tom research and consulting company with 191 
full-time employees including 53 project direc­
tors/analysts. C&R provides customer satisfac­
tion , strategic studies, new product development, 
brand imagery and positioning research , concept 
and advertising testing , research among children 
(KidOuest) , as well as multi-media PC interview­
ing (CRIMSON) . C&R conducts approximately 
1 ,000 group interviews a year, and 500,000 mail , 
telephone and mall intercept interviews. 
(See advertisement on the Back Cover) 

In our experience, familiarity bre~ds success. 
Sound business decisions result .from having all the facts in -hand. Good research can 
help you make the right decisions by providing you with the right info~ation. 
Bosma & Associates International takes market research and customer satisfaction 

measurement·a critical step beyond surveys and focus groups, offering real solutions 
for improving your services and products. When you're ready to grow, give us a call. 

Customer Satisfaction, Loyalty, and Retention Measurement/Modeling 
Quality Measurement Competitive Positioning Market Research 

Employee/Organizational Performance Feasibility Studies 
New Product Development Advertisi.!J.g Effectiveness 

A))~(IAI[) 
International 

Guiding you -to sustainable success 

Seattle 1 800 377-2945 I Vancouver 1 800 377-2944 
www. bosma-associates. com 

SUDAAN™ ... Usable Results ... Waksberg ... 
Customized Customer Service ... 

Conjoint ... WesVar™ ... Prompt Turnaround ... 
Structural Equation Modeling ... 

Disproportionate Stratified Sampling ... 
Sophisticated Analysis ... Multiple Regression ... 

Time Series ... Complex Sample Design ... 
One-on-One Client Partnership ... 

Are we speaking your language? 
Then we should talk ... 

Clearwater 
Research, Inc. 

Quantitative • Qualitative • Hu1nan Factors • Internet 
(800) 727-5016 

http://www.clearwater-research.com 
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Campbell Goodell Traynor Consultants, Ltd . 
1100- 675 W. Hastings St. ~ E~~~~:r~f~~ COMMON 
Vancouver, BC V6B 1 N2 
Canada 
Ph . 604-681-0381 
Fax 604-681-0427 
E-mail: cgt@cgtnet.com 
www.cgtnet.com 
Adam Di Paula, Consultant 

Campos Research & Analysis 
6921 E. Nichols Pl. 
Englewood, CO 80112-3131 
Ph . 303-267-0453 
Fax 303-727-4193 
E-mail: campos@cr-a.com 
Rusty Campos, President 

Capstone Research, Inc. 
623 Ridge Rd . 
Lyndhurst, NJ 07071 
Ph . 201-939-0600 
Fax 201-939-3037 
E-mail : info@capstoneresearch.com 
www.capstoneresearch .com 
Harriet Gozali , Vice President 

COMMON 
KNOWLEDGE 

MARKETING 
INFORMATION 

FOR THE 
2 1 ST C E N T U R Y 

BUSINESS 

Common Knowledge 
Research Services 

16200 Dallas Parkway 

Suite 140 
Dallas, Texas 

75248-2624 

1-800-710-9147 Ext. 102 
FAX: 972-732-1447 

www.commonknowledge.com 
info@commonknowledge.com 
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Clearwater Research , Inc. 
2136 N. Cole Rd . 
Boise, ID 83704 
Ph. 208-376-3376 or 800-727-5016 
Fax 208-376-2008 
E-mail : info@clearwater-research.com 
www.clearwater-research .com 
Steve Swann, President 

Clearwater Research provides full-service custom 
research , specializing in marketing , product, and 
public op inion research. We specialize in both 
quantitative and qualitative customer satisfaction 
research in high tech, health care, and tourism. We 
have two complete CAT I interviewing systems, an 
on-site focus facility, and a new state-of-the-art 
usability lab. We also offer on-line surveys, Web­
based focus groups, and human factors consul­
tation. 
(See advertisement on p. 89) 

Colwell & Salmon Communications, Inc. 
24 Computer Dr. W. 
Albany, NY 12205 
Ph . 800-724-5318 or 518-482-1596 
Fax 518-482-1998 
E-mail : wco lwell@colwell-salmon .com 
www.colwell-salmon.com 
Jennifer Holland, Market Research Coordinator 

KNOWLEDGE 
MARKETING INFORMATION FOR THE 21ST CENTURY BUSINESS 

Common Knowledge , Inc. 
16200 Dallas Pkwy., Ste . 140 
Dallas, TX 75248 
Ph . 800-710-9147 or 972-732-7323 
Fax 972-732-1447 
E-mail : info@commonknowledge.com 
www.commonknowledge.com 
Steve Lavine, President 

IVR, Internet, or e-mail surveys, field service or 
full-service - virtual focus groups and more. 
Affordable , flexible and quick electronic data col­
lection . The first research service for the 21st cen­
tury. Customer satisfaction , employee surveys, 
product or service evaluations, training evalua­
tions. Large pre-recruited database of potential 
respondents plus 1 DO's of purchase categories, 
demos and lifestyle characteristics. 
(See advertisement on p. 90) 

Communications Center, Inc. 
1350 Connecticut Ave. , N.W. , Ste. 1102 
Washington , DC 20036 
Ph. 202-223-4747 
Fax 202-223-4245 
E-mail : mikem@comcntr.com 
Michael Mermelstein , Exec. Vice President 

INTERNET. E-MAIL. IVR. 
SURVEY DATA COLLECTION. 

AFFORDABLE. FLEXIBLE. QUICK. 
FIELD SERVICE OR FULL SERVICE. 

Internet and E-mail increase survey speed and reduce recruiting costs. 

• The fastest and most affordable survey programming 
• Use branching, skips, piping answers from one question to another, allocate, 
rank, etc. 
• Use graphics, even sound and video! 

Use your customer or employee list or have instant access to more than 
1 million pre-recruited Internet households and businesses. 

Interactive Voice Response (IVR) yields a high response at a low cost. 

• About 35 Interviews for the cost of one mystery shop. 
• Hear comments in customer's own words and voice . 
• Data or analysis available almost immediately. 
• Generate a more representative response profile . 
• Eliminate interviewer bias. 
• Can be combined with Internet survey. 

Bring your survey research into the 21st Century with Interactive Voice Response 
Interviewing, Internet and E-mail data collection, field service or full service. call the first 
choice of researchers nationwide to learn more about how effective our services can 
be for the 21st century business. 
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Consumer Pulse, Inc. 
725 S. Adams Rd ., Ste . 265 
Birmingham, Ml 48009 
Ph . 800-336-0159 
Fax 248-645-5685 
E-mail : cpi@consumerpulse.com 
www.consumerpulse .com 
Mary Taras , V.P. Mktg . & Ops. 

Consumer Response/P&W Corp. 
700 Plaza Dr. 
Secaucus, NJ 07094 
Ph . 201-865-4444 
Fax 201-865-7110 
E-mail : consresp@carroll.com 
Alfred F. Peruzzi , President 

Consumerdata Limited 
Bailey House 
215 Barnett Wood Ln ., Ashtead 
Surrey KT21 2DD 
United Kingdom 
Ph. +44-1372-278999 
Fax +44-1372-278989 
E-mail : alawes@consumerdata.com 
www.consumerdata.com 
Adrian Lawes, Director 

ConsumerQuest 
12100 Wilshire Blvd ., Ste. 1135 
Los Angeles , CA 90025 
Ph. 310-207-6605 
Fax 310-207-6009 
E-mail : cnsmrquest@aol.com 
www.consumerquest.com 
Cory Schwartz, President 

CONVERGYS. .. ... 
Convergys Mktg. Rsch. & Database Consulting Svcs. 
4600 Montgomery Rd. 
Cincinnati , OH 45212 
Ph . 800-323-8369 or 513-841-1199 
Fax 513-458-1700 
E-mail : research@convergys.com 
www.convergys.com 
Tanya Mahon, V.P. of Market Development 

A Convergys Customer Value Management pro­
gram is designed not just to measure "satisfac­
tion ," but identify customers ' perceived value 
package. Convergys can help you develop a plan 
to serve customers the way they want to be served , 
focusing on areas having the greatest impact on 
performance. We are experts at marrying satis­
faction data with your database to optimize CVM 
efforts. 
(See advertisement on p. 91) 

Creative Research Services, Inc. 
4725 Peachtree Corners Circle , Ste. 210 
Norcross, GA 30092 
Ph. 770-246-0298 
Fax 770-246-0378 
E-mail : CRSI@mindspring.com 
www.creativeresearch .com 
Ken Pia, President 

Cross Financial Group 
2418 Ammon Ave. , Ste. 100 
Lincoln, NE 68507 
Ph. 800-566-3491 
Fax 402-441-3136 

Cullen Research Group, Inc. 
5226 Arbutus Rd . 
Rockford , IL 61107 
Ph. 815-397-8041 
Fax 815-397-8051 

E-mail : solutions@crossfinancial.com E-mail : cullenruth@aol.com 
Ruth Cullen, President 

CTIS- Central Telephone Interviewing System 
920 Town Center Dr. , Bldg . 1, Ste. 10 
Langhorne, PA 19047 

Custom Research Inc. 
8401 Golden Valley Rd . 
P.O. Box 27900 Ph . 215-752-7266 

Fax 215-741-4893 
E-mail: mdutka@surveys.com 
Michael Dutka, Vice President 

Marketing Research and 
Database Consulting Services 

Minneapolis, MN 55427-0900 
Ph. 612-542-0800 
Fax 612-542-0864 
E-mail : custom@customresearch .com 
www.customresearch .com 
Beth Rounds, Sr. Vice President 

INNOVATIVE SOLUTIONS . 

POWERFU L RESULTS . 

Full Service Bureau 
That's how 
our service 
bureau 
customers 
describe 
their 

experience with us. They 
really appreciate our: 

Ultra-modern focus 
group facilities 

• 3 rooms, accommodating 
up to 20 client viewers 

• Central U.S. location, 20 
minutes from international 
airport 

• Large 20' x 29' CLT room 
with 1-way mirror 

• 15,000-household 
proprietary database with 
demographics and product 
information 

Leading edge 
telephone 
data collection 

• Expansive, networked, 
7-day-a-week CATI research 
center 

• Highly experienced 
business-to-business, 
professional and consumer 
interviewers and recruiters 

• Remote monitoring and 
complete inbound "800" 
capabilities 

Comprehensive data 
processing services 

• Full range of in-house 
capabilities, including 
coding, data entry, cross 
tabulation, and statistical 
analysis and graphics 

• CATI and conjoint 
programming 

Most of all, customers like 
our full-service, confidential 
approach to their-and 
their clients'-marketing 
challenges. 

We'll do whatever it takes. 
For example, we can provide 
topline reports within hours 
after fieldwork completion. 

Put our exceptional 
resources to work for you 
and your clients. Call today 
for a quote. 

CONVERGYS. 
Marketing Research and 
Database Consulting Services 

4600 Montgomery Rd . 
Cincinnati, OH 45212 

(800) 323-8369 
(513) 458-1555 fax 
research@convergys.com 
www.convergys.com 

© 1998 Convergys Corporation Convergys is a registered service mark of Convergys Corporation. 
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The Customer Loyalty Research Center 
9100 Keystone Crossing Blvd ., Ste. 135 
Indianapolis, IN 46240 
Ph. 317-574-0606 
Fax 317-57 4-0707 
E-mail : smcallister@loyaltyresearch.com 
www.loyaltyresearch.com 
Sonya McAllister 

CustomerSat.com 
140 Sand Hill Circle, Ste. 100 
Menlo Park, CA 94025 
Ph . 650-234-8000 or 650-854-2133 
Fax 650-854-2135 
E-mail: expert@customersat.com 
www.customersat.com 
John Chisholm, President 

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 L. Ashcraft, Owner 

The Dallas Marketing Group, Inc. 
12720 Hillcrest Rd ., Ste. 880 
Dallas, TX 75230 
Ph. 972-991-3600 
Fax 972-239-5613 
Edward Stone, Chairman 

Data & Management Counsel , Inc. 
P.O. Box 1609 
135 Commons Ct." 
Chadds Ford, PA 19317-9724 
Ph. 610-459-4700 
Fax 610-459-4825 
E-mail: lnfo@DMChome.com 
www.DMChome.com 
Bill Tripp, Managing Director 

Data and Strategies Group, Inc. 
190 N. Main St. 
Natick, MA 01760 
Ph. 508-653-9990 
Fax 508-653-7799 
E-mail: dsginc@dsggroup.com 
www.dsggroup.com 
Louis Gold ish, Managing Director 

Data Based Insights, Inc. 
2300 Lincoln Hwy. 
Langhorne, PA 19047 
Ph. 215-702-8301 
Fax 215-702-8303 
Steve Marchant, President 

Data Development Corporation Worldwide 
120 Fifth Ave . 
New York, NY 1 0011 
Ph. 212-633-1100 
Fax 212-633-6499 
E-mail: ddc1 @datadc.com 
www.datadc.com 

DATA RECOGNITION 

DRC 
CORPORATION' 

Data Recognition Corporation 
5929 Baker Rd. , Ste. 470 
Minnetonka, MN 55345 
Ph. 612-935-5900 
Fax 612-935-1435 
www.datarecognitioncorp.com 
Deanna L. Hudella, Bus. Dev. Svcs. 

Data Recognition Corporation provides custom 
survey consulting and administration services, 
including project management, questionnaire 
design and printing , sample selection, variable 
intelligent printing, survey distribution/mailing and 
collection, processing using optical/IMAGE OMR 
scanning , Web site data collection and on-line 
reporting , programming , comment keying/cod-

DATA REcoGNITIO CoRPORATION has been 
designing and managing large-scale survey 
projects for over 20 years. 

Let us partner with you on your next customer, 
employee, or 360° survey project. 

Contact: 
Business Development Services 
Data Recognition Corporation 
Toll Free 800 826-2368 
ww.-v.datarecognitioncorp.com 

DATA RECOGNITION 

DRC 
CORPORATION 

ing , and statistical analysis to commercial , med­
ical , government, and education markets. 
(See advertisement on p. 92) 

Davidson-Peterson Associates 
A Division of Dig ital Research , Inc. 
201 Lafayette Center 
Kennebunk, ME 04043-1853 
Ph . 207-985-1790 
Fax 207-985-5569 
E-mail : karen .peterson@digitalresearch .com 
www.dpaonline .com 
Karen Peterson, Managing Director 

Decision Diagnostics, Inc. 
320 Lake St . 
Evanston , IL 60201-4618 
Ph . 847-492-1583 
Fax 847-492-1584 
E-mail : aswhitedd@worldnet.att.net 
Alvah White , President 

DecisioJJ Resoui·ce 
Decision Resource , Inc. 
6120 S.W. 132nd St. 
Miami, FL 33156-7135 
Ph. 800-544-2115 
Fax 305-665-5168 
E-mail : info@decisionresource.net 
www.decisionresource.net 
Howard Waddell , President 

Data collection in one thing. Innovative, marketing­
oriented thinking is another. Decision Resource can 
help you evaluate new concepts, increase market 
share, retain more business, or reduce employee 
turnover. We wi ll provide you with cost-effective 
survey design , high quality data collection, insight­
ful analysis, and we ll-written management reports. 
We serve organizations in virtually every market 
sector from the arts to manufacturing. 
(See advertisement on p. 93) 

Decision Technology, Inc. 
1665 Fawn 's Ridge Dr. 
Ada, Ml 49301 
Ph . 616-676-4650 
Fax 616-676-4651 
E-mail : rjones@decisiontec .com 
www.decisiontec.com 
Rod Jones, President 

Decisive Technology/MessageMedia 
1991 Landings Dr. 
Mountain View, CA 94043 
Ph . 650-528-4300 
Fax 650-528-4321 
E-mail : info@decisive.com 
www.decisive.com 

Delphi Market Resea rch , Inc. 
2 - 6 River St. 
Medford , MA 02155 
Ph . 781-393-6600 
Fax 781-393-6666 
E-mail : info@delphimarketing.com 
www.delphimarketing .com 
Karen P. Goncalves, President 
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DAC -----~ ---------
DiRECT~IO=N=S=IN=R=E=s=E=A=R=c=H= .. ;;. 
Full Service Marketing Research & Consulting 

complete package of services to help manage­
ment, in both service and product industries, make 
informed decisions. 

DENNIS AND COMPANY ----- -

Dennis and Company, Inc. 
2500 Windy Ridge Pkwy., Ste. 1270 
Atlanta, GA 30339 
Ph . 770-818-0060 
Fax 770-818-0069 
E-mail : mstraus@dacresearch.com 
www.dacresearch.com 
Michael Strauss, Chairman/CEO 
Stephen Hudson, Vice President 

Dennis And Company Research (DAC) is a full-ser­
vice custom market research company established 
in 1976. In 1998, DAC merged with InterActive 
Research of Atlanta and Project Research, Inc. of 
Minneapolis to become one of America 's largest 
value-added custom market research firms. While 
large enough to handle studies of all sizes, the 
company still prides itself in offering the same 
level of senior management involvement and per­
sonal service you get from a smaller firm . DAC is 
experienced with all major qualitative and quanti­
tative methodologies and makes the right choice 

Directions In Research 
8593 Aero Dr. 
San Diego, CA 92123 
Ph . 800-676-5883 or 619-299-5883 
Fax 619-299-5888 
E-mail : info@diresearch.com 
www.diresearch.com 
David Phife, President 

Establ ished in 1985, Directions In Research is a 
young company employing motivated and experi­
enced professionals dedicated to providing expert 
marketing research and consulting services. We 
are in the business of identifying, understanding 
and satisfying the needs of our clients . We not only 
answer those needs with honesty, integrity and 
complete confidentiality, but above all , with intel­
ligence. The value of our services is measured by 
the satisfaction of our clients. For both quantita­
tive and qualitative research - on the West Coast 
or nationwide - Directions in Research offers a 

(See advertisement on p. 93) 

Doane Marketing Research, Inc. 
1807 Park 270 Dr. , Ste. 300 
P.O. Box 46904 
St. Louis, MO 63146 
Ph . 314-878-7707 
Fax 314-878-7616 
E-mail : dtugend@doanemr.com 
www.doanemr.com 
David Tugend , V.P. Client Services 

ElM Associates 
3433 Hwy. 190, PMB 288 
Mandeville, LA 70471 
Ph . 504-624-3752 
Fax 504-624-4077 
E-mail : mrgllc@worldnet.att.net 
Glen Villalobos, Principal 

foryoubaseduponyourneeds . Full-ser~ceoffices ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
are located in Atlanta, Minneapolis , Stamford , 
Conn ., and Winston-Salem, N.C. 
(See advertisement on p. 72) 

Diagnostics Plus, Inc. 
1333 S. Allen St. 
State College, PA 16801 
Ph. 814-238-7936 
Fax 814-231-7672 
E-mail : paulw@diagnosticsplus.com 
www.diagnosticsplus.com 
Paul Weener, President 

The Dieringer Research Group, Inc. 
3064 N. 78th St. 
Milwaukee, WI 53222 
Ph. 414-449-4545 or 800-489-4540 
Fax 414-449-4540 
E-mail : research@thedrg.com 
www.thedrg .com 

Digital Research, Inc. 
201 Lafayette Ctr. 
Kennebunk, ME 04043-1853 
Ph . 207-985-7660 
Fax 207-985-5569 
E-mail : bob.domine@digitalresearch.com 
www.digitalresearch.com 
Bob Domine, President 

y your CSM surveys are 
asking the wrong questions. 

Uncomfortable with "better than expected" when you don't 
know what the original expectations were? Troubled with how 
good "good" is? Wondering how billing accuracy can "exceed 
requirements"? Baffled over the loss of "satisfied" customers? 

Fixing imaginary problems or overlooking real problems can 
be very expensive in terms of wasted resources, fewer 

referrals, and lost business. There is a better way. 
Visit our website or calJ us, toll free. 

Decision Resource 
6120 SW 132nd Street Miami, FL 33156-7135 1-800-544-2115 

www.decisionresource.net 

BUSINESS TO BUSINESS 
DATA COLLECTION 

85 3 

• Meticulous Project M 
• Accurate Reporting 
• Highly Trained lnte w 
• Excellent Gatekeeper Techniques 
• Convenient Remote Monitoring 
• 100+ CA Tl Stations 
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Directions In Research, Inc. 
8593 Aero Drive 

iego, CA 92123 
00 676-5883 

Fax: (619) 299-5888 
info@ DIResearch.com 

http://www.diresearch.com 
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Elliott Benson 
1234 H St. , Ste. 200 
Sacramento, CA 95814 
Ph. 916-325-1670 
Fax 916-498-0394 
E-mail : ebinfo@elliottbenson.com 
www.elliottbenson.com 
Jaclyn Elliott Benson, President 

Elrick & Lavidge 
1990 Lakeside Pkwy., 3rd fl. 
Tucker, GA 30084 
Ph. 770-621-7600 or 800-456-1314 
Fax 770-723-6408 
E-mail : pws@elavidge.com 
www.elavidge.com 
Paul Sherrington, Vice President 

Cu~tome r R d•/ :-.arisfanion n SVP 
~tratt::J.;It::> 

[)ivbiOil 

FIND/SVP, Inc. 
Customer Satisfaction and Loyalty Group 
625 Avenue of the Americas 
New York, NY 1 0011 
Ph. 212-807-2712 
Fax 212-807-2688 
E-mail: jpolito@findsvp.com 
www.findsvp.com 
Jim Polito, Dir. , Research Services 

The Customer Satisfaction and Loyalty Group of 
FIND/SVP conducts in-depth customer satisfaction 
measurements programs customized to meet our 
clients ' unique requirements . Our studies gener-

ate candid customer opinions and critical com­
petitive information. These results become tools to 
help you create and implement long-term com­
petitive market strategies which let you improve 
your bottom line. 
(See advertisement on p. 69) 

Flake-Wilkerson Market Insights, LLC 
10 Corporate Hill Dr., Ste. 100 
Little Rock, AR 72205 
Ph. 501-221-3303 or 800-327-8831 
Fax 501-221-2554 
E-mail: research@mktinsights.com 
www.mktinsights.com 
George Wilkerson , President 

Food Insights 
8001 Centerview Pkwy., Ste . 101 
Cordova, TN 38018 
Ph. 901-755-9911 
Fax 901-755-1 006 
E-mail: FOODNSGHTS@aol.com 
Judy Patton , Sr. V.P. Mkt. Rsch. 

Galli Research Services 
3728 Bernard St. 
Ch icago, IL 60618 
Ph. 773-4-SURVEY 
Fax 773-478-7899 
Paul Galli, President 

An archive of 
past QMRR 

articles is 
just a mouse 

click away 

.,.,.,.,.,.,_quirks. coin 

Gantz Wi ley Research 
920 Second Ave. S., Ste . 1300 
Minneapolis, MN 55402 
Ph . 612-332-6383 
Fax 612-342-2922 
E-mail : info@gantzwiley.com 
www.gantzwiley.com 

Goldfarb Consultants 
4950 Yonge St. , Ste. 1700 
Toronto, ON M2N 6K1 
Canada 
Ph . 416-221-9200 
Fax 416-221-2214 
E-mail : info@goldfarbconsultants.com 
www.goldfarbconsultants.com 
Karen Blaine 

The Green Group 
3250 W. Big Beaver Rd. , Ste. 526 
Troy, Ml 48084 
Ph . 248-637-3199 
Fax 248-637-3473 
E-mail: GGroupTroy@aol.com 
www.greengrouptroy.com 
JeffreyS. Green , President 

Hammer Marketing Resources 
1791nverness Rd . 
Severna Park, MD 21146 
Ph . 410-544-9191 
E-mail : bill@gohammer.com 
www.gohammer.com 
Bill Hammer, President 

Harris Black International , Ltd. 
(See Harris Interactive) 

Harris I N T E R A C T I V E 

Harris Interactive 
Corporate Headquarters 
135 Corporate Woods 
Rochester, NY 14623 
Ph . 716-272-8400 or 800-866-7655 
Fax 716-272-8680 
E-mail: info@harrisinteractive.com 
www.harrisinteractive.com 
Nancy Wong 

Harris Interactive is a leader in international and 
Internet-based research . Since 1970, we have con­
ducted international research for global corpora­
tions and foundations in more than 80 countries 
and 30 languages. Harris Interactive, formerly 
Gordon S. Black Corporation , Louis Harris & 
Associates and Harris Black International, Ltd. , is 
the leader in Internet-based research with the 
world 's largest panel of cooperative on-line respon­
dents. 
(See advertisement on p. 95) 

Harte-Hanks Market Research 
10 Elizabeth St. 
River Edge, NJ 07661-1943 
Ph. 201-342-6400 
Fax 201-342-1709 
E-mail : research@harte-hanks.com 
www.harte-hanks.com 
Cathy Barnett , V.P. Sales 
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HEADFIRST Market Research 
332 Osprey Point 
Stone Mountain , GA 30087 
Ph . 770-879-5100 

Hispanic and general markets. CS services include: 
surveys, interviews, focus groups, benchmark­
ing , tracking studies, employee opinion studies, 
and organizational assessments. Highly qualified 
bilingual researchers. State-of-the-art CATI center 
with 1 00 stations. 

1/H/R Research Group 

Fax 770-879-0014 
E-mail : headfirst@mindspring.com 
Greg Head, President 

J. Hine & Associates, Inc. 
2301 Barberry Ct. 
VVaukesha, VVI 53188 
Ph . 414-896-9009 
Fax 414-896-9779 
E-mail: jhine@execpc.com 
Jeffrey Hine, President 

HI S PA I C &A S IA N 

MARKET! G COMM UN ICATI O 

RE S EAR II , I C. 

Hispanic Marketing Commun ication Research 
a div. of Hispanic & Asian Marketing 
Communication Research , Inc. 
1301 Shoreway Rd ., Ste. 100 
Belmont, CA 94002 
Ph . 650-595-5028 

(See advertisement on p. 37) 

Peter Honig Associates, Inc. 
333 Old Tarrytown Rd. 
VVhite Plains, NY 10603 
Ph. 914-946-7300 
Fax 914-946-4378 
E-mail : research@peterhonig.com 
www.peterhonig .com 
Peter Honig , President 

HR and Associates, Inc. 
223 Burlington Ave. 
Clarendon Hills, IL 60514-1168 
Ph . 630-789-0444 
Fax 630-323-4066 
E-mail : inquiries@hrandassociates.com 
www.hrandassociates.com 
Daphne Davis, Vice President 

Quality Marketing Research That Works. 

1/H/R Research Group 
4440 S. Maryland Pkwy. , Ste. 203 
Las Vegas, NV 89119 
Ph . 702-734-0757 
Fax 702-734-6319 
E-mail: IHRRRA2@aol.com 
Lynn Stalone, Partner 

Looking for a great data collection source for your 
customer satisfaction research? Then 1/H/R 
Research Group has the technology and experi­
ence you 're looking for! 130 networked for Ci3 
CATI and ACS Query. Fast turnaround, highest 
quality data collection, competitive prices. MRA 
interviewer training program. Silent monitoring , 
state-of-the-art computer systems and CATIHelp 
management system. 
(See advertisement on p. 23) 

Fax 650-595-5407 
E-mail : gateway@hamcr.com 
www.hamcr.com 

I.S.I.S.-Integrated Strategic Information Services 
2160 VVard VVay 
VVoodside, CA 94062 

Felipe Korzenny, Ph.D., President Ph. 650-298-8555 
Fax 650-298-9555 
E-mail : isis@isisglobal.com Hispanic consumer satisfaction research using a 

Psycho-socio-cultural© approach . Full-service 
qualitative and quantitative research in the U.S. and 
Latin America , assessment of external and inter­
nal customer satisfaction (CS) and needs for 

Marc C. Limacher, Managing Director 

Our quality market research is 
the key to your business success. 
We are the dominant Internet-based market 
research and polling firm in the world, with the 

largest online panel of nearly 5 million unique 
cooperative respondents. Besides the Harris Poll, 
a leading barometer of American public opinion 
for more than 40 years, we offer a broad range of 
world-class research and consulting services, and 
information technology products and services. 

Harris Interactive research makes a measurable 
difference in helping you understand your 
customers' needs, identify your target markets, 
and improve your business decisions. 

let the power of 
Internet research 
improve your business. 

Harris Interactive Inc. Rochester, New York 
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We provide a full array of qualitative 
and quantitative research in: 

• Business to business 

• Business to consumer 

• Health care 

• Public policy 

• Education markets 

Our services include: 

• CSMpact 5
m- our unique approach 

to customer satisfaction measurement 

• Customer loyalty 

• Retention research 

• Customer Relationship Management 

For more information contact: 
Robert Kallstrand 
Group President, Business & Consumer Research 
www.harrisinteractive.com 
e-mail: info@harrisinteractive.com 
Phone: (888) 557-7492 
Fax: (716) 272-8680 
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ICR 
ICR/International Communications Research 
605 W. State St. 
Media, PA 19063 
Ph. 610-565-9280 
Fax 610-565-2369 
E-mail: icr@mail.icrsurvey.com 
www. icrsu rvey.com 
Steven McFadden, President 

Full-service market research firm with particular 
emphasis on customer satisfaction research . ICR 
offers the full array of consulting services for ser­
vice quality improvement efforts through qualita­
tive "discovery," quantitative measurement of your 
customers' needs and expectations, formalized 
analysis and presentation, implementation , and 
subsequent performance tracking. ICR's areas of 
expertise include consumer and industrial prod­
ucts and services, computer technology, telecom­
munications, uti lity services, pharmaceutical prod­
ucts, and food services among others. 
(See advertisement on p. 97) 

Information Works 
517 S.W. 4th, 3rd fl. 
Portland , OR 97204 
Ph. 503-402-1244 or 800-724-3060 
Fax 503-402-1250 
E-mail : info@informationworks.net 
www.informationworks.net 
Daniel Short, CEO 

lnfoTek Research Group, Inc. 
4900 S.W. Griffith Dr. , Ste. 274 
Beaverton , OR 97005 
Ph. 503-644-0644 
E-mai I: Steve b@i nfotekresearch. com 
www.infotekresearch.com 
Steve Boespflug, V.P./Principal 

lntelliQuest, Inc. 
Bldg . 1, Ste. 600 
1250 Capital of Texas Hwy. , S. 
Austin , TX 78746 
Ph. 512-329-0808 
Fax 512-329-0888 
E-mail : utalley@intelliquest.com 
www.intelliquest.com 
Ursula Talley, Managing Director of Mktg . 

Interactive Marketing & Research 
3411 Rea Forest Dr. 
Charlotte, NC 28226 
Ph. 704-341-3270 
Fax 704-341-3269 
E-mail: research@inter-active.com 
www.inter-active.com 
Riley Kirby, President 

IRB International Ltd . 
Fenchurch House 
31 Hillcrest Road, South Woodford 
London E18 2JL 
United Kingdom 
Ph . +44-20-8505-9211 
Fax +44-20-8505-1333 
E-mail: info@irb-international.co.uk 
www.irb-international.co.uk 
John Kelly, Chief Executive 
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Irwin P. Sharpe & Associates 
50 Greenwood Ave. 
West Orange, NJ 07052 
Ph. 973-731-7800 
Fax 973-731-4214 
www.sharpeassociates.com 
Peter Sharpe, Vice President 

Issues and Answers Network, Inc. 
5151 Bonney Rd . 
Virginia Beach , VA 23462 
Ph . 757-456-1100 or 800-23-ISSUE 
Fax 757-456-0377 
E-mail : peterm@issans.com 
www.issans.com 
Peter McGuinness, President 

J.D. Power and Associates 
30401 Agoura Rd . 
Agoura Hills, CA 91301 
Ph. 818-889-6330 
Fax 818-889-3719 
E-mail : info@jdpower.com 
www.jdpower.com 

JFA Consulting, Inc. 
7557 Rambler Rd ., Ste. 550 
Dallas, TX 75231-4164 
Ph. 214-361-9700 
Fax 214-361-9715 
E-mail : info@jfaconsulting.com 
www.jfaconsulting.com 
Norman Bendiksen, V.P. Operations 

JRA, Marketing Research (J. Reckner Associates) 
587 Bethlehem Pike, Ste. 800 
Montgomeryville, PA 18936-97 42 
Ph. 215-822-6220 
Fax 215-822-2238 
E-mail : info@reckner.com 
www.reckner.com 

JRP Marketing Research Services 
100 Granite Dr. , Terrace Level 
Media, PA 19063 
Ph . 610-565-8840 
Fax 610-565-8870 
E-mail : jrpmark@fast.net 
Paul R. Frattaroli , President 

Just The Facts , Inc. 
P.O. Box 365 
Mt. Prospect, I L 60056 
Ph. 847-506-0033 
Fax 847-506-0018 
E-mail: facts2@interaccess.com 
www.just-the-facts.com 
Bruce Tincknell , President 

We Find The Facts!™ If your organization is seek­
ing only the traditional customer satisfaction 
approaches, then we're probably not the best part­
ner for you! JTF Research executes our unique 
Pre-Emptive Satisfaction™ methodology. We not 
only evaluate satisfaction for your firm 's services, 
but more importantly, how they compare with your 
peer competitors ... the true litmus test. Fortune 

500 and many others, appreciate our dedication to 
quality, strategic perspectives; supported by 25 
years of experience. 
(See advertisement on p. 8) 

Kadence (UK) Ltd 
Kadence House 
748 Fulham Road 
London SW6 5SN 
United Kingdom 
Ph . +44-20-7610-6464 
Fax +44-20-761 0-6565 
E-mail : kadenceuk@kadence.com 
www.kadence.com 
Simon Everard , Managing Director 

Kadence Business Research 
85 Speen St. 
Framingham, MA 01701 
Ph . 508-620-1222 
Fax 508-620-1223 
E-mail : kadenceus@kadence .com 
www.kadence.com 
Owen Jenkins, CEO 

Kramer Marktforschung GmbH 
Hansestr. 69 
48165 Muenster 
Germany 
Ph . +49-2501-8020 
Fax +49-2501-8021 00 
E-mail : kraemer@kraemer-mafo.de 
www.kraemer-mafo.de 
Henning Eichholz, Dir. International Projects 

Kubba Consultants, Inc. 
2720 River Rd ., Ste . 200 
Des Plaines, IL 60018 
Ph . 847-296-1224 
Fax 84 7-296-1226 
E-mail : EdKubba@aol.com 
Ed Kubba, President 

Lein/Spiegelhoff, Inc. 
720 Thomas Ln . 
Brookfield , WI 53005 
Ph . 414-797-4320 
Fax 414-797-4325 
E-mail : ls@execpc.com 
www.execpc.com/- ls 
Chuck Spiegel hoff, President 

Leone Marketing Research 
PMB 410 
4250 Alafaya Trl. , Ste. 212 
Oviedo , FL 32765 
Ph . 407-977-0948 
Fax 407-977-8553 
E-mail : feliciatrimboli@msn.com 
Felicia Leone Trimboli , President 

Louis Harris & Associates , Inc. 
(See Harris Interactive) 

Low+ Associates , Inc. 
5454 Wisconsin Ave. , Ste . 1400 
Chevy Chase, MD 20815-6994 
Ph. 301-951-9200 
Fax 301 -986-1641 
E-mail: focusgroups@lowassociates.com 
www.lowassociates.com 
Nan Russell , V.P. Market Intelligence 
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Low+ Associates, Inc. 
8805 N. 23rd Ave. , Ste. 400 
Phoenix, AZ 85021-4171 
Ph. 602-678-3747 
Fax 602-906-9424 
E-mail: azresearch@lowassociates.com 
www.lowassociates.com 
Jody Kent, Marketing Manager 

Maritz Marketing Research Inc . 
1297 N. Highway Dr. 
Fenton, MO 63099 
Ph. 636-827-1610 or 800-446-1690 
Fax 636-827-8605 
E-mail : mmri@maritz.com 
www. maritz.com/mmri 
Phil Wiseman , V.P. Marketing 

A full-service firm conducting custom and syndi­
cated studies. Specialists in customer satisfac­
tion/customer value measurement. Research ser­
vices in key areas: qualitative, tactical (tracking, 
AT&U , etc.) and strategic (product positioning , 
market segmentation , etc.). MMRI covers major 
markets in North America , Central and Latin 
America, Europe, Africa, the Middle East, and the 
Asia Pacific Region . Member CASRO. 
(See advertisement on p. 55) 

Market Attitude Research Services Pty Ltd 
Suite 18, 20-24 Gibbs Street 
(P 0 Box 214) 
Miranda, NSW 2228 
Australia 
Ph . +61-2-9525-3200 
Fax +61-2-9525-3656 
E-mail : collins@mars.bu .aust.com 
David Collins, Managing Director 

Market Connections, Inc. 
13814 S. Springs Dr. 
Clifton , VA 20124 
Ph . 703-818-2476 
Fax 703-818-3730 
E-mail : mktcnnect@aol.com 
www.marketconnectinc.com 
Lisa Dezzutti , President 

Market Facts, Inc. 
902 Broadway 
New York, NY 1 001 0 
Ph. 212-460-8585 
Fax 212-353-1724 
www. marketfacts.com 
John Fricker, Dir. Satisfaction Services 

Market Insight 
700 E. Beaver Ave. 
State College, PA 16801 
Ph . 814-231-2140 
Fax 814-234-7215 
E-mail : insight@penn.com 
www.m-insight.com 
Brian Hutchison, General Manager 

"Was I surprised! 
Our research supplier does a lot 

more than just collect data." 

"I see." 

"No ... ICR." 

ALTHOUGH ICR ha a reputation for providing quality consumer 
and business-to-business custom data services, we continue to 
surprise our clients with value added services ... 

EXCEL Omnibus for collecting critical consumer informa­
tion quickly and inexpensively. 

Multivariate Analytical Support to take you beyond your 
cross-tabs. 

Customer Satisfaction/Loyalty research and implementa­
tion experience to help you define and impact your business. 

Full Custom Research for added support to your own staff. 

Teen EXCEL Omnibus for a cost-effective alternative for 
reaching 12 to 17 year olds. 

Mail Survey, Product Placement and Intercept Experience 
for when telephone research doesn't fit your needs. 

Expertise in utilities , religion, healthcare, cable TV, PR, 
financial , lodging, technology, retail and packaged goods. 

Database Development and Management. 

International Research to help you reach around the world. 

RACER5M Web-based system for delivery of information. 

To find out more about what we can do , just call (610) 565-9280 
and see. You may just be surprised! 

ICR 
International Communications Research 

ICR!lnternational Communications Research • An AUS Company 
605 West State Street • Media, PA 19063 • (610) 565-9280 • Fax (610) 565-2369 

E-mail: icr@mail.icrsurvey.com • Internet: http://www.icrsurvey.com 

Chicago (847) 330-4465 • ew York (718) 548-2683 
Boca Raton (561) 988-9692 • St. Louis (314) 537-7829 
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Market Perceptions, Inc. 
Health Care Research, Inc. 
240 St. Paul St. , Ste. 100 
Denver, CO 80206 
Ph . 303-388-0873 
Fax 303-388-3822 
E-mail : kweiss@marketperceptions.com 
www.marketperceptions.com 
Karl Weiss, President 

Market Probe International, Inc. 
114 E. 32nd St. , Ste. 1603 
New York, NY 1 0016-5506 
Ph. 212-725-7676 
Fax 212-725-7529 
E-mail : mkprbint@idt.net 
http:/ /idt. net/ -mkprbint 
Alan Appelbaum, President 

/•\ MARKET PROBE, INC. 

Market Probe , Inc. 
2655 N. Mayfair Rd . 
Milwaukee, WI 53226-1310 
Ph. 414-778-6000 
Fax 414-778-3730 
E-mail : info@marketprobe.com 
www.marketprobe.com 
T.R. Rao, Ph.D ., President 

For over 20 years , Market Probe has been a fore­
runner of disaggregated analysis of customer sat­
isfaction measurement (CSM) data for Fortune 
1000 corporations worldwide . Our services 
encompass the many facets of customer satisfac­
tion and loyalty programs, including loyalty mod­
eling, profitability analysis, market segmentation, 
competitive benchmarking and more. Our global 
reseach is extended through our subsidiaries in 
Europe, Canada, and India. 
(See advertisement on p. 98) 

Market Probe k~ows 
no boundaries 
when focusing on 
customer satisfadion 
measurement. 

Let us share our 
global vision 
with you. 

Market Resource Associates , Inc. 
800 Marquette Ave. , Ste. 990 
Minneapolis, MN 55402 
Ph. 612-334-3056 or 800-795-3056 
Fax 612-334-3121 
E-mail : johnmra@wavetech .net 
www.mraonline.com 
John Cashmore, CEO 

Market Trends Pacific , Inc. 
1001 Bishop St. , Ste. 505 
Honolulu , Hl96813 
Ph . 808-532-0733 
Fax 808-532-0744 
E-mail: mtp@lava.net 
Wanda L. Kakugawa, President 

Marketing & Research Resources, Inc. 
1303-A East Patrick St. 
Frederick, MD 21701 
Ph. 301-694-2800 
Fax 301-694-5171 
David_ Vershel@m-rr.com 
www.m-rr.com 
David Vershel 

Marketing Evaluations/TVQ, Inc. 
1615 Northern Blvd . 
Manhasset, NY 11030 
Ph. 516-365-7979 
Fax 516-365-9351 
E-mail: info@qscores.com 
www.qscores.com 
Steven Levitt, President 
Henry Schafer, Exec. Vice President 

Marketing Horizons, Inc. 
1001 Craig Rd ., Ste. 100 
St. Louis, MO 63146 
Ph . 314-432-1957 or 800-669-0839 
Fax 314-432-7014 
E-mail : sfeeney@stlnet.com 
www.mhorizons.com 
Stephanie Feeney, Dir. of Field Svcs. 

Market Probe, Inc. 
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2655 N. Mayfair Rd. Milwaukee, Wisconsin 
414-778-6000 www.marketprobe.com 

Trust our experience - Discover our innovation 

USA ~ CANADA £ EUROPE ~ INDIA 

MARKETING I_S:VERAGE, INC~ 

Marketing Leverage , Inc. 
78 Eastern Blvd . 
Glastonbury, CT 06033 
Ph . 800-633-1422 
Fax 860-659-8664 
E-mail : LKELLY@marketingleverage.com 
www.marketingleverage.com 
Lynn C. Kelly, President 

We help you gain control of information about 
customers and leverage it for improved growth and 
profit. New models for understanding customer 
satisfaction combined with customer lifetime value 
assist in prioritizing service improvements, prod­
uct enhancements and communications . Special 
expertise in financial services, insurance, health 
care , informat io n technology and services 
providers . Known for high quality, thoughtful 
design and good communications throughout an 
assignment. 
(See advertisement on p. 99) 

Marketing Metrics , Inc. 
305 Rte . 17 
Paramus, NJ 07652 
Ph . 201-599-0790 
Fax 201-599-0791 
E-mail : bdunn@marketingmetrics.com 
www.marketingmetrics.com 
William Dunn, Dir. of Business Development 

Marketing Research Services, Inc. 
600 Vine St. , #2900 
Cincinnati, OH 45202 
Ph . 513-579-1555 
E-mail : rthaman@mrsi.com 
www.mrsi .com 
M. Randall Thaman, President 

Marketing Solutions Corporation 
2 Ridgedale Ave ., Ste. 216 
Cedar Knolls , NJ 07927 
Ph . 201-540-9133 
Fax 201-540-9280 
E-mail : MarketingSolutions@ibm.net 
www.marketingsolutioncorp.com 
Michael Moskowitz, Presi dent 

Marketing Solutions Corporation 
522 Main St. , #16 
Bethlehem , PA 18018 
Ph. 800-326-3565 
Fax 610-861 -0184 
E-mail : MarketingSolutions@ibm.net 
www.marketingsolutioncorp.com 

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 
www.marketrends.com 
Nancy Fuller, Owner/Pres ident 
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MarketResponse International USA, Inc. 
6442 City West Pkwy., #305 
Minneapolis, MN 55344 
Ph . 612-943-2230 
Fax 612-943-2320 
E-mail : decide@marketresponse.com 
www. marketresponse.com 
Tom Pearson , Managing Director 

MarketVision Research® 
Corporate Headquarters 
MarketVision Building 
4500 Cooper Rd . 
Cincinnati , OH 45242-5617 
Ph . 513-791-3100 
Fax 513-794-3500 
E-mail : info@marketvisionresearch.com 
www. marketvision research . com 
Rex L. Repass, President 

Marlin Research Ltd . 
16A Old Town, Scout Lane 
London SW4 OJY 
United Kingdom 
Ph. +44-20-7720-9043 
Fax +44-20-7720-2221 
E-mail: all@marlinresearch.com 
Lindy Harris 

Maryland Marketing Source, Inc. 
817 Maiden Choice Ln. 
Baltimore, MD 21228 
Ph. 410-247-3276 
Fax 41 0-536-1858 
E-mail: mmsi@erols.com 
Barbara Bridge, President 

Medical Research International, Inc. 
1 0425 Sail Place 
Boca Raton , FL 33498 
Ph. 561 -470-9808 
Fax 561 -470-9136 
E-mail : MRIL@prodigy.net 

Melnik/Burke 
Av. Frederico Lacroze 1722 
1426 Buenos Aires 
Argentina 
Ph . +54-11-4777-9041 
Fax +54-11 -4 772-9714 
E-mail : melnik@melnik.com.ar 
www. melnik.com.ar 
Ricardo Melnik, President 

Mercator Corporation 
21 Pleasant St. , Ste. 201 
Newburyport, MA 01950 
Ph . 978-463-4093 or 800-997-7627 
Fax 978-463-9375 
E-mail : sales@mercator-corp.com 
www.mercatorcorp.com 
Donna O'Neil 

Mercator offers SNAP Professional®, a PC-based 
survey design and analysis software for creating 
and deploying paper, e-mail , Web-based and 
scannable questionnaires. Available for Windows 
3.x, Windows 95, Windows 98, Windows NT and 
OS/~ . SurveyShop offers survey bureau services 

including questionnaire design, data processing 
and analysis, also Web-based survey hosting, 
response collection and data analysis. 
(See advertisement on p. 68) 

Are you keeping 
all the customers Now you can develop and implement 

W 0 r th strategies that build loyal, long-term, high 
return customers. 

? 
Let Marketing Leverage show you how to 

keep 1. ng • improve customer retention, provide products 
that are aligned with customer needs and 
target high potential prospects. 

We ' ll help you gain control of information about your customers, then leverage 
it for improved growth and profit. You 'll use tools from our value improvement 
model and benefit from our customer satisfaction surveys that include in-depth 
interviewing as well as quantitative models. 

To leverage our experience, call us at 800-633-1422 or visit us on the web at 
www.marketingleverage.com. 

MARKETING :LgVERAGE, INC~ 
78 Eastern Boulevard, Glastonbury, CT 

Satisfying your cu st omers 
is a go od way to lose them . 

Customer satisfaction doesn't guarantee customer loyalty. 
To retain customers in today's marketplace, you must offer 
them something of real value. Fortunately, Value Analysis ™ 

helps you determine what your customers valueJ. It can keep 
your customers loyal and persuade your 
competition's customers to become 
your loyal customers as well. For more 

information on Value Analysis, call MESSAGE FACTORS, IN c." 

Message Factors at 800-300-2516. Insightful Marketing Research 

www.messagefactars. com 
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Message Factors, Inc. 
Insightful Market Research 
5350 Poplar Ave. , Ste. 750 
Memphis, TN 38119 
Ph . 901 -683-5350 
Fax 901 -683-0977 
E-mail : mfimemphis@aol. com 
www. messagefactors.com 
Mary Day, President 

Message Factors was founded in 1967 to provide 
value-added marketing research products to he lp 
companies acquire, optimize and retain customers. 
Proprietary products Value Analysis (measu res 
and defines value), Spectrum Analysis of Customer 
Satisfaction , Barriers to Growth Analysis and 
Strength and Weakness Analysis represent 80 per­
cent of the firm 's business. 
(See advertisement on p. 99) 

Meyers Research Center 
58 W. 40th St. 
New York, NY 10018 
Ph . 212-391-0166 
Fax 212-768-0268 
E-mail : jfriedlaender@mrcisretail.com 
www. mrcisretail .com 
Jeff Friedlaender, Vice President 

MGA Communications, Inc. 
1125 17th St. , Ste . 1800 
Denver, CO 80202 
Ph. 303-298-1818 
Fax 303-297-3526 
E-mail: dmagee@MGAperforms.com 
Doug Magee, V.P. Research 

~1chelson 
~~ociates, Inc. 
Strateg ic M arketing Research 

Michelson & Assoc iates, Inc. 
1900 The Exchange, Ste. 360 
Atlanta, GA 30339 
Ph . 770-955-5400 
Fax 770-955-5040 
E-mai l: mark@michelson.com 
www.michelson.com/research 
Mark L. Michelson , President/CEO 

Custom qualitative and quantitative solutions since 
1984. Specialists in customer service and satis­
faction , product and faci lity development, adver­
tis ing and design research. Services include: focus 
groups, mystery shopping, telephone , mail and 
intercept surveys . 45 ,000 qualified shoppers 
nationwide. Extensive experience with advertis­
ing, apparel , apartments, associations, automotive, 
dru gstore, facility design , grocery, health care , 
hospitality, optical , pub lishing , restaurants and 
retail. Cal l Mark Michelson for consultation and 
quote on your next project. 
(See adve rt isement on p. 1 00) 

Mind Search 
272 Wh ipp le Rd. 
Tewksbury, MA 01 876-3540 
Ph. 978-640-9607 
Fax 978-640-9879 
E-mai l: julie@mind-search .com 

Moosbrugger Marketing Research 
Corporate Headquarters 
632 N. Flagship Dr. 
Salem, SC 29676 
Ph. 888-354-5090 or 864-944-7700 
Fax 864-944-8964 
E-mail : mmr77@aol.com 
Mary C. Moosbrugger, President 

IMP~ MORPACE International, Inc. 
~ 7 Market Hesearclr mrd Consulting 

MORPACE International , Inc . 
Market Research and Consulting 
31700 Midd lebelt Rd ., Ste. 200 
Farmington Hil ls, Ml48334 
Ph. 248-737-5300 or 800-878-7223 
Fax 248-737-5326 
E-mai l: information@morpace.com 
www. morpace.com 
Pete Haag , Sr. Vice President 

MORPACE, a full -service research suppl ier, spe­
cializes in customer satisfaction research for auto­
motive, consumer, financial , health care , industri­
al and insurance clients using QFD, CS indexing , 
expectation/gap analysis, problem resolution , and 
retention methodologies. New analysis techniques 
and state-of-the-art software have been designed 
to address the un ique needs of our clients . Contact 
us to talk with a veteran research manager who will 
help you develop and implement an actionable 
customer satisfaction program . Learn how to 
understand the voice of your customers; measure 
the extent and importance of your customer's 
problem; and bu ild a house of quality. 
(See advertisement on p. 101) 

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

• Focus Groups 
• Phone Su rveys 
• Mailed Surveys 
• On-Site Surveys 
• Internet Research 
• Mystery Shopp ing 
• Secondary Research 
• Demographic Mapping 

Serving clients nationwide since 1984 
Member: QRCA, MRA, AMA 

·chelson 
Associates, Inc. 

Strategic M arket ing Research 

www.quirks.com 

For ton ~ult a li o n on your re'>l'MCh need ~, 

( all Mark Michelson, Pre'>ident/CEO 

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

E-Mail : focus@onramp.net 

1900 The Exchange, Suite 360 
Atl anta, Georgia 30339 

For more in fo, visit our webs ite 
www.michelson.com/research 
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RESEARCH & STRATEGIC SOLUTIONS: 
POWER TO CHANGE YOUR WORLD. 

We partner with you to uncover information vital to your business . 

Then we help you convert that knowledge to actionable strategic 

solutions ... solutions that can alter the competitive landscape in 

your favor. 

Proven domrstic and international research capabilities~ plus 

in-depth experience in a wide range of major industries~ allow us to 

deliver on-target results with remarkable speed and efficiency. 

The MORPACE approach: Power to change your world. Call Pete 

Haag today at 248-737-5300 ~ or visit our website at www.morpace.com. 

LMp~ MORPACE International, Inc. 
~ 1 ~ Market Research and Consulting 

Coqwrat.- llt•tultlllal'tt•t·l'l: :{ 1700 Midrllehdt Huad , Farmington Hills, Ml 48334 USA 248-737-5300 www.morpace .com 
l K Oflit·t•: Holl ywood ll oust•, Church Strt't•t Eas t, Wo king, Surrry GU2 L lHJ England +44 1483 737000 

Advertising; • Automoti vt' • Computr r Tt'c hnology • Consunwr Products • Educa tion • Financial r rvices • Health Ca re 
Home lmprorc·mpnt • lnsurant·t· • Mrdia • Pharmacruti ra l • Publi r Poli cy • Trlrcommunica tions • Tran portation • Utilities 



MR&S Market Research & Services GmbH 
Mainluststrasse 2 

MRC Group 
101 Convention Center Dr., Ste. 1005 
Las Vegas, NV 891 09 60329 Frankfurt/Main 

Germany 
Ph. +49-69-2426650 
Fax +49-69-250016 
E-mail: mr-s@mr-s.com 
www.mr-s.com 
Thomas Aragones, Managing Director 

Ph . 702-734-7511 
Fax 702-734-7598 
E-mail : research@mrcgroup.com 
www.mrcgroup.com 
James Medick, Managing Director 

Looking For Results? 

Call The Experts! 
NCS offers a fast and accurate single-source solution to your evaluation problems. Whether 

your goal is to achieve stronger customer relationships, identify the strengths of your 

products and services or measure employee attitudes, we can help. 

When you work with NCS, you choose the services you need. Our responsive personnel 
teams are ready to work with you throughout the entire process ... from determining the best 

way to gather information to providing quality implementation through NCS' multiple technologies. 

NCS can provide Internet, E-mail, CATI, IVR and paper-based services- in any language. 

Measurement Focus 
Attitude Surveys 
Outcome Surveys 

Customer/Product Database 

Balloting/Proxy 

Service Offerings 
Research Planning 
Project Management 

Printing 

Distribution and Receiving 

Processing and Coding 
Analysis and Reporting 

Want to learn more? Call NCS at 1-800-44 7-3269 
www.ncs.com 

Copyright © 1998 
National Computer Systems, Inc. 
All rights reserved . G· 

MSB-Managing The Service Business 
Winslow House, Church Lane 
Sunninghill , Ascot 
Berkshire SL5 ?ED 
United Kingdom 
Ph . +44-134-487-6300 
Fax +44-134-487 -3677 
E-mail : andy.booth@msb-ltd .co.uk 
www.msb-ltd.co.uk 
Don Porter 

MULTICULTURAL 

RESEARCH CENTER 
A Division of H&AMCR, Inc. 

Multicultural Research CentersM 
A Division of H&AMCR, Inc. 
1540 E. First St. , Ste. 200 
Santa Ana, CA 92701 
Ph . 714-560-1120 
Fax 714-560-1121 
E-mail : ResearchCenter@hamcr.com 
www.hamcr.com 
Wendy Bryan , Facility Manager 

Field management, data collection and focus group 
facilities for customer satisfaction research , spe­
cializing in Hispanic and Asian markets. Customer 
satisfaction services include surveys, interviews, 
focus groups, benchmarking , tracking studies, 
employee opinion studies. Two focus group rooms 
for your qualitative needs, plus state-of-the-art 
CATI center with 50 stations for multil ingual tele­
phone interviewing. 

Multi-Quest International, Inc. 
708 Rosa Ave. 
Metairie, LA 70005 
Ph . 504-835-3507 or 504-835-3282 
E-mail : research@eatel.net 
www.multi-questintl .com 
John Grimm, President 

National Shopping Service Network, LLC 
3910 E. Evans Ave. 
Denver, CO 80210-4927 
Ph . 303-451 -0538 
Fax 303-451-0325 
E-mail : howard@mysteryshopping.net 
www.mysteryshopping .net 
Howard Troxel , President 

National Survey Research Center 
5350 Transportation Blvd ., Ste. 19 
Cleveland , OH 44125 
Ph. 800-837-7894 
Fax 216-518-2903 
E-mail : nsrc@nsrc.com 

NCS 
4401 W. 76th St. 
Minneapol is, MN 55435 
Ph . 800-447-3269 
Fax 612-830-8564 
E-mail : info@ncs.com 
www.ncs.com 

A full-service research and consulting firm , NCS 
specializes in large-scale customized assessments 
of internal and external customer/employee atti­
tudes. NCS tailors research to each client's needs 
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and helps turn information into actionable results 
throughout the organization. NCS offers multiple 
data collection technologies, e.g., Internet, e-mail , 
phone, paper-based. NCS customers may use any 
or all of NCS' available services, including project 
management, research , survey design, printing , 
distribution, database management, analysis , 
reporting or in-house software and systems. 
(See advertisement on p. 1 02) 

THE f If' I E T 0 D I\ 

NETWORK 
501 Main St. , Ste. 50 
Covington, KY 41011 
Ph . 606-431-5431 
Fax 606-431-5838 
E-mail : network@callnetwork.com 
www.callnetwork.com 
Linda Tessar, Managing Partner 

Your single source for meeting qualitative and 
quantitative marketing research needs. NETWORK 
is a national marketing and opinion research com­
pany that is a consortium of highly respected , 
independent owner-operated data collection com­
panies encompassing 15 markets and 30 loca­
tions from coast-to-coast. Services include: cen­
tralized bidding/billing; CATI and CAPI capabili­
ties ; multimedia applications; focus groups; one­
on-one interviewing; consumer, business-to-busi­
ness and customer satisfaction research ; pro­
gramming (CfMC) ; training ; data entry; coding 
and tabulated reporting. 
(See advertisement on p. 62) 

Nordhaus Research, Inc. 
20300 W. 12 Mile Rd. 
Southfield , M I 48076 
Ph. 248-827-2400 or 800-860-9996 
Fax 248-827-1380 
Bob Vandam, President 

Full-service national research company; quantita­
tive/qualitative research . Five experienced mod­
erators; 190 monitored central telephone stations 
utilizing Ci2, Tel-Athena and predictive dialing tech­
nology for unparalleled results and efficiency. 
Complete data processing capabilities, statistical 
analysis; focus group facilities in Southfield and 
Grand Rapids, Mich., and Atlanta , Ga., locations. 
Nationwide access to mall locations. Specialists in 
advertising , health care , financial/banking , media 
and utilities. 
(See advertisement on p. 1 03) 

Northeast Data 
High Income Mall Testing & Group Focus Facility 
Wayne Towne Center, Rte . 23 S. 
Wayne, NJ 07470 
Ph . 973-785-4449 
Fax 973-785-3679 
E-mail : northeastdata@yahoo.com 
Paul Schwartz, President 

C.J. Olson Market Research, Inc. 
2125 E. Hennepin Ave., Ste. 100 
Minneapolis, MN 55413-2720 
Ph . 612-378-5040 or 800-788-0085 
Fax 612-378-5401 
E-mail: cjo@minn.net 
www.fouthgen .com/- cjolson 
Carolyn J. Olson, President/Owner 

Opinion Dynamics Corp. 
1030 Massachusetts Ave. 
Cambridge, MA 02138-5335 
Ph . 617-492-1400 
Fax 617-497-7944 
E-mail : jminor@opiniondynamics.com 
www.opiniondynamics.com 
John F. Minor, Director of Marketing 

Nordhaus Research Inc. 

Southfield Office 
20300 W. Twelve Mile Rd. • Suite 102 

Southfield, MI 48076 
Tel: 800 • 860 • 9996 I Fax: 248 • 827 • 1380 

Opinion Research Corporation International 
P.O. Box 183 
Princeton, NJ 08542 
Ph . 800-999-0213 
Fax 800-759-5786 
E-mail : caravan@prn .opinionresearch.com 
www.opinionresearch.com 
Judi Lescher, Sr. Vice President 

Atlanta Office 
3355 Lenox Rd. • Suite 400 

Atlanta, GA 30326 
Tel: 800 • 956 • 9818 I Fax: 404 • 848 • 8199 

Grand Rapids Office 
3226 28th St. SE 

Grand Rapids, MI 49512 
Tel: 800 • 860 • 9996 I Fax: 616 • 977 • 7275 

October 1999 www.quirks.com 103 



Opinion Search, Inc. 
1800- 160 Elgin St. 
Ottawa, ON K2P 2C4 
Canada 
Ph. 800-363-4229 
Fax 613-230-3793 
E-mail : ehum@opinionsearch .com 
www.opinionsearch .com 

Save over 50 percent on your next field job. 
Opinion Search Inc. is one of Canada's leading 
data collection agencies . Our combination of 
world-class CATI call centers and Canadian prices 
is rapidly making us the field house of choice for 
the U.S. market research community. All calls are 
made from our Toronto and Ottawa phone centers 
using professional interviewers with midwestern 
accents. We feature 175 computer-assisted tele­
phone interviewing stations, two industry leading 
CATI software packages (INFO ZERO UN 's 
Interviewer and Sawtooth Software's Ci3) , fully 
integrated tabulation services and output in all of 

your favorite formats including SPSS , SAS , 
Quantime, etc. Also , international calling capabil­
ities and multilingual interviewers (French , 
Spanish , German, Cantonese, Mandarin , Italian, 
etc.) . 
(See advertisement on p. 5) 

Opinionmeter, Inc. 
P.O. Box 10126 
Oakland , CA 94610 
Ph . 510-559-3717 or 888-0PMETER 
Fax 510-559-3716 
E-mail : sales@opinionmeter.com 
www.opinionmeter.com 
Morgan Strickland, Dir. of Ops. 

Opinions Unlimited, Inc. 
Three Riverway, Ste. 250 
Houston, TX 77056 
Ph. 713-888-0202 or 800-604-424 7 
Fax 713-960-1160 
E-mail: ask@opinionsunlimited .com 
www.opinionsunlimited .com 
Andy Martin, Ph.D ., Vice President 

2323 H1llsboro Road . Su1te 500 . Nashville , Tennessee 37212 
800.788.7728 T. 615 292 4860 F 615 .292 .0262 

Quality of Service 
Customer Satisfaction Research 

• In-Depth Open-Ended Verbatim Studies 
• Full Verbatim Comment Recordings 

• Key Drivers Identified 
• Ongoing Trend Studies 

• Phone, Mail & Internet Surveys 
• Panel Options 

• Specialists in services research since 1986 

The Performance Group, Inc. 

Call Walter Babcock at 800-264-0814 for more information 

Organizational Studies, Inc. 
5399 Eglinton Ave . W. , Ste . 210 
Toronto, ON M9C 5K6 
Canada 
Ph . 416-626-7343 
Fax 416-626-1292 
E-mail : osi@osi-consult.com 
www.osi-consult.com 
Jim Graham, President/CEO 

Pacesetter Surveys 
2028 Timberlane Way 
San Mateo, CA 94402 
Ph. 650-345-2580 
Fax 650-345-5332 
E-mail : PACESURV@aol.com 

Paradigm Technologies lnt'l. 
391 Draco Rd . 
Piscataway, NJ 08854 
Ph . 732-248-7123 
Fax 732-248-7125 
E-mail : rav ipara@aol.com 
www.paradigmtek.com 
Ravi lyer, President 

PAT~HENRY 
MARKETING RESEARCH · DEMONSTRATIONS· M ERCHAN DISING 

Pat Henry Market Research , Inc. 
Tower City Center 
230 Huron Rd . N.W. , Ste. 100.43 
Cleveland, OH 44113 
Ph . 800-229-5260 or 216-621-3831 
Fax 216-621-8455 
E-mail : info@pathenry.com 
www: Coming Dec. 99 
Susan Ray Stone, Director of Research 

PHMR, Inc. provides custom qualitative and quan­
titative customer satisfaction research solutions. 
Clients receive top-notch service from start to fin­
ish and a research program that provides action­
able information and results . Areas of expertise: 
medical , ISO/OS, banking , food and food equip­
ment, museums, utilities, magazine/newspaper. 
Partial client listing : Marymount Hospital , 
Cleveland Division of Water, First Federal Bank, 
Western Reserve Historical Society, Hobart Corp ., 
The Plain Dealer, Advanstar, RTA. 
(See advertisement on p. 28) 

Penton Research Services 
1100 Superior Ave. 
Cleveland , OH 44114-2543 
Ph . 800-736-8660 or 216-931-9283 
Fax 216-696-8130 
E-mail : research@penton.com 
www.pentonresearch .com 
Kenneth Long , Director 
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The Performance Group , Inc. 
233 Main St. 
P.O. Box 828 
Mt. Vernon , IN 47620 
Ph. 800-264-0814 or 812-838-9814 
E-mail : performancegroup@aol.com 
Walter Babcock, President 

Find out what really separates the "dissatisfied 
and somewhat satisfied" from the "extremely sat­
isfied" resondents. We utilize new software tools 
for in-depth open-ended interviewing with fully 
projectable quantitative results that go far beyond 
ratings data. Have actionable results for service 
quality research with measurable performance 
improvement. We offer performance improvement 
research and consulting for clients in 45 states. 
(See advertisement on p. 104) 

Performance Plus 
111 Speen St. , Ste. 105 
Framingham, MA 01701 
Ph . 508-872-1287 
Fax 508-879-71 08 
Shirley Shames, President 

------* P ERSEUS 
D EVELOP 1ENT CORPORATIO"i 

Perseus Development Corporation 
222 Forbes Rd. , Ste. 208 
Braintree, MA 02184 
Ph. 781-848-8100 
Fax 781-848-1978 
E-mail: swashburn@perseusdevelopment.com 
www.perseus.com 
Scott Washburn , Product Marketing Manager 

Perseus Development Corporation is the leading 
provider of software and services for conducting 
Web-based customer surveys. Internet surveys 
are ideal for measuring customer satisfaction . 
Perseus provides a full range of solutions for small 
to multi-national organizations, from our easy to 
use survey software to our professional research 
services . Download our free white paper, Web 
Surveys- A Comprehensive Overview from 
www.perseus.com. 
(See advertisement on p. 41) 

Peryam & Kroll Marketing & Research Corp. 
6323 N. Avondale Ave . 
Chicago, IL 60631 
Ph. 773-77 4-31 00 
Fax 773-774-7956 
E-mail : krolj@pk-research .com 
www.pk-research.com 
Jeffrey J. Kroll , Vice President 

PINE COMPANY 
Information Processing/Data Management 

Pine Company 
10559 Jefferson Blvd . 
Culver City, CA 90232 
Ph . 800-969-PINE (7463) or 310-815-5700 
Fax 310-815-5799 
E-mail : pineco@pinedata.com 
www.pinedata.com 
Steve Elson , CEO 
Shannon McNeely, Dir. Sales & Marketing 

Established in 1967, Pine Company is one of the 
largest information processing and data manage­
ment companies in the U.S. We are proactive prob­
lem-solvers who facilitate the decision-making 
process for our clients. Services include: coding , 
data entry, tabulation (UNCLE, Quantum, SPSS, 
Microsoft programming) ; proprietary software 
programming ; unique graphic reports and pre­
sentations ; high-speed , state-of-the-art image 
scanning capable of accurately reading checkbox, 
machine or hand-print; complete forms develop­
ment, printing , mailing and fulfillment; consulting 
and instal lation of turnkey scanning systems; data­
base development , merging , management ; 
Internet survey and processing. 
(See advertisement on p. 25) 

Polaris Marketing Research 
359 E. Paces Ferry Rd ., Ste. 250 
Atlanta, GA 30305-2351 
Ph . 888-816-8700 
Fax 404-816-0352 
E-mail : research@polarismr.com 
www.polarismr.com 
Jan Edward Carlson, President 

Polaris offers full-service qualitative and quantita­
tive research design and execution . We specialize 
in customer satisfaction benchmark and tracking 
studies, employee and lost customer research . 
We are experienced in the telecommunications, 
health care , tourism and travel , financial services, 
information services and Yellow Pages advertising 
industries. Our capabilities include state-of-the-art, 
in-house telephone, Internet, and interactive voice 
response interviewing. 
(See advertisement on p. 1 05) 

Porchey Research , Inc. 
10411 Clayton Rd ., Ste. 5 
St. Louis, MO 63131 
Ph . 314-567-6464 
Fax 314-567-1601 
E-mail: porcheyinc@stlnet.com 
www. porchey.com 
Jim Porchey, President 

Lots of questions? 
We have answers. 

Our Customer Satisfaction 

Surveys will keep you informed on 

how your custome rs fee l about 

yo u. Us ing advanced data m ining 

and mode ling, we can uncove r Hidden 

Loyalty Drivers, so you can manage your 

custome rs wi sely. W e can Find Your Lost 

Customers, dete rmine why they left and what 

will get them back. We will help protect and expand your existing customer base, 

and Define New Markets for your services and products using proven research 

techniques and Quality Data Collection within specific markets or an entire 

industry. 888-816-8700 

POLARIS MARKETING RESEARCH 
www.polarismr.com Your compass for the marketplace. 
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PRINCE M MARKET RESEARCH 

Msnsgsmsnt 's Psrtnsr lor Customsr lns1ghts 

Prince Market Research 
2323 Hillsboro Rd., #500 
Nashville, TN 37212 
Ph. 615-292-4860 or 800-788-7728 
Fax 615-292-0262 
E-mail: dprince@PMResearch.com 
www.pmresearch.com 
Dan Prince, President 

National special ist in strategy/competitive 
research, customer satisfaction research , and cus­
tomer acceptance of new products and se rv ices. 
Highly skilled in helping management teams 
understand and act on the "voice of the customer." 
Clients in financial services, health care , software 
and technology, specialty retail ing, publishing, and 
other service-sensitive businesses. Full-service, 
offering both qualitative and quantitative services, 
including on-premises focus group suite and 
TeleResearch Center. 
(See advertisement on p. 104) 

Priority Metrics Group 
641 E. Main St. 
Spartanburg, SC 29302 
Ph. 864-573-9853 
Fax 864-573-4348 
E-mail: JBarrett@pmgco.com 
www.pmgco.com 
John Barrett, Partner 

PTM Research, Inc. 
325 E. Eisenhower Pkwy., Ste. 7 
Ann Arbor, Ml 48108 
Ph. 800-324-3216 or 734-7 41-1134 
Fax 734-741-1206 
E-mail : contactptm@ptmresearch .com 
www.ptmresearch.com 
Deborah Babcock, President 

Pulso Mercadologico S.C. 
Romulo O'Farril #593 y 599 
Col. Las Aguilas 
Mexico, OF 01710 
Mexico 
Ph. +52-5-651-4823 
Fax +52-5-593-0929 
E-mail: pulmerc@data.net.mx 
www.pulso.com.mx 
Ana C. Covarrubias, Ph.D. , President 

QS&A Research & Strategy 
4920 John Tree Dr. 
Alexandria, VA 22304 
Ph. 703-518-4199 or 703-567-7655 
Fax 703-567-6156 
www.qsareach.com 
Rebecca Quarles, Ph.D., President 

Quest Marketing Group 
400 Clifton Corp. Pkwy., Ste. 472 
Clifton Park, NY 12065 
Ph. 518-373-1990 
Fax 518-373-4824 
Glen D. Lasher, Owner 
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Quest Research 
2900 N. Loop W. , 1Oth fl. 
Houston, TX 77092 
Ph . 713-956-6569 
Fax 713-956-2593 
E-mail : research@tqba.com 
www.tqba.com 
Mary Jo Martin , Vice President 

QUESTAR 
2905 W. Service Rd. 
Eagan , MN 55121-2199 
Ph . 800-747-3073 
Fax 651-688-0546 
E-mail : info@questarweb.com 
www.questarweb.com 

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 
E-mail: questionshop@mindsping.com 
Ryan Reasor, President 

Rabin Research Co. 
150 E. Huron, Ste. 800 
Chicago, IL 60611 
Ph. 312-482-8500 
Fax 312-482-8069 
E-mail : melster@rabin-research.com 
Michelle Elster, Vice President 

The Research Center 
P.O. Box 820 
825 E. Douglas 
Wichita, KS 67201 -0820 
Ph. 316-268-6532 
Fax 316-268-6338 
E-mail: myoung@wichitaeagle .com 
www.resctr.com 
Marna Young, Research Manager 

Research International USA 
466 Lexington Ave . 
New York, NY 10017 
Ph. 212-973-2300 
Fax 212-973-3414 
E-mai l: usa@research-int.com 
www.research-int.com 
Mark Stapylton-Smith, General Manager, NY 

Research International/Cambridge 
955 Massachusetts Ave . 
Cambridge, MA 02139 
Ph. 617-661 -011 0 
Fax 617-661-3575 
E-mail : cambridge@research-int.com 
www.riusa.com 
Ted Byers, President 

Research Resou rces 
8800 N. 22nd Ave . 
Phoenix, AZ 85021 
Ph . 602-371-8800 
Fax 602-735-3270 
E-mail : rrgroup@researchresources .com 
www.researchresources .com 
Paul Sherman, Vice President 

Research Solutions 
50 Wingold Ave. 
Toronto, ON M6B 1 P7 
Canada 
Ph . 416-781-5106 
Fax 416-781-8937 
E-mail : jonarnold@researchsolutionscan .com 
www.researchsolutionscan .com 
Jon Arnold , President 

The Research Spectrum 
182 Second St. , 4th fl. 
San Francisco, CA 941 05 
Ph . 415-543-3777 
Fax 415-543-3553 
E-mail: rhs@researchspectrum .com 
www.researchspectrum .com 
Richard H. Snyder, CEO 

The Response Center 
6908 Market St. , 6th fl. 
Upper Darby, PA 19082 
Ph . 610-352-2800 
Fax 610-352-7382 
E-mail : admin@response-center.com 
Paul Hammond, Sr. Vice President 

Rich mark Research Services 
39 S. LaSalle , 5th fl. 
Chicago, IL 60603 
Ph . 312-368-0800 
Fax 312-368-0832 
E-mail : Consult1 @richmark.com 
www.richmark.com 
Richard Kerndt, President 

Rigney & Associates 
2795 Clay St. 
San Francisco, CA 94115-1711 
Ph . 415-771-9357 
Fax 415-771-9367 
E-mail : jrigney@rigneyassoc.com 
www.rigneyassoc.com 
John Rigney, Principal 

RIVA Market Research 
RIVA Training Institute 
7316 Wisconsin Ave ., Ste . 450 
Bethesda, MD 20814 
Ph . 301-652-3632 
Fax 301-907-0209 
E-mail : FGTraining@RIVAinc.com 
www.RIVAinc.com 
Naomi R. Henderson , CEO 

RON IN Corporation 
103 Carnegie Center 
Princeton, NJ 08540 
Ph . 800-352-2926 
Fax 609-452-0091 
E-mail: ronin@ronin .com 
www.ronin .com 
Katharine L. Feather, Sr. V.P. , Research Services 

Roper Starch Worldwide 
1060 State Rd . 
P.O. Box 158 
Princeton, NJ 08542 
Ph . 609-921-3333 
Fax 609-921-2611 
E-mail : info@roper.com 
www.roper.com 
Jim Alleborn , Sr. Vice President 
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Ross Information Services 
8900 N. Industrial Rd . 
Peoria, IL 61615-1510 
Ph. 309-691-9561 
Fax 309-693-877 4 
E-mail : gwenc@concentric .net 
Gwen Chandler, V.P. Rsch . Services 

RTNIELSON 
C 0 M PAN Y 

RTNielson Company 
P.O. Box 11481 
Salt Lake City, UT 8414 7 
Ph . 801-359-1345 or 800-786-9946 
Fax 801-355-6335 
E-mail : ron@rtnielson .com 
www. rtnielson .com 
Ron Nielson, President 

Telephone data collection and tabulation special­
ists. The RTNielson Company provides superb 
CATI telephone data collection services including 
coding , sampling , data processing and tabulation . 
We're passionate about providing customer ser­
vice , quality, dependability and value. With over 
100 CAT I (computer aided telephone interview­
ing) stations we can handle any size of interview­
ing project. Since 1992, we have provided high­
quality research information to a full range of 
clients in a wide variety of areas. Through the 
experience of conducting thousands of projects we 
have developed a proven approach to project man­
agement that results in a smooth and efficient 
research process. We have earned a reputation for 
accuracy, reliability and quick turnaround . Equally 
important, we're known for our exceptional cus­
tomer service in working closely with our clients 
to ensure a worry-free working process. 
(See advertisement on p. 9) 

E.C. Runner & Associates , Inc. 
4650 N. Port Washington Rd . 
Milwaukee, WI 53212 
Ph . 414-332-8050 
Fax 414-332-7377 
E-mail : edrunner@ecrunner.com 
www.ecrunner.com 
Ed Runner, President 

SURVEY GROUP 
Scantron Technologies 
1361 Valencia Ave . 
Tustin , CA 92780 
Ph . 714-247-2862 
E-mai l: jeanette.lucero@scantron .com 
www.scantron.com 

Scantron Survey Group specializes in developing 
and executing custom survey programs to provide 
companies with the critical information they need 
from employees and customers. Scantron pro­
vides consulting services and project manage­
ment from survey plan development to data analy­
sis and presentation of results . Scantron also 
offers a multitude of development options includ­
ing : printed forms , telephone interviews, auto­
mated telephone surveys , on-line surveys and 
kiosk surveys. 
(See advertisement on p. 43) 

Scholl Market Research , Inc. 
816 Pulaski Dr. 
Lansdale, PA 19446 
Ph. 610-584-0521 
Fax 610-941-7131 
E-mail : richard@schollresearch .com 
http:/ /scholl research .com 
Richard Scholl , President 

Second To None , Inc. 
11 0 N. State St. 
Ann Arbor, Ml48104 
Ph . 734-668-8148 ext. 101 
Fax 734-741-8148 
E-mail : jeffh@second-to-none.com 
www.second-to-none .com 
Jeff Hall , President 

Service Excellence Group, Inc. 
211 Stablestone Dr. 
St. Louis, MO 63017 
Ph . 800-888-9189 
Fax 314-878-1818 
E-mail : servicex@aol.com 
www.serviceexcellencegroup.com 
Marci Bikshorn , President 

OBJECTIVE: 

Service Industry Research Systems, Inc. (SIRS) 
201 Martha Layne Collins Blvd. 
Highland Heights, KY 41076-1750 
Ph . 606-781-9700 
Fax 606-781-8802 
E-mail: sirsinc@aol.com 
www.sirsinc.com 
Christopher Ohlinger, CEO 

The premier provider of marketing knowledge sys­
tems to retailers . SIRS has expertise in: field ser­
vices - CRT telephone interviewing (design to 
analysis), interviewer voice recognition, focus 
group recruiting , in-person interviewing, mystery 
shopping , scannable self-administered question­
naires, product placement, professional inter­
viewing; analysis -customer satisfaction, market 
positioning , site location/market entry, 
service/price positioning, advertising impact, pro­
motion evaluation , new concept evaluations, 
employee attitude evaluation, scanner data analy­
sis/modeling. Expanding in 2000 .. . the Family 
Market Testing Institute - a partnership with the 
Cincinnati Museum Center to provide a unique 
arena for home use testing and recruiting/inter­
cepting respondents for testing products and ser­
vices oriented to families. 
(See advertisement on the Inside Front Cover) 

Immediate access to sample any time of the day or night. 

551 SOLUTION: 
Debra Rosenthal (Director of Field Operations at KRC Research 
& Consulting) - "If the study is for a crisis in communications 

research, we don't have the luxwy of time. We need a response 

immediately. I appreciate the timing that S TAP offers and its ease 
The other thing I rea lly like about S AP is that I can sit 

down at 7:00 in the evening, when 
things calm clown , and order 

sample. SNAP is there for me 

when I'm available. SNAP is 
wonderful and it's 99.99% 
foolprooW' 

Ca ll I for sampling 
solutions at 203-255-4200 or 

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

Pa rlners w ith surve v 
resea rchers s ince 1977 
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Service Performance Group 
214 Crystal St. , Ste. D 
Cary, IL 60013 
Ph. 847-516-8424 
Fax 847-516-9315 
E-mail: SPGHQTRS@aol.com 
www.serviceperformancegrp.com 

Service Research Corp. 
6201 S. 58th, Ste. A 
Lincoln, NE 68516 
Ph. 402-434-5000 
Fax 402-434-5006 
E-mail: srcbritt@aol.com 
Mike Britten, President 

Service Strategies International, Inc. 
12001 N. Central , Ste. 350 
Dallas, TX 75243 
Ph. 972-233-3010 or 800-344-6069 
Fax 972-419-1555 
E-mail: kmcgregor@servstrat.com 
www.servstrat.com 
Kathi McGregor, COO 

Since 1988. Service Strategies is a full-service 
marketing research and consulting firm specializ­
ing in customer and employee satisfaction, loyal­
ty and retention studies. Qualitative techniques: 
telephone interviews, personal interviews, and 
focus groups. Quantitative capabilities include 
questionnaire design, sample selection, data col­
lection (telephone, scanning , interactive voice 
response, e-mail and Internet). Concise, actionable 
reports. Clients include Baldrige and Texas Quality 
Award winners. 
(See advertisement on p. 36) 

Shaw Strategic Marketing 
1033 Third Ave. S.W. , Ste. 103 
Carmel, IN 46032 
Ph. 317-818-0400 
Fax 317-818-0401 
E-mail: shawmktg@yahoo.com · 
Ron Shaw 

Shugoll Research 
7d7~ Wbfifllr' ill Avn , ': lw ~ flO 
Bethesda, MD 20814 

Ph. 800-322-4499 or 301-656-0310 
Fax 301-657-9051 
E-mail : jshugoii@ShugoiiResearch.com 
www.ShugoiiResearch.com 
Merrill Shugoll, President 

SIGMA: Research Management Group 
3515 Michigan Ave. 
Cincinnati , OH 45208 
Ph . 513-979-2160 
Fax 513-979-2166 
E-mail: SIGRMG@sigmaresearch.com 
www.sigmaresearch.com 
Foster Winter, Managing Director 
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SMART··· 
Strategic Marketing And Research TechniquesfE 
2700 Ygnacio Valley Rd. 
Walnut Creek, CA 94598 
Ph. 925-906-1225 
Fax 925-906-1226 
E-mail : maii@S-M-A-R-T.com 
www.S-M-A-R-T.com 
Kent Gordon, Principal 

Socratic Technologies, Inc. 
2505 Mariposa St. 
San Francisco, CA 94110 
Ph . 800-5-SOCRATIC or 415-430-2200 
Fax 415-430-1200 
E-mail: info@sotech.com 
www.sotech.com 
Bill MacEiroy, President 

Socratic Technologies is a full-service research 
agency providing both quantitative and qualitative 
research programs and specializing in interactive 
marketing research , especially on-line and Web­
based surveying. Special expertise in software and 
Internet Web site content and interface navigation 
testing . Specialties: brand/product development 
and customer satisfaction research in high tech­
nology business-to-business markets. 
(See advertisement on p. 66) 

Sorensen Associates 

Sorensen Associates , Inc. 
999 N.W. Frontage Rd., Ste. 190 
Troutdale, OR 97060 
Ph. 800-542-4321 
Fax 503-666-5113 
E-mail: wjhruby@sorensen-associates.com 
www.mr-online.org 
William J. Hruby, V.P. Marketing 

inc 

For 25 years . Sorensen Associates has provided 
full -service market research to packaged goods 
manufacturers . As the " In -Store Research 
Company," we utilize data collected at the point-of­
JiUtti lltt tJ u • tl UP!:l fl11 i:HI\O I il lr; ln:; , i.lilll ~lmA . . r:­
stores, mass merchandisers and many other retail 
channels. Our unique in-store positioning allows 
us to provide high quality quantitative and quali­
tative information on package design research , 
category management studies, customer satis­
faction , and many other methods. 
(See advertisement on p. 1 09) 

South Florida Market Research 
6005 Coral Lake Dr. 
Margate, FL 33063 
Ph. 954-975-5982 
Fax 954-984-8963 
E-mail : SFMRS@bellsouth .net 
Beatrice Alenik, President 

Soutltwust Planning & Marketi11g 

903 W. Alameda, PMB 206 
Santa Fe , NM 87501 
Ph. 505-989-8500 or 800-989-9275 
Fax 505-984-1393 
E-mail: swpm@prodigy.net 
www.swplanning-marketing .com 
Bruce Poster, President 

Sterling Research Group, Inc. 
600 First Ave. N. 
St. Petersburg , FL 33701 
Ph. 727-866-2400 
Fax 727-867-4129 
E-mail: postmaster@srgtampa.com 
www.srgtampa.com 
Scott Tober 

Stone Research Services 
One Park Fletcher 
2601 Fortune Cir. E., Ste. C-200 
Indianapolis, IN 46241 
Ph. 317-227-3000 
Fax 317-227-3001 
E-mail : stone@indy.net 
Tobt Stone, President 

Strategic Edge, Inc. 
2000 S. Dairy Ashford St. , Ste. 500 
Houston, TX 77077-5700 
Ph. 281-556-8282 
Fax 281-556-8585 
E-mail : dsharma@strtedge.com 
Deepak M. Sharma, President 

Strategic Insights, Inc. 
P.O. Box 262191 
Littleton, CO 80163-2191 
Ph. 303-683-9200 
Fax 303-465-617 4 
E-mail : Strateglns@aol.com 
www.strategic-insights-inc.com 
Tracy Dudley, President 

Strategic Marketing Services 
A Div. of Pan Atlantic Consultants, Inc. 
5 Milk St. 
Portland , ME 04101 
Ph . 207-774-6738 
Fax 207-772-4842 
E-mail : pmurphy@maine.rr.com 
www panatlantic.net 

tt ~ rl I\ . Mlll phy, 1"11 .. iih.l i 

STRATEGIC OUTLOOKS AUSTRALIA PTY LTD 
64 Beattie Street 
Balmain, NSW 2041 
Australia 
Ph . +61-2-9555-5722 
Fax +61-2-9555-5780 
E-mail : lyn@strategicoutlooks.com.au 
www.strategicoutlooks.com.au 
Lyn Montgomery, Managing Director 

Strategic Power 
N98W16599 Concord Rd . 
Germantown, WI 53022-4908 
Ph . 414-250-0857 
Fax 414-250-0857 
E-mail : DocBetsy@aol.com 
www.strategic-power.com 
Dr. Betsy Charles, President 
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Your customers are in the store ... 
shouldn't your package be tested there, too? 

Total Shelf Impact: 

100% 

90% 

80% 

70% 

60% 

50% 

40% 

30% 

Current 

191 %1 

New#l 

190%1 

New #2 

In-Store: The Place To Measure Impact! 

Sorensen Associates will put your package 
on real store shelves and have real 
shoppers evaluate it. Our proprietary 
On-Shelf Package BreakThrough® Study is 
used to evaluate a package's on-shelf 
impact and its ability to communicate key 
messages and brand equity. 

Purchase Interest: 

80% 
75% 
70% 65% 
65% 
60% 

62% 
56% 

55% 
50% 
45% 
40% 

New#3 Current New#l New#2 New#3 

''New package design #1 and #2 both "As a result of the improved shelf impact 
and concept communication (particularly 
for new design #2), consumers are more 
likely to buy the product. " 

: generate greater shel(imvact than either 
the current design or design #3. " 

Other Sorensen Package Research Services: 
• In-home use testing functionality/convenience 
• In-store qualitative/quantitative 
• In-home qualitative 

+ Alternate channel research and trade research 

Other Sorensen Research Services: 
• Purchase Decision studies 
• Qualitative recruiting 
• AdScreen, in-store advertising screening 
• Taste Tests - In-store or CL T 
• Controlled Store Tests 

Portland Headquarters 

800-542-4321 
Minneapolis Client Services 

888-616-0123 

(Check out our Marketing & Research Online at 
http://www.mr-online.org, the pre-searched 
page for marketing and research professionals!) 



STS Market Research 
1218 Massachusetts Ave. 
Cambridge, MA 02138 
Ph. 617-547-6475 
Fax 617-547-5176 
E-mail : cparker@stsresearch.com 
Caro l Parker, President 

)Super Datos 

SuperDatos de Mexico 
a wholly-owned subsidiary of Hispanic & Asian 
Marketing Communication Research , Inc. 
Ensenada 61 
Colonia Hipodromo 
Mexico City, OF, CP 06100 
Mexico 
Ph. 650-595-5028 ext. 227 (U.S.) 
Ph. +52-5-553-2754 (Mex.) 
Fax 650-595-5407 (U.S.) 
E-mail : SuperDatos@hamcr.com 
www. hamcr.com 
Jennifer Mitchell , Dir., International Div. (U.S.) 

SuperDatos de Mexico is a full-service research 
company, offering American and Mexican research 
expertise. Customer satisfaction research is con­
ducted by native-speaking professionals, adhering 
to strict international standards. Modern focus 
group facilities are located in the heart of Mexico 
City. Owned and operated by H&AMCR, Inc. of 
Belmont, CA. 

Superior Data Works, LLC 
358 New Byhalia Rd. , Ste. 2 
Collierville, TN 38017 
Ph. 901-861-6301 
Fax 901-861-6302 
E-mail: svega@SuperiorDataWorks.com 
www.SuperiorDataWorks.com 
Sharon Vega, Chief Manager 

Survey Partners of America 
2150 Country Club Rd ., Ste . 300 
Winston-Salem, NC 27104 
Ph. 800-348-8002 
Fax 336-721-1597 
Carol Hefner, V.P. of Client Services 

.... Sur\'cy 
~ J sarnpiing, 
=....Inc.· 

Survey Sampling , Inc. 
One Post Rd . 
Fairfield , CT 06430 
Ph . 203-255-4200 
Fax 203-254-0372 
E-mail : info@surveysampling.com 
www.surveysampling.com 
Christopher De Angel is, Nat'l. Sales Manager 

SSI provides a variety of customer file services 
specifically designed and priced for survey 
research . SSI-PhoneFind™ is a telephone number 
look-up, data enhancement and data processing 
service. Customer databases can be kept up-to­
date with SSI-PhoneFix™. SSI also provides ROD, 
targeted , and business samples for survey 
research . Generate samples on -line with SSI­
SNAP™ software. Samples are available for 17 
countries. 
(See advertisement on pp. 52, 64, 1 07) 

Survey Service, Inc. 
1911 Sheridan Dr. 
Buffalo, NY 14223 
Ph . 716-876-6450 
Fax 716-876-0430 
E-mail: sservice@surveyservice.com 
www.su rveyservice .com 
Susan R. Adelman , President 

CENTRAL FLORIDA'S NEWEST AND LARGEST 
I 

FOCUS GROUP FACILITY IN ORLANDO OFFERING: 

• ACCOMMODATES UP TO FOUR GROUPS SIMULTANEOUSLY 

• FULL TEST KITCH EN 

• PRIVATE CLIENT ENTRANCES, VIEWING ROOMS , AND LOUNGES 

• CENTRAL AUDIO VIDEO WITH CLOSE CIRCUIT, REMOTE ZOOM , PAN , & TI LT 

• TIERED VIEWING FOR UP TO 25 

• CONVENIENTLY LOCATED TO AIRPORT, DOWNTOWN , AND ALL ATTRACTIONS 

• LARGE CALL CENTER 

• OVER 10 YEARS EXPERIENCE IN CENTRAL FLORIDA 

CONTACT RACHEL JARRELL, VP OF MARKETING 

TEL: ( 407) 248·0777 • FAX: ( 407) 248-7797 

HTTP: WWW.VARGARESEARCH .COM 

8403 SOUTH PARK CIRCLE , SUITE 660 

ORLANDO, FL 32819 
VARGA 

TARP 
1300 Wilson Blvd. , Ste. 950 
Arlington , VA 22209 
Ph . 703-524-1456 
Fax 703-524-637 4 
E-mail : jgoodman@tarp.com 
www.tarp.com 
John Goodman, President 

Taylor Nelson Sofres I ntersearch 
410 Horsham Rd . 
Horsham, PA 19044-0189 
Ph. 215-442-9000 
Fax 215-442-9040 
E-mail: Bob.Michaels@intersearch.tnsofres.com 
www.intersearch .tnsofres.com 
Bob Michaels, Exec. Vice President 

TeleSession Corporation 
355 Lexington Ave. 
New York, NY 1 0017 
Ph. 212-672-9400 
Fax 212-672-9480 
E-mail : telefocus@telesession .com 
www.telesession.com 
Lincoln G. Clark, Executive Director 

Total Research 
5 Independence Way fi CN5305 
Princeton, NJ 08540 
Ph . 609-520-9100 
Fax 609-987-8839 
www.totalres.com 

USA/DIRECT, Inc. 
194 Andover Rd. 
Sparta, NJ 07871 
Ph . 973-726-8700 
Fax 973-726-8787 
E-mail: gparker@usadirectinc.com 
www. us ad i recti n c. com 
Guy Parker, President 

Utillnc. 
SVAX TT Bldg ., 8th floor 
3-11-15 Toranomon, Minato-ku 
Tokyo 105-0001 
Japan 
Ph . +81-3-5408-3850 
Fax +81-3-5408-3851 
E-mail: muchida@util.co.jp 
Mitsuyo Uchida, President 

VA RGA 

Varga Research 
8403 S. Park Cir. , Ste. 660 
Orlando, FL 32819 
Ph . 407-248-0777 
Fax 407-248-7797 
E-mail : rachelj@vargaresearch.com 
www.vargaresearch.com 
Rachel Jarrell , V.P., Marketing 

Focus groups, telephone and field interviewing, 
product placement/recall , taste tests , mystery 
shops, CATI interviewing. All new focus group 
suites with private client entrances, viewing rooms, 
and lounges, tiered viewing , conveniently located 
to airport, downtown Orlando, and all attractions. 
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Full test kitchen. Over 10 years of experience in 
Central Florida. 
(See advertisement on p. 11 0) 

Vernon Research Group 
1962 1st Ave. N.E. 
Cedar Rapids, lA 52402 
Ph . 319-364-7278 
Fax 319-364-7307 
E-mail: mvernon@vernonresearch .com 
www.vernonresearch.com 
Monica Vernon 

The Wagner Group, Inc. 
254 W. 31st St. 
New York, NY 10001 
Ph . 212-695-0066 
Fax 212-564-1264 
E-mail : wagnergrp@aol.com 
www.wagnergrp .com 
Jeffrey Wagner, President 

Walker Information 
3939 Priority Way South Dr. 
Indianapolis, IN 46240 
Ph . 800-231-4904 
Fax 317-843-8629 
E-mail : info@walkerinfo.com 
www.walkerinfo.com 
Tim Maginn, Exec. Vice President 

THE WATS ROOM , INC. 

The Wats Room, Inc. 
18 Railroad Ave. 
Rochelle Park, NJ 07662 
Ph . 201-845-3100 or 800-724-0222 
Fax 201-845-3131 
E-mail : louroth@thewatsroom.com 
www.thewatsroom.com 
Lou Roth , President 

One of the largest independent telephone data col­
lection firms in the metropolitan N.Y. area. 175+ 
telephone interviewing stations. Computer-assist­
ed . Predictive dialers . AGO : Automatic Call 
Distributors for incoming projects. Digitized voice 
recording of open-ended responses. Fully trained 
and motivated interviewers. On-staff quality super­
visors, trainers, editors, monitors, validators and 
spec-writers. Management dedicated to the suc­
cess of your project. Today's research , tomorrow's 
technology. 
(See advertisement on p. 111) 

WB&A Market Research 
2191 Defense Hwy. , Ste. 401 
Crofton, MD 21114 
Ph . 410-721-0500 
Fax 410-721-7571 
E-mail: info@WBandA.com 
www.WBandA.com 
Steve Markenson, President 

Western Wats Tracking Center, LC 
22 E. Center St. 
Logan , UT 84321 
Ph. 801-374-0795 
Fax 801-343-2500 
E-mail: art@office.westernwats.com 
Art Jackson 

Winona Research 
8040 Old Cedar Ave. S. 
Minneapolis, MN 55425-1211 
Ph . 612-881-5400 
Fax 612-853-9510 
E-mail : wrgroup@winonaresearch.com 
www.winonaresearch .com 
Bill Etter, Ph.D ., Dir. of Gust. Loyalty/Equity 

Wirthlin Worldwide 
1363 Beverly Rd . 
Mclean, VA 22101 
Ph . 703-556-0001 or 888-217-4368 
Fax 703-893-3811 
E-mail: inquires@wirthlin.com 
www.wirthlin .com 
Jim Granger, President 

Yarnell , Inc. 
110 Sutter St. , Ste. 811 
San Francisco, CA 94104 
Ph . 415-434-6622 
Fax 415-434-0475 
E-mail : SYarneii@Yarneii-Research .com 
Steven M. Yarnell , Ph.D ., President 

Tell them 
where you 
saw them!! 
When you call a 

company listed in 

a Quirk's directory 

let them know how 

you found them! 

Every day, successful marketing, communications and political decisions 

at the highest levels are based on information gathered and compiled by 

The WATS Room . Do you want in­

depth, accurate information on your 

customers' perceptions, preferences 

and points of view? It's just a matter 

of one simple call. 
TH E WA TS ROOM , IN C. 

Today's Research, Tomorrow's Technology 

18 Railroad Avenue, Rochelle Park, NJ 07662 
Tel : 800-724-0222 • 201-845-3100 • Fax: 201-845-3131 • www.thewatsroom.com 
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Classified 

At FedEx, we reward our employees with 
outstanding benefits like medical/dental/vision 
insurance, tuition refund , "jumpseat" privi­
leges and the opportunity to grow. If you've 
got the spirit and drive it takes to be the best , 
you've got a solid future at FedEx. We cur­
rently have an immediate opening for a: 

Senior Marketing 
Research Analyst 

You will provide advanced marketing research 
expertise to address marketing issues such as 
customer value, demand potential for new 
services, advertising and customer 
segmentation. 

• A Bachelor 's degree/equivalent in 
Marketing, Finance, MIS (Management 
Information Systems) , Statistics or 
Marketing Research; Master 's degree in 
Marketing Research preferred 

• .5 years of experience in marketing research 
project management; knowledge of SPSS, 
SQL, SAS preferred 

• Strong analytical and communication skills 
are essential 

Bring your unique talents and skills to FedEx. 
It's absolutely, positively, the best decision 
you could make. If qualified, please send or 
fax your resume to: 

112 

Federal Express Corporation 
Attention: Marketing Research 

& Analysis/JMM 
2003 Corporate Avenue 

Memphis , TN 38132 
Fax: (901) 395-5524 

www. statpac. com 

Professional's choice for survey & 
marketing research software. User­

friendly, comprehensive & dependable. 
Best crosstab & banner tables . 
Easiest to learn . Guaranteed . 

StatPac Inc. (612) 925-0159 
4425 Thomas Ave. S .. Mpls . MN 55410 

Process your own market research 
surveys with Remark Office OMR®, 
scanning software that's fast , easy , 

affordable , accurate 

Download a FREE demo at 

www. PrincipiaProducts. com 
or call 1-800-858-0860 

for more information 

16 Industria l Blvd., Ph : 610-647-78 
Ste. 102 Fax: 610-647-8771 
Paol i PA 

THE 
OUEOTION 
OHOP,inc. 
A Marketing Research Firm 

Focus Groups and All 
Types of Surveys 

RYAN REASOR 
President 

2860 N. Santiago Blvd. 
Suite 100 
Orange, CA 92667 
(714) 974-8020 
FAX: (714) 974-6968 

r-----------------, 
1 Meet Survey Pro· s 1 

: lntelliCruncher·· : 
I Survey Pro '" is optimized for crunching I 
1 verbatims, rearranging scale structures, and I 
I serious slicing and dicing of respondent 1 

segments. As an added bonus, you get a great 
I form designer, flexible data collection, and free tech support! I 
I Call (800) 237-4565 or visit www.apian.com. I 
I lbApian Software Pmctical roofs fc)(' nux.lcmm;-llw.r.;cmcnt 469 I 
L-----------------~ 

Please note the correction to the following listing from the 1999 Omnibus Research 
Directory: 

In the listing for Mature Marketing & Research on p. 69. the correct e-mai l add ress 
should be MMRHARRIS@aol.com. 

War Stories needs your help! 
If you have a good research-related anecdote 
or know someone who does , contact War 
S to r i e s co m pi I e r Art S h u I man at 81 8-7 8 2-
4252 or at artsh u I man@aol.com. 
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Trade Talk 
continued from p. 114 

payment. 
The interviews have a set structure, but the main goal is to 

give the respondents freedom to talk in-depth about a host of 
service issues, thereby showing clients how the customer 
defines good service and where service gaps may exist. For 
example, in a section on critical needs, the respondent is 
asked to detail their critical needs and give instances of very 
good and very unacceptable service. "In some satisfaction sur­
veys, customers give very general comments, such as, 'The 
equipment is not user-friendly.' But that doesn't take you far 
enough. You need to really probe and ask questions. Is the 
weakness related to training, manuals, or the operator inter­
face? Is this an issue for regular operation or just mainte­
nance? What is an outstanding example of user-friendly 
equipment? What should be changed? Does this weakness 
apply to all the equipment or just one model used?" Thrower 
says. 

Further, it's key to define good and bad performance in 
ways that can be measured, such as the time it takes for a rep 
to arrive at the company to resolve a problem. 

Upon hearing comments from the interv iews, rather than 
engaging in some kind of customer service game of Twister, 
in which the company goes into all sorts of gyrations to 
please individual customers, a better approach is to determine 
if the issues are related to inconsistent delivery, corporate pro­
cedures, staff training, weak business processes, or individ­
ual communication skills, so you can put in place practices 
that have the best chance of pleasing the most people. For 
example, large customers of one company said during the in­
depth interview that they wanted more face-to-face contact 
with the company 's sales staff, to discuss goals for the next 
year, etc. Perhaps every customer would appreciate that kind 
of meeting. 

It's important, however, Thrower says, to separate behav­
ior issues from process issues. In some cases, dissatisfaction 
is caused by a sales rep, whose interpersonal manner just 
doesn ' t agree with the customer. In others, it's the system the 
company uses, to handle service call s or send out invoices, 

for example. "You may hear comments about some aspect of 
service, say complaint management, being inconsistent. If 
they seem to be more behavior related, that's a training issue, 
and that's something you need to address internally," Thrower 
says. 

Goodwill 
A sometimes-overlooked benefit of talking to customers is 

the goodwill you earn by opening up the dialog in the first 
place. (For the interviews it conducts, GBA identifies the firm 
sponsoring the research.) If you have a solid relationship with 
your customer, they will see the mutual benefit in strength­
ening it and will be happy to tell you how to do that. You get 
to look great for asking them for their opinions, they get to tell 
you how they'd like things to be. That's a win-win ifl've ever 
heard one. 

But whether it 's good or bad, you have to act on the infor­
mation. 

When your customers speak their mind, it can be hard to 
ignore. Thrower relates one example where GBA presented 
the client company with lengthy transcripts of the in-depth 
interviews. "They were mesmerized. They read them word­
for-word. Previously, the research reports just sat on the shelf. 
But here were their customers talking about what they cared 
about, saying that the company wasn't responsive enough." 

That's the voice of the cu tomer at work! r~ 
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By Joseph Rydholm, QMRR editor 

Go in-depth to get the 
voice of the customer 

Measuring satisfaction is a noble pursuit. But unless you 
have some idea of how your customers define sati s­
faction , you're not getting the whole picture. You 

may find out that 68 percent of your customers classify your 
sales force as excellent. But what are their criteria? And do 
their criteria match yours? 

To find out, listen to the voice of the customer. There are 
myriad ways to weave thi s powerful and much-talked about 
force into your products and processes . One company, 
Gordon Bailey & Associates (GBA), a Duluth, Ga., market­
ing, communication and research firm , conducts in-depth 
telephone interviews with customers of its business-to-busi­
ness clients as a part - albeit a critical one- of a multifac­
eted customer satisfaction program. 

Benchmarking is an important early pha e in the develop­
ment of a CS process, but it won't give you the details on why 
ratings are high, low or how to improve, says Susan Thrower, 

Dilbert 

a GBA senior research executive. That's where research ­
and in-depth interviews in particular - can help. 

GBA shoots for 30 completed interviews with customers 
in a range of groups. Depending on the client's needs, those 
groups can include key customers, average and sophisticat­
ed customers, and those whose business with the client firm 
has fallen off graduall y. If you survey 30 customers with var­
ied criteria, you shou ld be ab le to get insights into what 
works best. 

Freedom to talk 
GBA takes a number of steps to aid respondent coopera­

tion , including scheduling the interviews at the respondent's 
convenience and faxing questions in advance. As a result, 
some respondents have talked for up to two hours, without 

continued on p. 113 

DOGBE.RT RESEARCH CO. 
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BE HER£.. 
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The largest marketing research company in the world plus 
The most experienced marketing research training organization in the world equals ••• 

(</}:.._ 

J)1\C~lelsen Burke Institute 
Formerly The Burke Institute 

We cordially invite you to experience our unequalled commitment to excellente~ 

http:/ /www.Burl<elnstitute.com 

Schedule of Marketing Research Seminars J.u ly-December 1999 
101. Practical Marketing Research $1,700 

Miami ............................... JuJy 7-9 Seattle .................. ........ Oct. 25-27 
Cincinnati .... .... ................ Aug. 2-4 San Diego ............. ....... Nov. 15-17 
Minneapolis ................ Aug. 16-1 8 Taipei,Taiwan ........ Nov. 29-Dec. I 
New York ............. Aug. 30-Sept. I New York ............ ........ Dec. 13-15 
Chicago ........................ Sept. 27-29 

103. Marketing Research for Decision Makers $s,)oo 
HoChiMin City,Vietnam . .July 22-23 Cincinnati ............................ Oct. 4-5 

104- Questionnaire Construction Workshop 
NewYork ......................... July 12- 14 
Cincinnati .......................... Aug. 9- 11 
Boston ............................ Sept. 13-15 

105. Questionnaire Design 
NewYork ......................... J uly 15- 16 
Cincinnati ....................... Aug. 12- 13 

1o6. Online Research 
• Dates and locations to be announced 

201. Focus Groups: An Introduction 
New York ............................ Sept. 8-9 

202. Focus Group Moderator Training 
Cincinnati .... .. ................... .July 20-23 
Cincinnati ........................ Aug. 24-27 
Cincinnati ........................ Sept. 21-24 

203. Focus Group Applications 
Cincinnati ......................... July 26-28 

204- Qualitative Research Reports 
Cincinnati ......................... .July 29-30 

205. QuaUtative Research with Children 
New York .............................. Sept. 10 

301. Communicating Marketing Research 
San Fmncisco ....................... July 6-8 
Cincinnati ........................ Aug. 23-25 
Chicago ................................ Oct. 6-8 

401. Managing Marketing Research 
Cincinnati ........................ Aug. 26-27 

501. Applications of Marketing Research 
Cincinnati ............................ Aug. 5-6 
Chicago ...................... Sept. 30-0ct. I 

502. Product Research 
Auckland, New Zealand .. Aug. 30-3 1 
New York ............................ Sept. 2-3 

503. New Product forecasting Models 
• Dates and locations to be announced 

$1,700 
Miami .............................. Oct. 18-20 
San Francisco .................... Dec. 6-8 

$1,)00 
Miami .............................. Oct. 21 -22 
San Francisco .................. Dec. 9-10 

$1,)00 
Taipei, Taiwan .................... Dec. 2-3 

$2,)00 
Sydney, Austmlia .......... Sept. 21 -24 
Cincinnati .. .. ...................... Nov. 2-5 
Cincinnati ...................... Dec. 14-17 

$1,700 
Cincinnati ................ ....... .Nov. 8-10 

$1,300 
Cincinnati ...................... Nov. I 1-12 

$1,700 
Stockholm, Sweden ...... Oct. 18-20 
New York .................. Nov. 29-Dec.1 

$1,)00 
New York .......... .................. Dec. 2-3 

$1,300 
San Diego ..................... .Nov. 18-19 

$1,)00 
Cincinnati .. ................... .Nov. 22-23 

504- Advertising Research $1,)00 
Sydney, Australia ............. .July 19-20 Singapore ...................... Aug. 23-24 
San Diego .. ................ .. .... Aug. 12-13 Cincinnati ...................... Nov. 11-12 

505. Market Segmentation Research $1,300 
San Diego .......... .. .. .......... Aug. 10-11 Cincinnati .................... ... .Nov. 9-10 

5o6. Customer Satisfaction Research $1,)00 
Singapore .. .. .... .. .......... .. .. Aug. 25-27 Cincinnati .. .................... Sept. 14- 15 
Auckland,NewZealand ........ Sept. 1-3 Atlanta ........... ..................... Dec. 6-7 

507. Analysis and Interpretation of Customer Satisfaction Data $1,300 
Cincinnati ........................ Sept. 16-17 Atlanta .......... .... .. .. ............. .Dec. 8-9 

5o8. Positioning Research G Dates and locations to be announced 

509· Pricing Research fD Date and locations to be announced 

6o1. Translating Data Into Actionable Information $1,300 
Cincinnati ......................... July 26-27 New York ........................ Dec. 16-17 
Chicago ................................ Oct. 4-5 

6o2. Tools and Techniques of Data Analysis $2,100 
New York ......................... .July 20-23 Chicago .. .. .. ...... .. .. .......... Oct. 12-15 
Shanghai, China ............. .July 26-29 Dallas ............................. .Nov. 15- 18 
Cincinnati ........................ Aug. 17-20 

6o3. Practical Multivariate Analysis $2,100 
Cincinnati ................. Aug. 31-Sept.3 Atlanta ...... .............. Nov. 30-Dec. 3 
Chicago ........................ .... Oct. 19-22 

6o4- Data Analysis: A Hands-On PC Based Workshop $1,700 
Cincinnati ......................... .July 28-30 Cincinnati ........................ Oct. 25-27 

6os. Practical Conjoint Analysis and Discrete Choice Modeling $1,300 G San Francisco ................. July 22-23 Cincinnati .................. Sept. 30-0ct. l 

701. International Marketing Research 
Miami .... ............................ . .Nov. 4-5 

702. Business to Business Marketing Research 
New York ........................ Sept. 27-29 

Certificate of Proficiency In Marketing Research 
Methodology & Applications 

Cincinnati ......................... Aug. 2-27 

$1,300 

$1,700 

$9,000 

Certificate of Proficiency In Qualitative Research $4.500 
Cincinnati ......................... July 20-30 Cincinnati ............ .. .... ...... Nov. 2-12 

Certificate of Proficiency In Quantitative Analysis 
Chicago .............................. Oct. 4-22 

Certificate seminars may be taken back·to-back during scheduled dates or i11 
various ciries over a11 exrellded period of time. 

$6,000 

All the above ACNielsen Burke Institute seminars are available for in·bouse presentation. 

TO REGISTER PLEASE CONTACT US AT: 
Voice: 800-543-8635 or 606-655-6135 • Fax: 606-655-6064 • E-mail: Burkelnstitute@BASES.com 

FOR ADDITOINAL INFORMATION OR DETAILS ABOUT OUR SEMINARS: 
Please contact Mr. Jim Berling, Client Service Manager. or Dr. Sid Venkatesh, President, or visit our web site at http://www.Burkelnstitute.com 
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No one expects a little kid to wa tch the eV<ming news or sit through a boring 

ecture. And yet, market researchers routin ely ask kids to sit throuah very 

grown-up, very tedious pencil and paper questionnaires. To help overcome th e 

.... .!problems of conducting interviews with kids, C&}. offers CRIMSON, a kidjrieodly, 

computerized interview system . CRIMSON engage kids with fun araphics, 

live-action video and easily understandable ra ting scales. o at tention spao f or 

surveys are stretched from n-ear zero to 30 minutes or more. For a demonstr tion 

sure to hold your attenticm too, contact Megan Burdick at C&}. Re ea rch. 

C&_R 

Research 

Services 
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