






"IF YOUR CAR WERE A VEGETABLE, 

WHICH WOULD IT BE?" 
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Perseus SurveySolutions® Professional is so easy 

to use, it takes your Internet survey from the 

starting line to the checkered flag without the 

need for a pit crew or technical know how. 

Perseus' new lnstantPaie TM 

technology delivers the 

fastest multiple page surveys 

on the Web! Take it for a free 

test-drive at www.perseus.co~/testdrive/ 

Perseus SurveySolutions Professional combines 

power, convenience, and affordability, making it 

easy to produce high-quality, professional Web 

surveys quickly, without any programming. And 

it does all this for the low price of only $495. 

WITH PROFESSIONAL YOU CAN DO ALL 

THIS IN AN INTERFACE THAT'S AS EASY 

TO USE AS YOUR WORD PROCESSOR. 

DEVELOPMENT CORPORATION 

THE INTELLIGENT SOLUTION FOR PROFESSIONAL AND ENTERPRISE WEB SURVEYS 

Toll-Free: 877-PERSEUS (737-7387) • URL: www.perseus.com/testdrive/ • E-mail: info@perseusdevelopment.com 



You haven't seen focus 
you've seen Focus 

FocusVision Online's 
picture-in-picture 

technology allows 
you to view extreme 

closeups while 
seeing how the 

whole group reacts. 
You also get smooth 
cuts between close-

ups and fu ll group 
views to capture the 
dynamic of the focus 

group experience. 

~FocusVrsroN 
' ---. The best way to view 

~FocusVISION MEMBER FACILITIES 
-==:-

The largest network of top-rated facilities. 

* Online Now 
ARIZONA 
Phoenix: 

FIELDWORK PHOENIX 
FIELDWORK PHOENIX 

SCOTTSDALE 
CALIFORNIA 
Northern 
San Francisco: 
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F~~~~!'~:tc~UNTY 
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COLORADO 
Denver 
* COLORADO MARKET RESEARCH 
* FIELDWORK DENVER, INC. 

INFORMATION RESEARCH 
PLAZA DENVER 

CONNECTICUT 
Danbury 

MARKETVIEW, INC. 
Stamford 

FOCUS FIRST AMERICA 

FLORIDA 
Fort Lauderdale 

PLAZA RESEARCH 
Jacksonville 

IRWIN RESEARCH SERVICES 
Miami 
* NATIONAL OPINION 

RESEARCH SERVICES 
Orlando 
* SCHLESINGER ASSOCIATES 
Tampa 

SUPERIOR RESEARCH 
* TAl-TAMPA BAY INC. 
GEORGIA 
Atlanta 
* FIELDWORK ATLANTA 

PLAZA RESEARCH-ATLANTA 
SUPERIOR RESEARCH 

ILLINOIS 
Chicago- Downtown 

ADLER-WEINER RESEARCH 
CHICAGO FOCUS 
MURRAY HILL CENTER 

PLAZA RESEARCH CHICAGO 
SAVITZ FIELD AND FOCUS 

* SMITH RESEARCH 
Chicago- Suburban 

FIELDWORK CHICAGD-NORTH 
* FIELDWORK CHICAGD-O'HARE 

!=IELDWORK CHICAGo-
WEST SCHAUMBURG 

FOCUSCOPE, INC. 
* OAKBROOK INTERVIEWING 

CENTER 
QUALITY CONTROLLED SERVICES 

* SMITH RESEARCH 
KANSAS 
Kansas City 

THE FIELD HOUSE 
QUALITY CONTROLLED SERVICES 

MASSACHUSETTS 
Boston * BERNETT RESEARCH 

FIELDWORK BOSTON 
FOCUS ON BOSTON 
FOCUS POINTE BOSTON 

FocusVision Worldwide, Inc. 1266 East Main Street Stamford. Connecticut 06902-3562 



groups online until 
Vision Online~ 

Seven reasons to choose Focus Vision Online™ 
for viewing live groups over the internet. 

You get an unsurpassed viewing experience: 

• Only Focus Vision has the two-camera system and special software to capture the focus group experience. 

• Only Focus Vision offers smooth cuts between close-ups and full group views. 

• Only Focus Vision has picture-in-picture technology that gives you extreme close-ups of visual materials 
or respondents, while you see how the whole group reacts. 

• Only Focus Vision has DocuView™ which gives you a unique perspective on IDI's. 

You'll have the assurance of end-to-end service: 

• Only Focus Vision has the experience that comes from video transmitting thousands of live focus groups 
for 331 blue chip marketing companies every year 

• Only Focus Vision has trained technicians at the facility site for every project so you don't have to worry 
about a thing. 

You'll get to choose from the world's largest facility network: 

• Only Focus Vision has 93 top-rated facilities in the U.S. with multiple facilities to choose from in all 
major markets. The facilities noted below have been installed for online service. The remainder go 
online over the next Jew months. 

0 N LIN E™ 
live focus groups over the internet. 
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Minneapolis 

FIELDWORK MINNEAPOLIS 
* ORMAN GUIDANCE ASH. 
MISSOURI 
St. Louis 
* PETERS MARKETING 
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* SCHLESINGER ASSOCIATES 
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New York City 
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Cincinnati 

THE ANSWER GROUP 
Cleveland 
* PAT HENRY CLEVELAND 

FOCUS GROUPS OF CLEVELAND 
SURVEY CENTER 

Columbus 
QUALITY CONTROLLED SERVICES 

PENNSYLVANIA 
PHILADELPHIA- Downtown 

FOCUS POINTE 
* JRA 
Philadelphia-suburban 

FOCUS POINTE-BALA CYNWYD 
FOCUS SUITES OF PHILADELPHIA 

* PLAZA MARLTON 
QUALITY CONTROLLED SERVICES 

TEXAS 
Dallas 
* CONSUMER RESEARCH 
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PLAZA RESEARCH DALLAS 
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WASHINGTON 
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GILMORE RESEARCH GROUP 
FIELDWORK SEATTLE 

WASHINGTON DC 
* HOUSE MARKET RESEARCH 
CANADA 
Toronto 

FOCUS FIRST 
TORONTO FOCUS 

Tel: 800-433-8128 · Fax (203) 961-0193 · E-ma il : info@focusvision.com · Web Site: www.focusvision.com 



Consumers hail 
user-friendly packaging 

Packaging re earch from The 
Consumer Network, a Philadelphia 
research firm, shows that consumer 
perceptions of food and beverage 

packaging have shifted dramatically. 
Instead of seeing packaging as a nec­
essary evil, consumers see desirable 
package as a reason to purchase, and 
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packages they don't like as a reason 
to avoid products they might other­
wise choose. 

Triggering the shift is a critical 
mass of consumer-friendly packages 
that relieve widely experienced frus­
trations, delight the eye, or fit into 
busy lifestyles with new levels of 
convenience and flexibility. 

Over 70 percent of the 1 ,600+ 
responses to The Consumer 
Network's packaging questions 
were able to cite specific packages 
that had significantly improved in 
the last year or so. Over 65 percent 
were able to cite packages that still 
needed improving and the kinds of 
improvements they hoped to ee. 

Twi t-off closures on juice car­
tons were the most widely not~d 
improvement, followed by personal­
size milk bottles, the zipper-closures 
now on dozens of products, and no­

spill (sports-cap) water bottle . 
Fewer spills and easier opening are 

the most wanted packaging improve­
ments. Consumers also applaud 

ergonomic packages shaped to fit the 
hand (so far mostly in cleaning and 
dish washing products) and eye-pleas­
ing graphics such as those on the 
Arizona Tea bottles, which have 
changed con umer ideas of the pos­
sible and desirable. 

Many consumers think that all 
gable-top milk containers should 
have pouts or yield to alternative 
kinds of user-friendly and more con­
venient packages. They see soft 
drinks a failing to keep up with 
needs for maller sizes, hand- and 
mouth-fit, reclosing, fizz retention, 
and sturdier bottoms. They like plas­
tic but mi the cold-keeping attrib­
utes of glass. 

A majority of respondents says that 
packaging improvements are needed 
in sugar and flour (80 percent), drugs 
in pill and tablet form (68 percent), 
crackers and cookies (61 percent) , 
chip (58 percent), canned oft drinks 
(58 percent), cereal (57 percent), milk 
(55 percent) and two-liter soft drinks 

continued on p. 48 
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ARE YOU STILL BUYING MARKETING RESEARCH 

DONE THE OLD-FASHIONED WAY? 

4:>2000 Greenfield Online, Inc. 

Do it better on the Internet with the company that pioneered online marketing research. 

Our panel of more than one million consumers from all across the Internet is the largest of 

its kind. It produces robust samples of any demographic or lifestyle you choose. You'll get 

richer, more actionable information quicker than you can say dot com. 

Join the Research Revolution!™ Contact the world's most experienced Internet marketing 

research company for studies online, on time, on target and on budget. 

www.greenfield.com 888.291.9997 

Greenfield Online 
Leading the Research Revolution® 



Dave Rebstein has been named 
executive director of the Marketing 
Science Institute, Cambridge, Mass. 

An executive team from 
Hackensack, N.J.-based research firm 
Treistman & Stark Marketing, Inc. , led 
by the firm's president Joan 
Treistman, has joined New York­
based Roper Starch Worldwide. 
Treistman has been named a senior 
vice president of Roper Starch. 

Mazda North American Operations, 
Irvine , Calif., has named Kristen 
Simmons group manager for brand 
strategy and communications. Her 
responsibilities will include advertising 
creative, media spending, relationship 
marketing and marketing research. 

and digital media measurement firm, 
has named Lindsey Draves vice pres­
ident, client information. 

Mark E. Berry has been named 
president of NFO Interactive, a 
Greenwich, Conn. , research firm. He 
replaces Charles B. Hamlin, who has 
assumed the role of president and chief 
operating officer of the newly formed 
In sightExpress, an NFO affiliate 
focused on fully automated market 
research. 

Needham, Mass.-based Stratford 
Associates Marketing Research, Inc., 
has appointed Marco Vriens vice pres­
ident and general manager of its San 
Francisco office. 

Patti Sullivan and Krista 
Media Metrix, a New York Internet Browning have been promoted to co-

???????????????????????? . . . . . . . . . . . . . . . . . . . . . . . . 
JUST THE FACTS: •• 
KNOWLEDGE IS YOUR COMPETITIVE EDGE 

So Many ?'s, So Little Time •.. ™ 

••• ••• ••• ••• ••• ••• 
At JTF, clients find an experienced international 
research partner that provides a unique blend of busi­
ness intelligence and custom research methodologies. 

Fortune 500, and many other firms, value our dedica­
tion to personalized service and quality deliverables, 
all with a strong strategic perspective. 

Our 25 years exp rience saves clients' valuable time, 
provides support for critical decisions and p rotects 
key financial investments. 

Services are provided in four categories: 

• Comprehensive Secondary/Information Gathering; 
Companies, Industries, Markets, Products, Facts & Figures 

• In-depth Phone Interviewing; Competitive, General Business & Benchmarking 
• Custom Research: Focus Groups, Surveys, Brand/ Advettising/Packaging/lmage 

Studies, Customer Satisfaction, Mall Intercepts 
• Strategic Consulting: Marketing ew Products, Sales & Strategy Issues 

WE FIND THE FACTSI nw 

Phone: 847-506-0033 • Fax: 847-506-0018 
Home Page: www.just-the-facts.com • jtfacts@interaccess.com 

???????????????????????? . . . . . . . . . . . . . . . . . . . . . . . . 

directors of the focus group facility 
and recruiting operations of Opinions 
Unlimited, Inc., Houston. 

Burke, Inc., Cincinnati ha s 
announced the following promotions: 
Diane Salamon to senior vice presi­
dent; Jamie Baker-Prewitt to vice 

Baker-Prewitt 

president and director of consulting 
and analytical services; Mary Beth 

Mapstone 

Mapstone to vice president of finance. 
In addition, Burke Marketing 
Research, a division of Burke, Inc., has 
named Tara Perigo Marotti and Jodi 
Lynn Steller as account executives, 
client services. 

Peggy Gantz and Naomi Owens 
have joined NETWORK, a Covington, 
Ky. , research firm , as marketing 
research project nanager. In addition, 
Steve Goetz has been named account 
director, Beverley Reber has been 
named marketing research project 
associate, and Carolyn Marsh has 
been named technical specialist. 

Bill Schlegel, CEO of MarketTools, 
a Sausalito, Calif., research firm, has 

continued on p. 97 
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Find Them Faster and Easier. 
And Find Them for Less. 

POLK'S RESEARCH SAMPLING 

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

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

direcdy, you go straight to the source. No middleman, so theres no markup on the best information available. Our experienced 

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

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

® 

Multi-Dimensional Intelligence"" 



New Strategist books 
examine all aspects of 
U.S. consumer spending 

Ithaca, N.Y.-based publisher New 
Strategist has released a number of 
new books on U.S. consumers and 
their spending habits. Ba ed on 
unpublished data from the Bureau of 
Labor Statistics' 1997 Consumer 
Expenditure Survey (CES), Best 
Customers: Demographics of 
Consumer Demand examines spend­
ing patterns for individual products 
by the demographic characteri tics of 
households. The book analyzes 
household spending on 300 products 
and ervices (from alcoholic bever­
ages to air travel) by age of house­
holder, household income, household 
type, and region of residence. It iden­
tifies which households spend the 
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most on a product or service and 
which control the largest share of 
spending. Household Spending: Who 
Spends How Much on What, a com­
panion to Best Customers , also uses 
CES data to give reader a complete 
statistical picture of the buying habits 
of U.S. consumers by age, income, 
household type, and region of re i­
dence. American In comes: 
Demographics of Who Has Money 
explore the economic impact of the 
changing U.S. economy and its 
effects on hou ehold income, 
women's income, men 's income, and 
discretionary income. The Baby 
Boom: Americans Aged 35 to 54 pro­
vides marketers with the demograph­
ic and spending data needed to target 
Baby Boomers. Its nine chapters 
examine Boomers ' attitudes, educa­
tion, health, incomes, labor force par­
ticipation, living arrangements , pop-

ulation , spending, and wealth. 
Americans 55 & Older: A Changing 
Market take a similar approach to 
profiling older Americans. The two­
volume set Regional Markets: The 
Demographics of Growth & Decline 
show where the U.S. will be chang­
ing in the years ahead by age, race 
and Hispanic origin, hou ehold type, 
and income. Each chapter presents 
data fpr the nation as a whole as well 
as for individual regions, divisions, 
states, metro areas, and counties. The 
American Marketplace: 
Demographics & Spending Patterns 
is designed to give quick access to 
data from government ources to 
tho e who need the late t demo­
graphic and spending data but don 't 
have the time to search for the num­
bers. For more information call 800-

continued on p. 53 

www.quirks.com Quirk's Marketing Research Review 



·Marketing Systems Group 
Creators of the GENESYS Sampling System 

Philadelphia, PA • Lincoln, NE • ·Los Angeles, CA 



The Council for Marketing 
and Opinion Research 
(CM OR) has in troduced 
C.H.R.I.S. (CMOR's Hotline 
and Re earch Information 
System), a toll-free num ber 
(800-887 -CMOR) for con­
sumers who want to know more 
about the survey research indu -
try. The IVR-based system is 
accessible 24 hour a day and 
can help caller learn the impor­
tance of their role in there earch 
process, researcher ' commit­
ment to respondents, and how 
re earch and telemarketing are 
different. Callers can also learn 
how to reduce the number of 
telemarketing calls they receive. 
They can also leave a me sage 
for a CMOR taff per on or con­
tact CMOR via its Web site 
(www.cmor.org) for more infor­
mation. 

Fifty figures in European 
market research, drawn from 
upplier and multinational buy­

er of re earch, are backing an 
initiative aimed at creating a 
coordinated global advocacy of 
the market re earch industry's 
case. Its first targets are to com­
bat over-restrictive legislation 
and to make the case for 
re earch's effective contribution 
to profitable commerce and sen­
sitive government. The agree­
ment emerged fro m the first 
Re earch Indu stry Su mm it 
E urope (RIS E), he ld in 
Am terdam in November under 
the auspices of the European 
Society for Opinion and 
Marketing Research (ESO­
MA R) a nd the European 
Federation of Associations of 
Market Research 
Organizations (EFAMRO). 
The first practical step will be 
the immediate setting up of a 
dedicated e-forum, facilitating 
a continuing top-level dialogue, 
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SPSS MR SEMINARS: SPSS MR is offer­
ing an ongoing seminar series at its New 
York offices on the second and fourth 
Wednesday of each month. Mornings will 
showcase designing and running Web sur­
veys; afternoons will outline advanced tab­
ulation and interactive analysis options. For 
more information call212-447 -5300 or visit 
www.spss.com/spssmr. 

ATTITUDE RESEARCH CONFERENCE: 
The American Marketing Association will 
hold its Attitude/Behavioral Research 
Conference on January 23-26 at The Pointe 
Hilton Resort at Squaw Peak, Phoenix, Ariz. 
For more information visit the organization's 
Web site at www.ama.org. 

CONFERENCE ON LATIN AMERICAN E­
COM: The Jupiter Internet Commerce Forum: 
Latin America, will take place February 15-16 
in Miami and offer the latest research from 
Jupiter Communications , a New York 
Internet commerce information firm , and 
speakers such as Starmedia CEO Fernando 
Espuelas, Jupiter's team of analysts, and 
senior marketing and business executives. 
For more information visit www.jup.com. 

ARBITRON/TAPSCAN USERS CONFER­
ENCE: The Arbitron/Tapscan Users 
Conference will be held February 16-18 at 
the San Francisco Hyatt at Fisherman's 
Wharf. Scheduled sessions include 
"Bridging Qualitative into TVSCAN" and 
"Power Planning and Estimating for 
Television ." For more information visit 
www.arbitron.com. 

CUSTOMER SATISFACTION CONFER­
ENCE: The American Marketing 
Association will hold its Customer 
Satisfaction & Quality Measurement 
Conference at the Adam's Mark Hotel in 
San Antonio, Texas, on February 20-22. 
For more information visit the organiza­
tion 's Web site at www.ama.org. 

QUALITATIVE RESEARCH ROUND­
TABLE: The Institute for International 
Research (IIR) , New York, is sponsoring 
Q Search: A Top Level Roundtable for 
Qualitative Researchers on February 28-
29 at the. Radisson Bahia Mar in Fort 
Lauderdale, Fla. The conference is dedi­
cated to exploring observational , on-line 
and other non-traditional methods of 
qualitative research. For more informa­
tion call 888-670-8200 or visit the IIR 
Web site at www.iir-ny.com. 

ARF EXPO: The Advertising Research 
Foundation wi ll hold its 46th Annual 
Convention and Research lnfoplex 2000 
on March 6-8 at the New York Hilton & 
Towers. For more information call 212-
751-5656 or visit the organization 's Web 
site at www.arfsite.org . 

MARKET RESEARCH SOCIETY CON­
FERENCE: Britain 's Market Research 
Society will hold its annual conference on 
March 15-17 at the Brighton Metro pole , 
Brighton , England. For more information 
visit the organization 's Web site at 
www.marketresearch .org.uk. 

SAWTOOTH SOFTWARE CONFER­
ENCE: The eighth Sawtooth Software 
Conference on Acquisition and Analysis of 
Market Research Data will be held March 
21-24 at the Hyatt Regency in Hilton Head , 
S.C. Scheduled speakers will cover topics 
such as conjo int/choice analysis , Web­
based interviewing and classification/seg­
mentation algorithms. Speakers have 
been challenged to emphasize practical 
rather than theoretical topics . Prior to the 
general session, tutorials will be offered 
on market research over the Internet, 
Hierarchical Bayes, using SPSS and SAS 
software, and an introduction to CBC. For 
more information call Marilyn Stanford at 
360-681-2300 or visit the company's Web 
site at www.sawtoothsoftware.com. 
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opened out to a wider pectrum of the 
indu try. The focu is on joint develop­
ment of an agenda for action. The ini­
tiative will be continued at this month's 
meeting of the U.S . industry Research 
Industry Leaders Forum. Ob ervers 
from U.S. research organizations out­
lined their industry's concerns about 
restrictive data protection legislation 
limiting legitimate research activities 
and indicated their upport for a global 
orientation. A second RISE is planned 
for early summer 2000, focusing on lin­
ing up the resources required to pu h 
ahead a global agenda and also on the 
implications of e-commerce, another 
attention area identified at the 
Amsterdam summit. 

The American Society for Testing 
and Materials (ASTM) Committee E-
18 on Sensory Evaluation has 
announced two new ta k group activi­
ties within Subcommittee E18.05 on 
Sen ory Application -General. The 
Accreditation Ta k Group plans to 
develop standardized qualifications for 
certification of laboratory 

facilities/operations staff and programs 
in the field of sensory analysis. To com­
ment or participate, contact Delores 
Chambers of Kansas State University at 
785-532-0162 or at 
delores@humec.ksu.edu. The 
Consumer Methods for Product 
Research Task Group is developing a 
manual to define qualitative and quan­
titative methods of sensory analysis. 
Questions or comments may be direct­
ed to Subcommittee Chair Mona Wolf 
ofWolfSensory Inc. at 513-398-1500 or 
at wolfsens@eos.net. 

Significant profit opportunities await 
consumer packaged goods (CPG) man­
ufacturers if they focus on new product 
development, more efficient pricing and 
expanding distribution, said Joe Durrett, 
chairman and chief executive officer of 
Information Resources, Inc., Chicago, 
in remarks to an audience of company 
executives and Wall Street analysts at 
Schroder & Company's Food, Beverage 
and Con umer Product Conference at 
New York's Millennium Hotel in 
November. Durrett cited seven recent 

consumer trends that have created sig­
nificant growth opportunities for the 
CPG industry over the past five years, 
and whose influence will continue into 
the Year 2000. Specifically: 

1. Convenience and portability -
products such as bottled water, moist 
towelettes and lunch kits saw average 
sales increases of 98 percent since 1994. 

2. Ready-to-eat consumption- over 
$4 billion of growth in categories such 
as frozen pizza and appetizers, refrig­
erated dinners and fresh salad kits in 
past five years. 

3. Natural/organic foods -an ever­
growing number of products bear nutri­
tional claims, and natural/organic prod­
ucts will account for $9.4 billion in 
1999. 

4. Functional foods - high-protein 
meals, energy bars and herbal-enhanced 
products grew in excess of 75 percent 
since 1994. 

5. Health and self-care- nine cate­
gories, including hair growth and hair 
coloring products, nutritional supple­
ments, antacids and anti-smoking prod-

continued on p. 57 
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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 analysis of every project. 
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Quantitative Research 
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etc Erlich Transcultural Consultants 

January 2000 

21241 Ventura Boulevard, Suite 193 
Woodland Hills, CA 91364 

818/226-1333 Fax: 818/226-1338 E-mail: etcethnic@aol.com 
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Tme-life tales in marketing research 

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

Gail Fleenor tells about recently 
conducting an in-store customer 
urvey u ing personnel from a 

temporary agency. The first temp to 
arrive for training walked past the door 
of the room several times before enter­
ing. When he worked up his nerve to 
enter the room, he took his seat without 
looking right or left. Fleenor asked hi 
name and attempted to engage this ter­
ribly shy person in a little conversation 
to make him feel more at ease. 
However, he remained uncomfortable. 

His shyness was painful to watch 
throughout training and during the 
practice session he was asked by each 
participant to repeat his answers 
because of his extreme soft-spoken­
ness. In fact he barely moved his lips 
when speaking! Fleenor was sure the 
young man would be afraid to approach 
customers for interviews but, since she 
wa hort on personnel, she decided to 
give it a try. 

The shy young man actually did an 
adequate job interviewing cu tomers: 
He did not hesitate to approach them' 
but made no small talk and did not 
smile. His only comment about the sur­
vey: "All the people I've interviewed 
seem to have hearing problems." 

Fleenor also tells about conducting 
in-store surveys in two small towns and 
receiving two types of refusals she'd 
never received before. One man refused 
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By Art Shulman 

to be interviewed because he was pur­
chasing beer and was sure that some­
how through the survey (which of 
course was anonymou ) his pastor 
would find out that he drank. 

Another gentleman purchasing beer 
refused to be interviewed because he 
didn't want his wife to know he was 
buying beer again. 

When Terry Thomp on ofThomp on 
Information Services was with a major 
research supplier, he conducted an 
annual awareness and satisfaction 
tracking study among cotton grower 
for a major ag-chem company. After 
his annual client pre entation, the client 
routinely compared urvey results, by 
region, with actual sales changes, and 
occasionally asked Thompson to dis­
cuss discrepancies. 

Most years, comparisons were close 
to survey expectations. But once, one 
region showed big sale increases while 
the survey data would have predicted a 
sales decline. When challenged, 
Thompson had no clue. Fortunately, 
the regional ale manager was in atten­
dance at the presentation. He explained 
that marijuana growers in the area had 
learned that the client' product worked 
a well on marijuana as on cotton. And 
since Thompson only surveyed the tar­
geted cotton growers, his urvey mi ed 
the marijuana growers responsible for 
much of the regional market growth. 

Cher Hoffman of The Horace Mann 
Companies tells about conducting a 
focus group of existing cu tomer . A 
new mother arrived with her four-week­
old infant. The subject matter to be cov­
ered did not involve baby products. The 
group wa intentionally recruited to be 
quite mall, only six respondents, and 

Hoffman didn't want to offend a cus­
tomer. So, she decided to see how 
thing would go with the infant. 

Shortly after the group began, the 
baby started to cry. The mother imme­
diately began brea t feeding. That was 
distracting, but only for a moment. The 
other respondents were quick to get 
back into the ubject matter. 

But, then the mother decided she 
wanted more food from the refresh­
ment table. She then handed the child 
to the re pondent sitting next to her. 
When the baby began to cry again, and 
the respondent holding the baby obvi­
ously wasn't prepared to continue with 
the brea t feeding, Hoffman aid to the 
mother, "You know, your baby isn't 
very happy here, and she is far more 
important than thi group, so why don't 
you go ahead and take her home. Here' 
your $50 for your time." 

But the woman refused to leave. She 
said she was enjoying the group and the 
food too much to leave. So, he took the 
child from the other respondent and 
continued to feed the child. The child 
quieted and the group re umed. When 
the group ended, the mother returned to 
the food table for more food- ever­
a! times, in fact. 

In future is ues, we' 11 report on more 
quirky, loopy and strange happenings in 
the world of market research. If you'd 
like your story to be told- anything 
related to research is usable, from 
spilling oup on your client's new suit 
to cute answers respondents provide on 
questionnaires- please call me at 818-
782-4252 or, better yet, write it up and 
fax it to me at 818-782-3014 or e-mail 
me at artshulman@aol.com. r~ 
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ONLINE advertising 
testing systems 

Decision Analyst, an innovator 

in marl~eting research methods 

for over two decades, is at the 

forefront of advertising research 

with these advanced Internet 

systems: 

• CopyScreenn1 

A system to scr en many early-stage 

advertising concepts in print format . 

• CopyCJ1ecl~® 

A system to provide diagnostic feedback 

for early-stage print, radio, TV, 
and animatics . 

• CopyTest® 

comprehensive advertising pretesting 

system for TV, print and radio . 

• Copy T racl~TI'I 

complete, online advertising 

tracking system. 

These industry-leading, Internet-based 

research systems are executed via 

Decision Analysts worldwide Internet 

panel o/ over 1, 000, 000 consumers. 

Calll-800-ANALYSIS 

for more information, 

or visit our website at: 

www.decisionanalyst.com 

.. :Jt) DeciYionAna{ystlnc 
A global leader in Internet research systems 



Qualitative Research 

In-home research gives Mirro 
the ingredients for its Allegro 
cookware line By Joseph Rydholm, QMRR editor 

L
ong a fixture in the cookware 
sections of discount tores 
with its Wearever line, Mirro. 
Company wanted a unique; 
new product that would give 

it an entree into specialty and depart­
ment stores. The Manitowoc, Wis.­
based firm got just what it wanted 
with the debut of its Allegro cook­
ware, thanks to a pinch of innovation, 
a dash of design ingenuity, and a 
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heaping portion of marketing 
research. 

The plan was to begin marketing 
Allegro via infomercial and then 
expand to retail outlets later. But for 
now, the infomercial approach, which 
began in late 1998 and has been wild­
ly succes ful, will do. 

What' all the fuss about? Allegro 
cookware is round on the bottom and 
expands to a square at the top, which 

not only makes it easier to handle and 
store but also lets it hold more food 
than a round pan of similar height. 
The pots and pans have a non-stick 
surface, developed exclu ively for 
Mirro by DuPont, that withstands 
contact with the dreaded metal uten­
sils. The lid have two side-mounted 
handle for ea y pouring and trans­
portation and a vent that allow 
boiled-over liquid to drain afely 
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back into the coolGng ve sel. The vent 
also eliminates the need to remove 
potentially hot lids during cooking. 
Plus, the pot and pan stack with lids 
in place or can be ea ily ne ted with­
out them. 

The inspiration to combine all of 
these features came from in-home 
research, during which observers 
watched consumers struggle with 
every aspect of the task of cooking, 

from storing the pots and pans to 
pouring with and cleaning them. It 
was a series of needs crying out to be 
met. 

Clean sheet of paper 
After Mirro decided to create a 

product for the department and spe­
cialty store market, it turned to 
Metaphase De ign Group, St. Louis, 
for help with the design work and the 
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marketing research. "Mirro asked us 
to start with a clean sheet of paper," 
says Kent Ritzel, director of 
Metaphase. "They aid, 'Forget 
everything you know about cook­
ware, and let's see where it takes u ."' 

Metaphase began by examining 
consumer product safety information 
to find out more about cookware­
related injuries and general kitchen 

continued on p. 55 
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MysteryShopping 

Editor's note: Greg Cole is sales 
manager for Pinkerton Field 
Research Services, an Atlanta mys­
tery shopping firm. He can be 
reached at 800-390-2415, ext.132 or· 
at gregc@pktnshop.com. 

For most companies con idering 
the initial implementation of a 
mystery shopping program, con­

fusion rules. There is frequently no 
one involved in the process who has 
much experience designing or using 
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a program and therefore there is little 
idea of how to begin. Different 
departments within your organization 
pull in different directions with their 
own needs and requests, and you end 
up falling back on the mystery shop­
ping provider for guidance, lowing 
things as questions and recommen­
dations go back and forth. 

Luckily, the situation needn't be 
this confusing. Below is an outline 
of some of the information my tery 
shopping provider companies typi-

cally need to know as they begin 
putting a program together. The e 
que tions are not all-encompassing 
but by having con idered the general 
area outlined, you will come to the 
planning process already armed with 
some basic ideas about how you want 
your program to work. 

Why do it? 
• Why do we want a program? 
• What do we want to know about 

our operation ? 
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The smart 
sourceM for data 

collection. 

Connect with QCS. It's the one company that 
marketing information needs. 

best meets your 

QCS offers Focus Groups, Pre-recruited Central Location Testing (CLT), 
Telephone Interviewing and Auditing. All are delivered nationwide from one 
source, with consistent, reliable data, and quality service. 

Our Central Project Management Team can also coordinate every aspect of 
fielding your project, including pricing, scheduling, field management, and 
tabulations. We free you to concentrate on your business, and your client needs. 

Whether your project is large or small, you can be assured that QCS is the smart 
source with the resources, skills, and experience to handle it right. 

So connect with QCS. Call 1-800-325-3338 
or pay us a virtual visit at www.qcs.com 

Quality Controlled Services® 
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• What does senior management 
expect to get out of the program? 
What does operation expect from 
it? Which other departments of the 
company will be affected and how 
will they be included in both the 
planning and reporting of the infor­
mation? 

Design 
• What will we use to establish 

the standards and practices on 
which to base the evaluation for­
mat? Do we have an operations 
manual or another set of guidelines 
that could be utilized in the design 
process? 

• Will we design our own form or 

ity of the proce and thus build bet­
ter credibility with field operations? 
(Thermometers, stop-watches, 
scale , pictorial quality guides, 
product sample , instruction manu­
als for shoppers, etc.) 

Administration 
• Who will be in charge of the 

program internally - operations, 
marketing, quality assurance, some 
other department? Will we dedicate 
one employee to act as the liaison 
between the hopping service and 
the field operations? 

• What type of appeal process will 
be e tablished? Who wi!J adminis-

• • • • • • • • 
use a generic format provided by ~"~~·~····••m .... 
the shopping company? hat areas will we 

emphasize or give 

the most weight to 

while designing the 

evaluation format? 

Quality, service, 

facility condition/ 

cleanliness or 

some other? 

• What areas will we empha­
size or give the mo t weight to 
while de igning the evaluation 
format? Quality, service, facility 
condition/cleanliness or some 
other? 

• What complaints or sugge -
tions are we hearing from our 
customers and how can we 
address them in our evaluation 
design? 

• Who from within our organi­
zation will have input on the 
design format? 

• What kind of evaluation for-
mat will we use? Will it be 
cored? Have a narrative? How 

lengthy/detailed? 
• How often will we shop each 

location? 
• How many locations will we 

shop- every location or a sam­
pling? 

• Will the evaluation involve 
the purcha e of a product or ser-
vice or otherwise require the 
shopper to spend money? Will 
we need to provide this payment 
up front? 

• How long should each shopping 
experience take? Will the shopper 
be required to return a product or 
otherwise make multiple visits to a 
location? 

• What kind of objective mea ures 
can we use to reduce the subjectiv-

company or someone from the 
shopping ervice? 

• Will the program be linked to 
any motivational program? 
Manager's bonu ? Employee non­
monetary reward system? On-the­
spot cash reward? Line employee 
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cash bonu ? 
• In what form do we want to see 

the re ult reported? Will we 
receive a copy of the original form 
or only a summary? Aggregate 
numbers only? Who will receive the 
results? Only headquarter , area 
managers, or will they be ent 
directly to field operations units? 

• Will the shoppers need to have 
a pecific profile to match our cus­
tomer base? 

• What kind of shopper rotation 
will be required? Will recognition 
of the shoppers by operations per­
onnel be likely? How will we han­

dle recognition if it occurs? 
• Do operations locations have 

obviou limiting factors which 
could affect the timelines of shop­
ping visits (re tricted business 
hour , limited access , etc.)? 

How to use it 
• How do we expect to use the 

information gathered? 
• How el e could the program be 

used: a a marketing tool , in adver­
ti ing , etc.? 

• What other y tern (motivation, 
incentive, corrective processes, etc.) 
will be needed to make the program 
work most effectively? 

• What kind of corrective process 
will we set up to deal with prob­
lems exposed by the evaluation 
process? 

• How will we communicate suc­
cesses and failures of the program 
to the field? A regular newsletter? 
How will we recognize top per­
former ? 

• How will we know if the pro­
gram is a succes ? How will we 
measure the results? 

Thinking through the areas hown 
above will allow you to better assist 
your provider during the initial 
design stage and insure a smoother 
and more timely planning and 
implementation process. You will 
more quickly begin gathering the 
information needed to help you be 
operationally efficient and respon­
sive to your customers and there­
fore more profitable. r~ 
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do what they do? 

No one has all the right answers. 
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MysteryShopping 

Editor's note: Michael Bare is 
president of Bare Associates 
International, Inc., a Fairfax, Va., 
research firm. He can be reached at 
800-296-6699 ext. 3131. 

Many service firms, at some 
point in time, have engaged 
the services of a mystery 

shopper or guest services evaluator. 
This shopper's job is to discreetly 
observe the firm's operations and 
objectively report observations to ·, 
management. Obviou ly, in observ­
ing how a company operates, the 
evaluator is assessing the actions of 
its employees, from the quality of 
their service to the integrity of their 
financial transactions. Therefore, the 
evaluator's observations have signif­
icant personnel implications and are 

24 

powerful as both a complimentary 
and disciplinary tool. 

For thi article, we will focus on 
using mystery shopping to examine 
the ervice at a hotel. When hop­
ping a hotel, an evaluator 's survey 
can take a variety of forms, ranging 
from a multi-day ob ervation of all 
guest services, to an audit, to a brief 
survey of a particular hotel depart­
ment. 

The evaluator typically po e as a 
gue t, use hotel facilities and takes 
note (literally and figuratively) of the 
positive and negative aspects of the 
operation. In a full urvey, the eval­
uator will use all of the services 
available- beginning with making 
a reservation and continuing through 
to the checking out of the property. 
He or she will note employee behav-

ior, peed, attitude and accuracy, and 
will report the transaction carried 
out by employees (particularly mon­
etary tran action ) enabling man­
agement to insure compliance with 
proper procedures. 

Notes are ometimes written, 
though u ually dictated. Prompt doc­
umentation is of major importance 
to insure accuracy. Upon check-out, 
the evaluator (or shopper) will often 
provide a verbal executive debriefing 
with senior management, in order to 
report key issues (issues, possible 
irregularitie and opportunities) and 
then follow-up with a full written 
report of all ob ervation . 

Report hould include, but not be 
limited to, observations of: 

a) satisfactory or exceptional 
employee performance; 
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using Bellview CATI. 
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b) integrity issues; 
c) training opportunities; 
d) housekeeping; 
e) revenue-building opportunities 

(i.e., room service alesmanship); 
f) facility maintenance, to include 

possible liability issues. 
Prudent operator u e the e report 

a a tool to work with and develop 
management and staff, and pre­
vent/correct problems. Once the 
evaluation has been performed, the 
key is to utilize the information pro­
vided in a most meaningful way. For 
the balance of thi article, we will 
focus only on personnel ramifica­
tions. 

There may be issue if the shopper 
report i used as the only ba i for 
disciplining a staff. U ing the report 
as a springboard for further re earch 
is preferable. 

Adhere to procedure 
It is essential that management 

adhere to procedure when di cipli­
nary action is required. For example, 
if the evaluator reported that hi room 
was not properly cleaned, the execu­
tive hou ekeeper could begin peri­
odic spot checks and use hi /her own 
observations as the ba is for correc­
tive action against any implicated 
employee . Or, if the evaluator 
reported inconsistent cash handling 
procedures in the bar, management 
could deal with the problem by re­
issuing policie and procedure and 
re-instructing its employees on prop­
er cash handling. Establish the per­
ception of control with your taff. 

Management research, by using in­
hou se personnel , can often a ure 
everyone involved of the thorough­
ness and accuracy of details provid­
ed. Consider though, that an in-hou e 
test may not garner the same per­
spective of hotel ervices as that of an 
anonymous evaluator. 

Often, management 's gut reaction 
is to view the shopper's report as the 
gospel (i.e., sufficient evidence for 
disciplinary action). If you 're using a 
reputable, e tablished hopper firm, 
accuracy of the report should seldom 
be an i ue, but I recommend your 

crutinize the facts clo ely. 
Call the my tery shopping compa­

ny and ask to speak with the shopper. 
Solidify your comfort level with the 
shopper's credibility and the detail 
provided in their report. Detailed nar­
ratives are ignificantly more credi­
ble than an audit checklist or a yes/no 
format with limited comments. 

If the report is to be used a a basis 
for di ciplinary action, that action 
may be challenged (i.e., lead to union 
grievance ) and the evaluator must 

Prudent operators use 

these reports as a tool 

to work with and 

develop management 

and staff, and 

prevent/correct 

problems. Once the 

evaluation has been 

performed, the key is 

to utilize the 

information provided in 

a most meaningful 

way. 
be ready to testify. Before deciding to 
use the evaluator report as the sole 
documentation for employee disci­
pline consider that an arbitrator may 
not take an evaluator 's report at face 
value. 

In ure you have acted promptly in 
inve tigating the fact and deciding 
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BestMark helps you 
look your very best. 

THE BESTMARK 
SOLUTION 
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BestMark successfully manages performance 
feedback programs for leading companies 

throughout the U.S. and Canada 
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upon potential disciplinary action. 
The shorter the time lap e between 
the incident and your action, the bet­
ter, as time can undermine the 
report' usefulne s. Some union con­
tracts require discipline take place 
within 48 hour of your receipt of 
the report. 

Talk with the employee in ques­
tion to get their side of the story. 
Employees in California must be 
given relevant portions of the report 
prior to discipline being imposed. 
Management is al o required to fully 
investigate the employee's explana­
tion. Find and interview witnesses. 
Remember: innocent until proven 
guilty. 

Thoroughly review and save all 
evidence, especially with reports that 
involve possible financial impropri­
eties. All original checks, credit card 
vouchers and register tapes must be 
reviewed to see if there i any expla­
nation other than employee miscon­
duct for discrepancie . Check for pat­
terns of "overages" or even drawers 
that always balance to the penny. 
Check and double-check. 

Make an honest asses ment if the 
rule or procedure violated has been 
adequately published and enforced. 
Action that seem to violate hou e 
procedures may be overturned if 
there ha not been consistent enforce­
ment. 

In summary: 
a) Ensure your operational policies 

are clearly written and reviewed with 
some frequency. Most are out of 
sight, and out of mind. 

b) Use of a credible my tery shop­
per firm pays dividends. 

c) Use the reports to reinforce pos­
itive behavior and e tablish a per­
ception of control with your staff. 

d) Commit to diligence and speed 
in researching the details of a report. 

e) Think before you react. Be con­
sistent in your actions. 

f) Consider the ramification of 
di ciplinary action, but do take action 
as the need requires. 

g) When in doubt, get the human 
resources or legal departments 
involved. r~ 

If you collect 
it, MERLIN will 

tabulate it! 
• No other tabulation and analysis software on the market approaches 

tasks in the powerful way of the MERLIN Tabulation System~ the 
"industrial-strength" solution for market research. 

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

A wide variety of data formats 
can be imported into the 
MERLIN Tabulation System™ 
Because MERLIN does not have a CATI inter­
viewing component, we have to try harder to 
interface with existing CATI software. 
MERliN will import a wide variety of 
standard PC file formats and text from 
many different CATI software suppliers. 
The import of standard fixed and"free­
format" data files handles many situa­
tions; MERLIN can exploit data in 
dBase, Excel and SPSS formats. CATI 
data and text can be imported from 
ci2/ci3, Research Machine QSL, 
QUANTUM Axis definitions, TELE­
SCRIPT, QUERY and the world­
wide SSS standard. In addition, 
MERLIN MAP and DLB (Title/ Label) 
file standards allow easy cus­
tomized MERLIN setup of almost 
any survey data source. If MERLIN 
does not import your data for­
mat, he can be taught to do it. 

MERLIN will read and edit Web 
survey data, no matter what ••• 
With the advent ofWeb Interviewing, we are 
seeing data files that contain very large and 
often disorganized data records. The people 
writing the Web surveys are not necessarily 
research professionals! The MERLIN MPE 
editor will read and edit data records up to 

32,000 characters in size. MERLIN has the 
ability to derotate, unscramble and 
otherwise extract the information 

from the mass of data that is 
often dumped into HTML -pro­

duced survey data files. 

The DAYAN guarantee 
We at DATAN guarantee that MERLIN 
will meet or exceed your expec­

tations on Price, Performance and 
Support. Please contact us to discuss 
our total commitment to maximizing 

the quality of your tabulation and 
analysis activities. Of course, user 

references are available upon request. 

DATAN,Inc. 
Princeton NJ USA 

Data Analysis Systems and Services 

FOR MORE INFORMATION, CALL TOLL FREE 

1-800-220-7036 
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MysteryShopping 

Editor's note: Elaine Buxton is 
president of Confero, a Cary, N.C., 
mystery shopping firm. She can be 
reached at 800-326-3880 ext. 123 or 
at ebuxton@conferoinc.com. 

E
very company wants to measure 
customer satisfaction. It is the 
heart of any modern business 

strategy. Experts estimate that most 
North American companies spend 
about 3 percent of revenues on cus­
tomer satisfaction measurement. ~. 

Understanding customer demograph­
ics, expectations, motivations, and 
desires creates an opportunity to 
serve customers better than competi­
tors do. Serving customers better cre­
ates satisfied customers, builds repeat 
business, and drives profitability. 

28 

Customer-driven companies eagerly 
spend that 3 percent of revenues to 
learn more about how they are doing 
with customers. Are they getting the 
information they ultimately need? 

Customer-driven companies want 
customer satisfaction information on 
which to base long-term strategies. 
They also want information to help 
them serve customers better right 
now. Can one set of data serve both 
short-term and long-term needs? Is a 
customer satisfaction study a substi­
tute for a mystery shopping study? 
Can mystery shopping studies be 
used to gauge customer satisfaction? 
To answer these questions, one must 
understand the overlaps and differ­
ences between customer satisfaction 
studies and customer service mea-

surement studies, such as mystery 
shopping. 

A customer who visited a restau­
rant a week ago cannot tell you with 
accuracy about the specific attributes 
of his recent visit. He probably does 
not remember whether he was greet­
ed, seated, and served within a rea­
sonable time, received piping hot 
food, visited a clean rest room, was 
served with a friendly attitude, given 
a check promptly, etc. All of those 
attributes of the visit, along with 
many others, combined to create a 
level of satisfaction in his mind. That 
overall satisfaction is important to the 
strategy of the company and will ulti­
mately affect long term decisions. But 
does it help the restaurant serve cus­
tomers better right now? The answer 
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Your customers are in the store ... 
. . . shouldn't your package be tested there, too? 

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. 

Total Shelf Impact: 

100% 19l%1 190%1 
90% 

80% 

70% 

60% 

50% 

40% 

30% 

Current New#l New#2 New#3 

((New package design #1 and #2 both 
generate greater shelfimpact 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 

Purchase Interest: 

80% 175%1 
75% 
70% 65% 

62% 65% 
56% 60% 

55% 
50% 
45% 
40% 

Current New#l New#2 New#3 

((As a result of the improved shelf impact 
and concept communication (particularly 
for new design #2), consumers are more 
likely to buy the product. " 

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!) 



is usually no. 

Revealing the "why" 
Customer satisfaction studies 

reveal how customers feel about cus­
tomer service. They do not reveal 
why. Customer service measurement 
reveals the "why" that stimulates con­
tinuous improvement. Essentially, 
satisfaction studies report perceptions 
and service studies report perfor­
mance. If a satisfaction study 
revealed that customers thought food 
service was slow in a chain of restau­
rants, valuable information has been 
gleaned. Acting on this information 
alone would be impractical. Would 
the chain simply ask employees to 
work faster? Would it risk serving 
undercooked food for the sake of 
quick service? Would it redesign its 
units to receive food orders more 
quickly? Of course not. The chain 
would drill down deeper into the data 
to determine the root cause, the why. 
The chain would measure its speed of 
customer service, likely using mys­
tery shoppers to take those measure­
ments. If a subsequent mystery shop­
per study revealed that table-service 
customers were waiting an average 
of 10 minutes to receive their checks, 
a specific reason for customers to per­
ceive slow service has been isolated. 
Causes for the delay can now be 
investigated. Causes might include 
slow credit card authorizations, 
understaffing, a backlog waiting for a 
manager approval, or lack of staff 
training to use computers. That one 
statistic- the more than 1 0-minute 
wait - gives managers a specific 

issue to work toward correcting. It 
gives the customer-driven company a 
way to serve customers better in the 
short term. 

Think of customer satisfaction as 
the end product of a production line. 
In a retail environment, one stage of 

requires that quality be inspected at 
every stage of the process, not just at 
the end. TQM proponents equate sta­
tistical process control of a produc­
tion line to mystery shopping of ser­
vice businesses. 

In a retail service business, mystery 

Customer Satisfaction Studies: 
Impact Strategy for Customer­

Focused Organization. 

Tactics: Measurable Customer 
Service Performance Criteria 

Cycle of Customer 
Satisfaction and 

Customer Service 
Measurement 

<I Perl'ojance CorrecHon, 
Enhancement. Managing the 

Specifics of the Customer 
Experience. 

Mystery Shopping: Measuring t I .__ __ --I._. Customer Service ...,.~1-------'~hop again 
Performance 

the process might involve approach­
ing customers as they enter the store. 
Another stage might involve having 
advertised merchandise readily avail­
able, supported by prominent dis­
plays. All along the production line, 
customers decide how the business 
meets their expectations. Customer 
satisfaction surveys address the end 
product of the production line, reveal­
ing expectations and perceptions in 
total. By contrast, customer service 
measurements reveal performance at 
each identified stage of the produc­
tion process. 

Taking measurements along a pro­
duction line and comparing them to 
established benchmarks should sound 
familiar. It is a basic principle of total 
quality management (TQM) called 
statistical process control (SPC). SPC 

shopping is likely the primary means 
of measuring customer service deliv­
ery along the 1'production line." That 
is because the most important stages 
of the production process are marked 
by difficult-to-measure interactions 
between customers and employees. 
Management cannot possibly witness 
every exchange between customer 
and employee. Yet so much of a cus­
tomer's ultimate satisfaction with the 
company centers on individual inter­
actions. Mystery shopper studies 
detail specifics of those interactions, 
highlighting areas of success and 
areas needing improvement. When 
employee performance is critical to 
customer service delivery, mystery 
shopper studies provide a consistent 
performance measure of the human 
aspect of the service process. 

I ESS TO BUSINESS 
DATA COLLECTION 

859:.3 

• Meticulous Proj 
• Accurate Re 
• Hi Tr-· ... ~-
• Excellent Gatekeeper Techniques !1;;~~=~-~~i~ 
• Convenient Remote Monitoring 
• 100+ CA Tl Stations 
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Because the shopper study measures 
specific performance , it offers 
opportunities to encourage desired 
behaviors (incentives) and discour­
age undesirable behaviors (training). 
Mystery shopping studies deal with 
specific performance criteria expect­
ed for each customer's visit. 
Properly designed, a company's 
shopper survey provides a clear 
blueprint for all stages in the process 
of serving customers. The shopper 
survey becomes the measure for the 
benchmark. Resulting data report 
customer service performance, as 
judged by the criteria set forth on 
the shopper survey. 

Not the same 
Because the shopper study involves 

use of a survey, it is easy to mistake 
it for a customer satisfaction survey. 
It is not. The shopper survey mea­
sures the extent to which the organi­
zation is performing to its own stated 
customer service standards. Inklings 
about customer satisfaction that 
emerge from shopper data are a sec­
ondary benefit, but not the primary 
purpose of the study. A mystery shop­
per's suggestion might lead to fur­
ther investigation of a future product 
offering. A mystery shopper's com­
ment might allude to a competitor's 
more-favored practices. However, 
comments and respon es from shop­
pers must be considered within the 
context of the survey. 

Care must be taken to recognize 
the survey bias inherent in a shopper 
survey. When shoppers are dis­
patched to vi it field locations, they 
are given the shopper survey before­
hand so they will know the criteria for 
performance measurement. Armed 
with these criteria, shoppers visit the 
units with a specific set of expecta­
tions. Obviously, units that perform 
poorly do not meet the survey expec­
tations. Since the shoppers' expecta­
tions were trained on the survey, 
shoppers who report poor experiences 
tend to also report dissatisfaction 
(survey bias). It's human nature. 
Answering a survey negatively makes 
one more likely to perceive an expe­
rience as negative. 
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expectations among the target cus­
tomer population. Too often, satis­
faction studies assume customer 
expectations instead of asking for 
them. In an attempt to quantify 
results, it becomes too easy to ask 

easy to say and difficult to do. 
Customers are busy people; the most 
highly sought-after demographic 
groups are busier than most. Many 
customers are reluctant to respond to 
surveys. Fewer and fewer are willing 

For example, customer satisfaction 
studies might indicate that restaurant 
customers who order appetizers per­
ceive shorter wait times for meals. 
Appetizers also add incremental rev­
enue, so offering them becomes one 
of the company's best practices. 
Offering an appetizer becomes a stan­
dard question on the shopper survey. 
Shoppers who visit the units and are 
not offered appetizers might report 
disappointment in not being offered 
an appetizer. Would an average cus­
tomer report dissatisfaction about not 
being offered an appetizer? It's 
unlikely. 

Customer Satisfaction Customer Service 
Study Study: Mystery Shop 

Scope of Data Broad-Organizational Specific-Unit Level 
Organizational Strategic Tactical 
Perspective 
Reports on: Perceptions (feelings) Performance (facts) 
Data appropriate for: Planning, Strategy Action 

Customer satisfaction studies face 
a different bias that is created by 
assumptions about customer expec­
tations. Customer expectations come 
from many sources, primarily demo­
graphic, psychographic and econom­
ic. These sources collide and congeal 
to form an individual customer ' s 
expectations. Many individuals must 
be interviewed in order to reach a rea­
sonable conclusion about overall 

Appropriate Stage of Outcome 
Service Delivery 

customers "Do you like it when a 
server offers you an appetizer?" when 
the real question has to do with per­
ceived wait times, not with offering 
appetizers. 

Listen for what's missing 
The goal of a satisfaction study 

must be to listen for what is missing, 
what lies ahead, what can be done to 
keep customers in the future. This is 

OBJECTIVE: 
A flexible sampling system, power-packed with options. 

SSI SOLUTION: 
Rick Hoeft (President of Discovery Research Group, one of 
the nation's leading telephone interviewing companies) - "With 
SSI-SNAP"', one of our computers is not tied up while a sample 
is being generated as it was with our old in-house sampling 

Our old system forced us to dedicate a high-end 
computer. Now, we're free to access and 

draw SNAP samples on any computer in 
our company. 

"SSI is very, very open about how its 
samples are developed and gives us 
choices. That's something we truly 
appreciate - and our clients 

appreciate, too." 

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

~ Survey 
• ~ Sampling, 
- =....... Inc.® 
Partners with survey 
researchers since 1977 

Process 

to answer yet another survey phone 
call, mailed questionnaire or com­
ment card. Those who are delighted 
to answer the survey may not be rep­
resentative of the target customer 
population . To secure a reasonable 
customer response rate, companies 
are often tempted to shorten the cus­
tomer satisfaction survey to just a few 
questions so that a reasonable 
response rate will be received. 
Unfortunately, this least-common­
denominator proces s leads to 
mediocre results with little action­
able data. Modern customer satisfac­
tion studies seek direction from cus­
tomers, not a scorecard. Satisfaction 
studies that only affrrm the past rather 
than seek the future waste time and 
money. Too often they are intention­
ally designed to affirm current man­
agement strategies rather than unearth 
opportunities to better serve cus­
tomers. 

If mystery shopping studies give 
shoppers a yardstick with instructions 
to measure in inches, satisfaction 
studies ask what unit of measure 
should be used in the first place. 
Shopper studies measure the process 
of delivering customer service (per­
formance) while satisfaction studies 
measure the outcome of customer ser­
vice performance (perceptions and 
expectations). Both measures are 
important to the overall health of a 
customer-driven organization. Both 
are part of an ever-repeating process of 
continuous improvement. In the end, 
there can be no customer satisfaction 
without customer service. r~ 
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I nternatjooal Research 

Editor's note: James M. Velayas is 
director of strategic market research 
at SBC Communications, a San 
Antonio, Texas-based telecommuni­
cations firm. He can be reached at 
210-351-2164 or at 
jvelaya@corp.sbc.com. 

pon reading the article "Q&A: 
Conducting research in Egypt 
and Israel" in the November 

1999 issue of Quirk's I was a ton­
ished to find a similar belief uttered 
by the two interviewees. The research 
principals in both Egypt and Israel 
said essentially that there is no reason 
for U.S. based clients to be present 
during the research unless they want-

ed to, "enjoy a nice holiday." This is 
wrong. 

Over the years I have been respon­
sible for research projects in Europe, 
South America and the Far East while 
others in my group have covered the 
world - including both Egypt and 
Israel. The quickest way to end up 
spending ten of thousands of dollars 
for meaningless results is to follow 
the advice suggested above. I believe 
that any responsible researcher, man­
ager or client who fails to become 
personally involved in the research 
process puts both his firm and career 
at great risk. 

Each phase of the research process 
-from defining the target population 

January 2000 www.quirks.com 

to determining sampling require­
ments, from selecting interviewing 
methodology to developing and trans­
lating the questionnaire - require 
the involvement and active presence 
of the responsible party. And that 
responsible party is you. 

Regarding the language barrier, I 
am reminded of a friend who, after 
taking four years of French in high 
school and another four years in col­
lege, took his first trip to France. At 
the airport he caught the train for 
downtown Paris and, shortly after 
leaving the station, the train stopped 
in a dark tunnel. For three hours he sat 
on the stalled train and, as they wait­
ed, every 10 minutes the train's con-

33 



ductor would make an announce­
ment. Even after eight years of 
French and hearing the sa me 
announcement over and over again 
he never did fully understand what 
the problem was. 

So now imagine that you are going 
to do research 

the communication levels are high. 
And when you realize that you are 
willing to pay thi premium you are 
tacitly affirming the inherent dangers 
of international re earch. 

What happens next? The vendor 
you have selected does not have its 

in a foreign 
country with a 
project that 
has a budget of 
$100,000. In 
all probability, 
you do not 
speak the lan­
guage of the 

There is no substitute to 
top manage­
ment actua1ly 
do the re earch 
since they are 
busy selling 
the firm's 
capabilities. 
Now you are 
handed off to 
the research 

being at "ground zero" 
when your research 
instrument is being 

translated and tested. 
country where the research is to be 
conducted. Now suppose you have 
found three research firms that have 
good references or perhaps j u t good 
advertise-

manager, who may have been present 
at the first meeting, but was mostly 
silent and supporting the sale team. 
Your re earch manager in most cases 

does not pos-
ments. First 
you wil1 need 
to select the 
most appropri­
ate research 
service suppli­
er to execute 
your program. 
At the initial 
review meet­
ings with the 
vendors all 

Questions and instructions 
that are given little thought 
in your U.S.-based studies 

become critical when 
moved into the 

es the same 
set of lan­
guage skill a 
the sales team, 
but thi i who 
you are going 
to have to 
work with. 

My advice 
here i to test 
your re earch international realm. 

will have their top management peo­
ple (their top salespeople) present, 
but you find that one firm you prefer. 
The reason for your selection will be 
that you find them to be very knowl­

manager. Have 
the manager get a paper copy of a 
re earch project they have recently 
completed. Ask them to translate one 
page of the document from their 
native language to English. This 

should scare edgeable and 
their bid is 
competitive. 

When was the last time you you. Ju st 
think: They 

When peo­
ple tell me 
they find a 
vendor to be 
very knowl­
edgeable, that 
usually trans­
lates to mean 

did not review the are going to 
take your 
English 
re search 
instrument, 
both the q ues­
tions and 

questions to be asked when 
you were doing a study in 

the U.S.? 
they can communicate with the ven­
dor. I recall my college definition of 
communication being, " the mutual 
understanding of ideas when con­
veyed." People are willing to pay a 
premium to work with a firm where 

instruction s, 
and translate it to their mother tongue. 
It is not my aim to belittle the foreign 
research manager, rather it is imper­
ative to understand the hazards asso­
ciated with the translation phase. 

Then your research instrument is 
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going into the field where, if you are 
lucky, the field workers will able to 
execute the research as instructed . 
More often than not you will have a 
small army of interviewers spread 
across the country doing door-to-door 
interviewing since telephone pene­
tration is .never close to the 98 percent 
U.S. level. As the responsible party 
you have a duty to go into the field 
and verify that the instrument i per­
forming a de igned. 

I remember being in Brazil sitting 

ing, the "holiday" aspect will be min­
imal. 

The norm will be fru stratingly long 
day and night as you fight to insure 
the research program you are putting 
in place will yield meaningful results. 
Days turning to weeks as you are 
away from family, friends and famil­
iar surroundings will harden your atti­
tudes towards those who fail to under- '. 
stand the demands of international 
re earch. However, in the end, know­
ing the contribution your diligence 

has made to the succe s of your firm 
will supply you with the satisfaction 
of knowing you did the right thing . 

In closing, ask yourself this ques­
tion: If you were going to do the same 
project in the U.S. , how involved 
would you be in the research pro­
gram ? Whatever your answer i to 
this question it should be, at a mini­
mum, the an wer to the same question 
when it comes to conducting interna­
tional research projects. r~ 

with an interviewer a she conducted~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 

an interview in Portugue e. While I 
do not know Portuguese I could tell 
something wa amiss because what 
should have been a 15-minute inter­
view was taking 30 minute . Without 
going into detail s the translator had , 
as nearly as was po ible, tran lated 
my English questions as preci ely as 
poss ible without allowing for geo­
graphical variations. This resulted in 
the re s pond e nt be in g unabl e to 
an wer many of the questions unless 
prodded by the interviewer. 

There is no ubstitute to being at 
"ground zero" whe n your re earch 
instrume nt is being translated and 
tested. Questions and instruction that 
are given little thought in your U .S.­
based tudies become critical when 
moved into the intern ational realm. 
When was the last time you did not 
review the que tion to be asked 
when you were doing a study in the 
U.S .? Your invol vement in the inter­
national s tudy is of eve n g reater 
importance. 

While I could mention many more 
concerns and perils when it comes to 
doing international research I would 
like to clo e by saying a little some­
thing about thi s " nice ho liday" atti­
tude. International re earch i a grind. 
Granted, from time to time you will 
have a pleas ant mom e nt vi ewin g 
sights most others only dream about, 
but usually you will be in for a tough 
ha ul. From th e 1 0 -ho ur a irpl a ne 
flights to day of j et lag to working 
throu g h lan g uage di ffe re nc es to 
hotels with no air conditioning or 
over-aggressive heating systems to 
trying to fi gure out what you are eat-

The List 

YOUR RESEARCH IS IMPORTANT. ONLY THE BEST 

QUALITATIVE RESEARCH SERVICES NETWORK WILL DO. 

Here's your copy of the A list. 

United States: 
Atlanta, Jackson Associates, Inc. 
Boston, Boston Field & Focus Performance Plus. 
Baltimore, Chesapeake Surveys, Inc. 
Charlotte, Leibowitz Market Research Associates, Inc. 
Chicago, (Downtown) National Data Research , Inc. 
Chicago, (Northfield) National Data Research , Inc. 
Cincinnati, QFact Marketing Research, Inc. 
Dallas, Focus on Dallas, Inc. 
Denver, AccuData Market Research, Inc. 
Detroit, MORPACE International. 
Fort lauderdale, WAC of South Florida, Inc. 
Indianapolis, Herron Associates, Inc. 
los Angeles, (Beverly Hills) Adept ConsumerTesting,lnc. 

Los Angeles, (Suburban) Adept Consumer Testing, Inc. 
Minneapolis, Focus Market Research, Inc. 
New York, WAC of New York, Inc. 
Philadelphia, Group Dynamics in Focus, Inc. 
Phoenix, Focus Market Research, Inc. 
San Diego, Taylor Research 
San Francisco, Nichols Research, Inc. 
San Francisco, (Suburban) Nichols Research, Inc. 
San Jose, Nichols Research, Inc. 
Seattle, Consumer Opinion Services, Inc. 
Tampa, The Herron Group of Tampa, Inc. 
Washington D.C., Shugoll Research, Inc. 
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london, MORPACE International. 
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F I EL D MANAGEM E N T & V I D E O C ONFERENCING 

Simple. Effective. Smart. 

Call us now! 1-800-288-8226 Fax: 561-882-0162 
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Editor's note: Camille Nicita is 
director of qualitative research and 
Christi Walters is marketing research 
director at Gongos & Associates, 
Inc., a Bloomfield Hills, Mich., 
research firm. They can be reached at 
248-205-9500. 

U
nderstanding the customer's 
voice dramatically affects the 
eventual succe or failure of 

new products. When corporations . 
embrace a more customer-focused · 
product development philosophy they 
not only create satisfying products, 
but also understand how to position 
those products to create differentia­
tion. This translates into success in 
the marketplace. 

However, considering the number 

36 

h 

of failed products and service on an 
annual basis, the question arises: How 
well do corporations really know 
their customers? And further, 

-What i the cu tomer's connec­
tion with the product? 

-What is really important to the 
customer? 

-What does the cu tomer really 
want and need? 

- How are customer motivated 
to purchase? 

- How do customers talk about 
the product? 

- Is the customer' voice differ­
entiated from the internal voice? 

To help corporations further under­
stand their customers, marketing 
research methods must be employed 
to ensure customer-driven concept 

and product development. The model 
shown on the facing page helps illus­
trate how this theory work . 

To achieve differentiation in the 
marketplace, the complete picture 
(including all three components) must 
be captured. The key is to understand 
the customer (their wants, needs, 
motivations , emotions and values) 
and evaluate the marketplace (looking 
for gaps, opportunities and unmet 
wants and needs) before embarking 
on the development of a new product 
concept or product extension. 

An example: Past automotive his­
tory sugge t that excess plant capac­
ity typically dictated whether a new 
vehicle would be manufactured 
regardle of what the customer want­
ed or what the market could support. 
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Today, many automotive corporations 
have improved their customer focus 
and look at a more complete picture. 
For example, the dramatic increase 
in sport utility vehicle (SUV) ale 
has been customer/market-driven. 
When questioned, consumers articu­
lated their specific wants and needs 
for a utilitarian vehicle. Consumer 

comment suggested that there was 
room for many types of utility vehi­
cles based on diverse usage, styling 
desires, core values and unfulfilled 
gaps/opportunities in the market­
place. Hence, the sport utility market 
landscape is filled with many and 
diverse vehicle to suit a wide range 
of customer needs. 

The purpose of this article is to 
introduce several qualitative tech­
niques for gaining a comprehensive, 
customer-driven focus for product 
and concept development. (While our 
empha is is on qualitative techniques, 
please note qualitative re earch 
should be used in the investigative 
stage and further quantitative valida­
tion is also recommended.) The fol­
lowing four areas will be explained: 

• gathering the "voice of the cus­
tomer"; 

• identifying purchase triggers/need 
states; 

• understanding emotional con­
structs or core emotional values; 

• determining brand image. 
While each of the above objectives 

is independently valuable, when com­
bined, a clear picture for differentia­
tion emerges. (Note: The model 
depicts each objective with its most 
relevant component.) 

Gathering the "voice of the cus­
tomer" 

Gathering the "voice of the cus-

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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sTs 
SCIENTIFIC 
TELEPHONE 

SAMPLES 

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

RESEARCH. 
first Market Researc h helps 
its cl ients "get the facts" with : 

• Focus-group rooms in 
downtown Boston and 
downtown Austin 

• National telephone inter­
viewing -paper & pencil or 
computer aided with 
remote monitoring 

• Special expertise in: 
business-to-business 
high technology 
consumer research 
health care 

• Multivariate analysis & 
affordable conjoint designs 

The common-sense comma . 
It turns our name into an agenda. 

http://www. fi rstm a rket. com 

1-800-FIRST-1-1 
1-800-FIRST-TX 

First 
Market 

= Research 
656 Beacon Street, Boston, MA 02215 

(617) 236-7080 
2301 Hancock Drive, Austin, TX 75756 

(512) 451-4000 
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tomer" means understanding the 
product through the consumer's eyes 
-this means placing more emphasis 
on the consumer's words than the 
opinions of management, R&D, 
engineering, marketing and all other 
"internal" folks. 

Gathering the "voice of the cus­
tomer" is accomplished by: 

• focusing on root wants/needs/ben­
efits of usage; and 

• understanding consumer lan­
guage. 

Root wants/needs/benefits (bene­
fits) 

Understanding root benefits resides 
in the following questions: What need 
does the customer wish to fulfill with 
the product? What problem is the cus­
tomer attempting to solve thro ugh 
use? What benefit does the customer 
wish to receive? 

Focusing on these questions helps 
to reframe our perspective away from 

sumer wants to confidently stop 
quickly on icy surfaces without slid­
ing, skidding or running off the road 
opens the door to many potential 
product development solutions . 

To ensure an exhaustive li st of con­
sumer wants/needs/benefits is gath­
ered, it is important to have a basic 
understanding of the Kano Model of 
Quality and to gather needs at each 
level. 

1) Expected Quality (point of entry, 
grave disappointment if missing). 
Example: Car gets mefrompointA to 
point B. 

2) Performance Quality (the more, 
the better). Example: Car has good 
fuel economy. 

3) Exciter Quality (if missing goes 
unnoticed, if present, satisfaction 
goes through the roof!) . Example: 
Car helps to prevent me from getting 
lost in unfamiliar areas. 

Note: An Exciter Quality today 
may be an Expected Quality tomor-

Kano Model of Quality 
Customer Satisfaction 

row. 
Consumers typi­

cally talk about 
performance qual­
ity without 
prompting (the key 
here is to obtain 

the features and characteristics of 
today's products and direct our atten­
tion to the root wants, needs and ben­
efits derived from purchase and 
usage. An opportunity for innovation 
lies in uncovering these benefits. For 
instance, knowing that a consumer 
desires anti-lock brakes on his vehi­
cle directs the product developer's 
attention to the same feature time and 
again. However, knowing the con-

= CD 
ccz ..... 
CD 
CD 

= .... 

"benefit " versus 
product features 
and/or olutions). 
Expected and 

~ Exciter Quality, 
g however, require 
S. more effort from 
g" the researcher. 

Several tools to 
uncover Expected 
and Exciter 
Quality include: 

Expected: 
Projective techniques 

Exciter: Use storytelling, observa­
tion, and/or personal diaries to zone 
in on current frustrations, modifica­
tions, failures, confusion, fears, etc. 

Relating lateral products, services 
or experiences to the product under 
study also aid the consumer (and the 
product developer) in thinking more 
creatively. For example, when inves­
tigating consumer needs for automo-
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biles, asking them to think about ben­
efits realized through the use of boats, 
snowmobiles, motorcycles or all-ter­
rain vehicles may be just the needed 
bridge to stimulate outside-the-box 
thinking. Understanding how a par­
ticular benefit is carried out in anoth­
er industry may provide insight to the 
much ought after "WOW." 

Consumer language 
Understanding consumer language 

(what the customer call it, how the 
customer describes what they do with 
it) , further enforces the focu s on the 
customer and pre ents potential 
opportunities to break product devel­
opment paradigms. This is achieved 
by throwing a sumptions out the win­
dow and asking obvious questions. 
As the researcher, the key is to 
NEVER ASSUME you know what 
the customer mean and QUESTION 
every nebulous term that drifts from 
the con umer's lip . 

Asking the additional "Why?" or 
"What do you mean by ... ?" some­

about the purchase and potential 
implications the purchase makes in 
the customer's life. 

Understanding key purchase trig­
gers/need tate is accomplished 
through storytelling (third-person) 
and visualization (specific instances). 

It is important to explore motiva­
tions in an indirect manner since the 
an wer may be personally sensitive · 
and require the customer to evaluate 
their "real" motivations, which they 
may not want to divulge. Approaching 
motivations indirectly allows the 
researcher to uncover the conscious as 
well as the unconscious rationale for 
purcha e while keeping the customer 
as comfortable as possible. 

Due to the indirect nature of these 
techniques, the analysis is more chal­
lenging and requires subjective inter­
pretation to read between the lines 
and analyze both the spoken and 
unspoken. 

Understanding core values 
A core value is the relevant link 

between a product/brand/category 
and the consumer's life. If corpora­
tions can identify and effectively 
communicate the core value(s) a 
product touches, then customers will 
embrace the product not only because 
it is a good product (meets wants and 
needs) but also because it touches 
them in a personal way. Some exam­
ples of core values include peace of 
mind, longevity, good health and self­
esteem. 

Investigating core values can be 
accomplished through: 

1. Homework assignment 
2. Laddering technique 
The laddering technique is used to 

identify key linkage between prod­
uct attribute , benefits provided by 
the attributes, and personal core val­
ues. Understanding core values is key 
to learning how to talk about a prod­
uct in a meaningful way - thi i 
essential to breaking through the 
daily advertising clutter that bom­
bards consumers. 

A typical customer ladder 
times brings the researcher to new ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
and undiscovered territory. Further, 
probing for examples related to com-
mon term (e.g., convenience, soft, 
quick, easy, healthy, etc.) provide 
the researcher with not only a defin­
ition but with snapshots of how the 
consumer interacts with the prod­
uct/service. Finally, gaining an under­
standing of con umer language is 
often a easy a a king for a synonym 
to replace the currently used word. 

Note: To prepare the respondents 
for the in-depth probing associated 
with gathering con umer language it 
is often helpful to warn them in 
advance of the obvious or even repet­
itive nature of your questions. 

Identifying key purchase trig­
gers/need states 

To bridge the gap between the cus­
tomer and the product category it i 
helpful to understand the motivating 
factors prompting the ultimate pur­
chase of a product. To accompli h 
this, it is important to have basic 
knowledge of how and why a pur­
chase occurs , the cu tomer's feeling 

January 2000 www.quirks.com 

-E -

OBJECTIVE: 
Instant samples that are truly representative. 

551 SOLUTION: 
Mickey Blum (Pres ident of Blum & Weprin Associates Inc. in 

ew York City)- "When one of my media clients calls, I 
typica lly need a ample within two hours. We need to be in the 
field the day of the new event and have the results available the 
next morning. I need an instant sample for an instant response. I 

can get that from urvey Sampling. And I 
can get the sample screened for 

disconnects! That has been 
invaluable to me. The most 
important thing is a quality 

sample, but timing is absolutely 
critical. We simply wouldn't be 
able to do what we do without 
urvey Sampling." 

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

to info@ssisamples.com. 

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

Partners with survey 
researchers s ince 1977 
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no More Problems. 
Dnlv Solutions. 

When it comes to choosing a WATS 
telephone research house, we have 
your solution. PhoneSolutions. Our 

standard is to provide impeccable 
survey results, on time, and at a 
competitive price. We offer: 

• 150 CAT/ stations 
• 15 hour dialing day 
• Low-incidence respondents 
• Hard-to-reach or tough-to-recruit 

respondents 
• Medical/professional/consumer studies 
• Programming and tabulation services 

THE TRIAD OF A PHONE SOLUTION 

Quality 

Let us show you the 
perfect solution to your 

field service needs. 

Call Michael Schlegel at 
(2 7 2) 352-0445 or e.mail him at 

michael@phonesolutions.com 

Tucson • Albany • New York 
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includes: product attributes -+ ben­
efits-+ core values. Starting the lad­
der with a product attribute may 
sometimes make things awkward for 
the consumer. To make the laddering 
process easier and more personally 
relevant, customers are asked to 
complete a homework assignment 
prior to the session. Since a picture 
is worth a thousand words, cus­
tomers select images, pictures or 
words that symbolize what the prod­
uct/brand means to their lives. These 
images represent the framework of 
the interview, initiate the laddering 
technique and contribute context to 
the analysis. The new ladder looks 
like this: imagery -+ product attrib­
utes -+ benefits -+ core values. 

For example, when investigating 
core values in the airline industry a 
customer might bring in a picture of 
a person sleeping in a hammock -
this may symbolize the rest and 
relaxation he wishes he could 
achieve when 
traveling by 

run also makes the business traveler 
feel mentally refreshed, physically 
energetic and more productive helps 
the researcher to better understand 
the "ideal" in the airline example. 

Determining brand image 
Understanding brand image and 

the brand image of competitors is 
crucial to differentiation. However, 
while it is imperative to understand 
where the current brand and its com­
petitor live, it is just as important to 
understand gaps (where no brands 
live) because this is where potential 
opportunity dwells. If a link can be 
made between identified image gaps 
and a strong core value (explained 
earlier) a differentiated, ownable 
positioning may result. 

A combination of projective tech­
niques should be used to gauge 
brand image for the category. Brand 
sort and either a brand personifica­
tion or brand obituary exercise pro-

vide a well­
rounded pic­

air. Attributes 
contributing to 
rest and relax­
ation may 
include on­
time depar­
tures/arrivals, 
courteous and 
helpful flight 
attendants and 
a smooth (lack 
of turbulence) 
flight. These 
attributes ben­
efit the cus­
tomer by mak-

Understanding brand 

image and the brand 

image of competitors 

ture 
including an 
overview of 
the category 
landscape 
(where 
brands cur­
rently fall and 
gaps/ opportu­
nities exist) 
and in-depth 
analysis on is crucial to 

differentiation. 
two to three 
focus brands. 

ing him feel 
mentally refre hed, physically ener­
gized and more productive after the 
flight. When asked how this is per­
sonally relevant, it may translate into 
the values of success and accom­
plishment. 

Relating lateral brands, products, 
services or experiences to the core 
values further enhances the under­
standing of the core value and how it 
relates to customer's lives. For exam­
ple, understanding that a two-mile 

Set of tools 
The qualita­

tive techniques addressed above are 
not exhaustive. They are merely a set 
of tools to begin to better understand 
the customer. The key is to ask your­
self: Now that you've been given a 
glimpse of the complete picture, how 
well do you understand your cus­
tomer? r~ 
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Editor 's note: Janet A. Stanfel is 
senior research director at AFFINA 
Corporation, a Troy, Mich. , research 
firm. She can be reached at 248-614-
8406 or at janetstanfel@affina.com. 

A 
good way to maximize the value 
of qualitative focu group 
research is to add a quantitative 

component. This can be achieved in a 
timely and cost-efficient manner by 
using participant recruitment as a data 
collection tool rather than merely a 
screening process. Traditionally, the 
singular goal of focus group recruit­
ment screeners is to identify people 
who fit pre-defined criteria related to 
demographic indices, purchase pat­
terns, product preferences or other 
features, in order to invite them to 

participate in a group discussion with 
"similar" others. Becau e it i expect­
ed that the recruit will be completed 
a quickly, efficiently, and economi­
cally as possible, the screeners are 
short, and the only questions that are 
a ked relate directly and olely to the 
criteria that have been established for 
focus group di cussion participation. 

Although the standard approach 
may result in high-yield recruiting, it 
falls short in terms of the potential 
overall value that the research can 
provide. Our company, AFFINA, 
advocates taking full advantage of the 
focus group recruit by adding relevant 
questions to the screener, and making 
u e of the collected data within the 
focus group etting, or in addressing 
other client issues. 
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This approach to data collection 
may provide the greatest benefit when 
focus group participants are being 
drawn from a client' customer li tor 
database, because it not only presents 
the client with a prime opportunity to 
learn more about customer needs, but 
also contributes to the total customer 
relationship-building process. This 
additional benefit is achieved, in part, 
because in asking a few key que -
tions, (especially when a customer 
does not qualify for the group due to 
quotas or other criteria), the recruiter 
conveys an interest in the customer 
and sends the me sage "You are 
important to us." Moreover, regard­
less of recruitment status, data that 
are appended to the current customer 
database become part of the most 
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essential mechanism for driving cus­
tomer satisfaction and loyalty. 

An opportunity 
Every customer contact is an 

opportunity to learn more about what 
customers need, want and expect in 
the way of products and services, 
what they have purchased in the past 
and anticipate purchasing in the 
future. Even the brief contact afford­
ed by a focus group recruiting effort 
can provide a company with new cus­
tomer insights. Since the expense of 
telephone recruiting principally lies 
in making the appropriate contacts 
(i.e., getting through to the right per­
son), there is a great deal to be gained 
by adding a few questions to the 
screener, with minimal additional 
expense. It is a creative data collec­
tion option that can be used to con­
tribute to a solid foundation of cus­
tomer knowledge. As indicated, the 
data obtained from thi approach may 
be used within the context of the 
focus groups to augment the qualita­
tive research, or may fill other, more 
quantitative needs. 

The quantitative aspect of focus 
group recruitment can be considered 
from the following perspective. 
Recruiting for a "typical" focus 
group project consisting of four 
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groups will require making approxi­
mately 700 attempts to speak with 
prospective participants. Although 
60 percent (or 420) of these 700 
attempts will result in actual con­
tacts , another 20 percent will decline 
to respond to any of the questions or 
participate in the process at all. This 
still leaves a significant quantitative 
sample of 350 respondents or cus­
tomer who could provide data on a 
set of questions. In a random sample 
of n=350, the process yields results 
with a maximum sampl ing error of 
±6.0 percent with 95 percent confi­
dence. Therefore, the data obtai ned 
as a "value-add" to a focu group 
recruit would be considered statisti­
cally reliable if proper amp ling pro­
cedures were followed. 

For use in the focus group di cu -
sion itself, the data o collected can 
be used in drafting the moderator's 
guide or development of other mate­
rial to be used in the group etting. 
Beyond the focus group etting, and 
assuming that appropriate ampling 
techniques have been employed, the 
data collected in this proce can be 
used as any other quantitative data 
obtained in a telephone urvey. 

As one example of this approach, 
AFFINA conducted a serie of focus 
groups with business customers of a 

telecommunications provider, and 
added everal questions related to 
voice mai I u age to the screener that 
was u ed to recruit participant . The 
goal of the research was to provide 
direction for product development 
and marketing programs. By adding 
questions to the screener, the recruit­
ing process provided vital informa­
tion from 132 customers regarding 
frequency of use , how voice mail 
was used, and awareness and use of 
features. The data indicated a rela­
tively low level of usage of the avail­
able voice mail feature , which was 
primarily due to a lack of awareness. 
In this instance , the quantitative 
findings made it possible to identify 
an important topic to pur ue in the 
focus group discussions, and led to 
further development of ideas for 
educating customers and informing 
them of the full range of benefits and 
feature . 

In another application, AFFINA 
conducted focus groups regarding 
alumni donor retention is ue for a 
major urban university. The research 
wa u ed primarily to better under­
stand donor motivations. The follow­
ing tati tic demonstrate how the 
final quantitative data was obtained 
during the effort to recruit partici­
pants for four focus groups: 

• made 2,889 call attempt (dial­
ings); 

• made 953 contacts (spoke direct­
ly to a donor); 

• completed "interview "with 238 
donors to obtain value-added data. 

In this example, the addition of 12 
brief questions added an important 
quantitative component to the pro­
gram of re earch. The data rendered 
valuable insights regarding the 
strength of donor affiliation with the 
univer ity, activity involvement and 
event attendance, recall of solicita­
tion of donations, and motivating fac­
tors. The data also provided demo­
graphic indices for targeting reten­
tion efforts. 

For companie that make frequent 
u e of focus groups, it may be advan­
tageous to use the recruitment data 
collection approach to create an 
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"omnibus" study by adding different 
sets of questions to focu group 
recruits over time, and accumulating 
extensive data on a number of differ­
ent issues. As indicated , this data 
could be incorporated into a compa­
ny 's databa e, or alternatively it could 
be maintained in separate data file(s) 
depending upon the company 's 
needs. To the extent that the ques­
tions remained consi tent, It would 
allow for a longitudinal perspective 
on customer preference and making 
comparisons over time. 

There is yet another reason for rec­
ommending the addition of key 
questions to a focu s group recruit­
ment screener. At thi s time, when 
consumer and bu siness telephone 
contacts are becoming increasingly 
difficult due to active life tyle and 
the prevalence of an s wering 
machines and voice mail , it i not 
atypical for 25 percent of all calls in 
a telephone survey to result in "no 
answer" or " answering 
machine/voice mail" dispositions. 
Therefore, it is simply not practical 
for any company to overlook any 
opportunity to talk with cu tomer 
and obtain supplemental customer 
information that could be u ed in 
many different way including prod­
uct development, marketing trate­
gies, development of customer loy­
alty initiatives, customer egmenta­
tion and profiling. 

Take it further 
We al o advocate taking focu s 

group recruitment further by mak­
ing it part of a dynamic process that 
both feed s into and draws upon the 
information in a client ' cu stomer 
database. For example, rather than 
just calling cu tomers randomly for 
a market research survey or partic­
ipation in a qualitative focus group 
di scu ss ion , a datab as e can be 
"worked" or "mined" to profile the 
best customers to include in a group 
given specified research objectives . 
Therefore , in addition to providing 
a sampling frame for recruitment, a 
database is a critical piece in defin­
ing group composition and u ing 

more targeted, selective approaches 
to qualitative market research. 

With each new recruitment pro­
ject , data can be collected and 
added to the customer database. In 
turn , thi new data can be u ed to 
advantage in further focu s group 
recruitment effort , and if key vari­
ables are included, the data could 
al so be u ed in predictive modeling 
and customer segmentation analy­
sis. 
Enriched database 

To summarize, by thinking "out­
side of the box" and taking a orne­
what different approach to tradition­
al research methodologies, a compa­
ny 's database can be enriched, and 
qualitative approaches can be made 
more valuable. By simply adding a 
few question s to a focus group 
screener, companies can make more 
effective use of the customer contact 
that are being made without signifi­
cantly increasing co ts. r~ 

Announcing Choice-Based 
Conjoint (CBC) 2.0 

The most advanced system for conjoint/choice analysis 
from Sawtooth Software is now also the easiest to use. 
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• System capacity: 10 attributes/IS levels each, described with text, graphics, video or 
sound; 10 demographic questions or link with Ci3 for more 

• Four randomized design methods. Fixed choice tasks also may be specified 
• Generates computer-based or paper questionnaires 
• Analysis via Counts or Logit (including interactions) 
• Flexible market simulator for investigating share predictions and what-if scenarios 
• Advanced modules available: Latent Class and hierarchical Bayes estimation (CBC/HB) 
• Download free demo at http:/ /www.sawtoothsoftware.com/trial.htm 

Sawtooth Software Inc. 
530 West Fir Street • Sequim, WA 98382-3209 

360/ 681-2300 • 360/ 681-2400 (fax) 
http:/ /www.sawtoothsoftware.com 
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Editor's note: Karla Buhsmer is research analyst at 
Opinion Dynamics Corporation, a Cambridge, Mass. , 
research firm. She can be reached at 617-492-1400 or at 
kbuhsmer@opiniondynamics.com. 

As companies redefine their business strategy o 
include the Internet, there is a growing demand for 
market research firms to evaluate user or industry 

response to thee-commerce ore-services offered on their 
Web sites. Often, the traditional in-person focus group is 
not the most appropriate research method for this type of 
project, given the geographic dispersion that is charac­
teristic among Internet users and clients' sometimes lim­
ited research budgets. 

A new research method - the telephone focus group 
accompanied by the visual aid of an Internet Web site­
is gaining popularity among clients who are in the initial 
tages of designing a Web site, and also among those 

who are adding new features to enhance an existing site. 
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The tele-Internet focus group method is also appropriate 
for high-tech firms to test Web technologies with 1) indus­
try representatives, 2) businesses that may incorporate 
such a technology on their site, or 3) consumers who are 
the intended users of the technology. 

The concept 
Logistically, the tele-Internet focus group requires two 

components: a conference call - usually arranged 
through a conference call service- and the visual aid of 
an Internet Web site. Each call is assigned an operator who 
calls participants at the beginning of the focus group, 
manages calls from participants who are late joining the 
group, and provides any necessary technical assistance 
during the call. 

For the conference call, the call service establishes a 
main "bridge line" between the focus group moderator 
and participants. Another bridge is often created for the 
client to have listening-only capability into the focus 
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The ARF Annual Convention and Research lnfoplex 2000 

Unleashing Profitable Marketing 
through Effective Research 
March 6-8, 2000 • The New York Hilton Hotel & Towers 

THREE EVENTFUL DAYS WILL FLOOD YOU WITH INSPIRATION 

Monday, March 6, 2000 Tuesday, March 7, 2000 Wednesday, March 8, 2000 
11:00 AM - 2:00 PM 7:45 AM - 8:45 AM 1:00 PM - 2:45 PM 7:45 AM - 8:45 AM 
Two Optional ARF Smart Seminars The ARF Networking Breakfast Luncheon with Rick Kash The ARF Networking Breakfast 

2:00 PM - 3:00 PM 8:45 AM - 10:30 AM 
of the Cambridge Group 

8:45AM- 11:00 AM 
The ARF Monday General Session The ARF Tuesday General Session 2:45 PM - 4:00 PM Three ARF Concurrent Key Issue Forums 
with Keynote Speaker, with Stephen D. Graham of AT&T; Dedicated Time for Discovery 

11:00 AM - 3:30 PM Paula A. Sneed of Kraft Foods also includes the ARF in the ARF lnfoplex Exhibit Hall 
David Ogilvy Award Fina lists The ARF lnfoplex Exhibit Hall is open; 

3:00 PM - 4:30 PM Panel and Presentations 4:00 PM - 5:30 PM Cocktail Reception at Noon 
Three ARF Concurrent The Great Debate: 

1:00 PM - 2:45 PM Key Issue Forums 10:30 AM - 12:20 PM Advertising Effectiveness -
Four Tracks of Concurrent The Long and Short of It Luncheon with 

4:30 PM - 6:20 PM Research Company Presentations Thomas E. Freston of MTV Networks 
Four Tracks of Concurrent 7:00 PM - 11:00 PM 
Research Company Presentations 12:00 PM - 5:30 PM The Optional ARF David Ogilvy 

6:30 PM - 8:30 PM 
The ARF lnfoplex Is Open; Awards Black Tie Dinner 
Opening Cocktail Reception at the United Nations The ARF President's at Noon 

Renaissance Reception 

FOUR LEADERS WILL FIRE YOUR IMAGINATION TO TAKE ON THE NEW WORLD OF BUSINESS 

Keynote Speakers 

Paula A. Sneed 
KRAFT Fooos, INc. 

Paula is Executive Vice President 
of Kraft Foods and President of 
its newly formed E-Commerce 
Division. Her Leadership helps 
Kraft's 70 major national brands 
reach consumers and customers 
through the rapidly emerging 
field of e-commerce. 

Stephen D. Graham 
AT&T 
Stephen is Vice President, 
Marketing Communications 
Worldwide for AT&T. He is listed as 
the #1 Marketer on the 1999 
Advertising Age list of "The Most 
Powerful People in Marketing" 
citing his role in AT& T's introduction 
of the Wireless Digital One Rate. 

Luncheon Speakers 

Rick Kash 
THE CAMBRIDGE GROUP 

Rick is Chairman and Founder of the 
Cambridge Group, a consulting firm 
which provides expertise in corporate 
growth and business strategy. 
He is also the founder of Spectra 
Systems, a micromarketing 
information system used by more 
than 80% of Packaged Goods and 
Beverage marketers. 

Thomas E. Freston 
MTV NETWORKS 

Thomas is Chairman and CEO of 
MTV Networks, where he oversees 
the management of the company 
which owns and operates five 
television programming networks, 
as well as the Digita l Suite and 
MTV Networks Online. 

SIX ARF KEY ISSUE FORUMS WILL OUTFIT YOU FOR SUCCESS IN 2000 

MONDAY 
• Profitable Global Brands through Effective Research 
• Leveraging Research for High-yield Marketing Investments 
• New Paths to Consumer Insights 

For More Information, or to Register 
Online, go to: http://www.arfsite.org 
To receive a copy of the full brochure, 
fax this form to the ARF: 
(212) 319-5265. 
Or Call the ARF at: (212) 751 -5656 

Mail me a brochure 
0 Fax me a brochure 

NAME: 

COMPANY: 

ADDRESS: 

CITY: 

ZIP: 

WEDNESDAY 
• Brands in Cyberspace 
• Taking Your TRPs Personally: Consumer-centric Media Planning 
• Unleashed: Important News on How Advertising Works 

STATE: 

FAX: 
The Advertising Research Foundation 
641 Lexington Avenue NY, NY 10022 



group, as well as the ability to conduct two-way commu­
nication with a representative from there earch firm. 

Clients work with their Web developers to post new 
pages on their site for use during the tele-Internet focu s 
group. These pages , which are password-acce ible, can 
demonstrate new Web site technologies , features , and 
product offerings. 

Projects best suited for tete-Internet focus groups 
Serving a diverse cu tomer base, the tele-Internet focus 

group is appropriate for companies from high-tech firms 
to educational institutions that have developed, or are in 
the process of developing, their Web site . Tele-Internet 
focus groups are commonly used when conducting 
research for the e-commerce client whose aim is to gain 
consumer impression of the virtual shopping experience 
on their Web site. The method is applicable for financial 
in titutions looking to test-market their on-line banking 
or electronic stock trading features , and for in urance 
companies who are interested in testing their customer 
service sites for services such as 40l(k) information and 
changes. 

Universities will find the tele-Internet focu group to be 
a u eful research tool to evaluate the user-friendliness of 
their electronic course registration feature , a well as 
other features which enable students to access their aca­
demic records or account information. 

High-tech firms will find the tele-Internet focus group 
to be a valuable means of obtaining feedback from indus­
try representatives regarding the feasibility of a prototype 
Web technology. 

The applications of the tele-Internet focus group con­
tinue to multiply a the Internet becomes more main­
stream among businesses and consumer . 

Although the tele-Internet focus group has a wide range 
of applications, it does not replace the in-per on focus 
group. As with any research method, there are limita­
tions to its application. For example, because a telephone 
and Internet connection are pre-qualifiers to participation, 
this method does not lend itself to obtain a representative 
sample of the general population for those research pro­
jects that are not focused on the Internet. 

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

PRACTICAL ADVICE 
"Just as the business of marketing to kids 

has gotten more mature and complex, Dr. 
Me eal presents us with a resource which 
not only debunks the common myths of kid 
marketing, but also provides invaluable 
lessons and practical advice." 
Julie Halpin, CEO-The Geppetto Group 

888-787-81 00 
PARAMOUNT MARKET PUBLI RING , I C. 

Ithaca, ew York • www.paramountbooks.com 

46 

288 pages with 
full -color, focus­

group illustrations 
© 1999; $54.95 

In-person focus groups 
Most focu s group are conducted in-person at a focu s 

group facility. The very nature of the in-per on focu s 
group - which usually con i ts of about eight to 12 par­
ticipant eated around a conference table - helps fos­
ter familiarity among participants. As the comfort level 
within the group increases, participants tend to speak 
more openly about there earch topic. Ideally, this famil­
iarity leads participants to introduce new ideas for di -
cussion. In-person focu group al o enable the modera­
tor to interpret participants ' body language and to elicit 
responses from quiet participant who e reactions are 
demonstrated by a simple nod of the head or a shoulder 
shrug. 

Effectiveness of tete-Internet focus groups 
The importance of creating a bond among participants 

and the moderator's ability to interpret body language are 
key elements that the tele-Internet focus groups must 
seek to closely replicate. The use of the Web site is an 
important visual aid to create a bond among participants. 
As the moderator guides participants through the Web site 
and the impressions are hared about the site, partici­
pants become more familiar and comfortable with the 
tele-Internet focu s group setting. 

Our experience indicate that there are several effective 
steps the research firm can take to plan and conduct a 
meaningful tele-Internet focu s group. To ensure that par­
ticipants actively participate, the research firm should 
limit the focu s group size to about six participants. 
Creating an environment that enables the participants to 
talk ocially among themselves at the beginning of the 
group is an effective mean to overcome the group 's 
inability to see one another. Participants will feel more 
comfortable to openly ex pre their opinions once they are 
familiar with one another. 

It is important that the moderator associate each par­
ticipant' s name with his or her voice. Having participants 
identify themselves prior to speaking will assi t the mod­
erator in drawing conclu ion more effectively - both 
during the group and afterwards, when reviewing the 
audiotape or transcript - about a participant' impre sion 
of the subject. 

A key element to a ucce sful tele-Internet focu s group 
is to keep participants involved throughout the di cussion. 
The moderator should avoid lengthy introductions and 
demon trations, as tele-Internet participant will quickly 
become disintere ted and distracted. The moderator 
should also be prepared to eliminate the dead air that 
often occurs during the time period when participants 
are accessing a Web site or page. 

At the end of the tele-Internet focu s group, the moder­
ator hould invite participants to stay on the telephone to 
continue their discussion or to converse about other top­
ics of interest. La tly, the moderator needs to provide 
contact information , uch a an e-mail address or tele­
phone number, o that participants can contact the mod-
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erator after the group. Several participant have e-mailed 
me to say they enjoyed participating in the tele-Internet 
focus groups that I have moderated. 

Advantages of a tele-Internet focus group 
Based on client and participant reception, tele-Internet 

focus groups are often recommended in place of an in-per­
son focus group. There are several arguments to support 
the use of a tele-Internet focus group over the traditional 
focus group approach. The strongest argument is cost. 
Tele-Internet focus group usually co t about 90 percent 
less than in-per on focus groups. A traditional focus group 
requires renting a room at a focus group facility, whereas 
the tele-Internet group require a small inve tment to 
establish a conference call with a conference call facility. 
Also, traditional focus groups that involve the Internet 
require the rental of computer equipment and an Internet 
connection. 

As most Web sites seek to conveniently sell products and 
provide services to a geographically disperse group of 
users, the tele-Internet focus group enables research firms 
to cost-effectively obtain a repre entative geographic sam­
ple-whether it be from across the U.S. or more focused 
on a smaller geographic group. To meet these research 
goals using the traditional in-person focus group, a 
research firm must conduct several in-person focus groups 
in different geographic locations at a high cost to the 
client. 

Time is a valued rarity and the tele-Internet focus group 
requires less of a time commitment than the traditional 
focus group. Participants can take part in a tele-Internet 
focus group from their office or home and do not have to 
travel to a focus group facility. The elimination of travel 
time to a focus group facility provides greater scheduling 
flexibility. A a matter of fact, tele-Internet focus groups 
are often scheduled during participants' lunch or later in 
the afternoon. 

The convenience of the tele-Internet focus group, coupled 
with the novelty of the research approach, is likely to 
encourage participation. With the increasing use of the 
Internet by the general population, and the popularity of the 
Internet in the media, con umer are often curious about the 
research subject and demonstrate a willingness to partici­
pate in the group. Not surprising, participants from the 
high-tech industry are often easy to recruit due to their inter­
est in keeping pace with the changing Internet technology. 

Valuable method 
The tele-Internet focus group is a valuable research 

method for the client who seeks user or industry informa­
tion about their Web site or Web technology. As companies 
continue to redefine their business strategy to respond to 
consumers' demand fore-commerce and e-service feature 
on the Internet, research firms must continue to propose 
research methods that best meet the research goals of the 
Internet-focused client. rQI 

COMMON 
KNOWLEDGE 

INTERNET. E·MAIL. IVR. 

M A RKETING 
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 

January 2000 

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 1nterviews 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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Survey Monitor 
continued from p. 8 

(50 percent). 
The research also shows wide inter-

est in packages that can be harmless­
ly composted or put in the garbage 
disposal, packages that can be stored 
anywhere from fanny packs to desk 
drawers, and package that go beyond 
now-standard tamper resistance to 
indicate abuse that sometime cause 
damaged or broken contents. 

Packages that notify consumers 
when leftovers have gone bad also 
have wide appeal. They would be a 
boon to millions of consumers who 
regularly uffer from refrigerator 
crowding and leftovers gone bad. For 
more information call Mona Doyle 
or Charles Ebner at 215-235-2400. 

Credit card users seek 
low rates, not prestige 

Consumers are responding to plat­
inum credit card offers for low rates, 
not perceived prestige or rewards pro­
grams, according to a study conduct­
ed by Tampa, Fla.-based PSI Global. 
The firm's 1999 study of the U.S. 
card market found that 51 percent of 
households opening a platinum 
account in the last year said a low 
rate was the most important factor in 

their decision. This compares to 27 
percent who cited a low interest rate 
among those opening a gold account 
and 20 percent opening a standard 
account. 

"In general, the marketing power of 
low interest rates far overshadows 
high potential credit lines, rewards 
and enriched enhancements a dri­
vers of platinum account openings," 
says Gregory Weed, a PSI vice pres­
ident re pon ible for card industry 
research. "Platinum cards have not 
developed as an upper-end of the 
market so much as they have fo tered 
a rate-sensitive franchise that cut 
across income groups." 

While platinum owner hip skews 
to upper-income brackets, interest 
rate is the most important factor in 
account acquisition at all income lev­
els. Specifically, the PSI research 
found that interest rate was the most 
important factor to 48 percent of 
households with annual incomes of 
more than $75,000; 57 percent among 
the $50,000 to $75,000 category; and 
34 percent among those under 
$25,000. 

Among all platinum account open­
ers, a higher credit line was important 
to only 5 percent. However, the PSI 
tudy found that among those with 

incomes of less than $25,000, about 

"Dr. McDonald uses hypnosis, sensitizing, 
and regressive storytelling in focus groups 
and personal interviews for breakthrough 

marketing strategies and advertising." 

We specialize in uncovering the real feelings, emotions, and decision 
making of your target customers. Bill's Journal of Business Research 
article "Consumer Decision Making and Altered States of Conscious­
ness" shows that without hypnosis people are less able to describe their 
motives and aren't honest about what they think, feel, and do. Take 
this opportunity to understand not only what people say, but how they 
really feel and what your product or service really means to them. Get 
the emotional hot buttons need for s and ! 

9 percent wanted more credit. In con­
trast, ju t 1 percent of account open­
er with income above $75,000 aid 
more credit was important. 

Just 1 percent of new account open­
ers cited enhancements (purchase 
protection, extended manufacturer ' 
warranties, free collision/damage 
coverage on rental cars) as the most 
important reason for opening an 
account. Reward are more important 
to upper-income consumers and gold 
account openers. 

Consumers do not think that plat­
inum card services are superior to 
gold or that gold services are superi­
or to those of standard cards. "Thirty­
six percent of card owners think there 
is no difference between platinum 
and gold cards, and nearly half are 
neutral. Any perceived difference that 
does exi t cannot be ascribed to pres­
tige imagery or privileged service. 
Thi hold true aero s income groups 
and across owners of the different 
platinum brand - American 
Expre , Discover, MasterCard and 
Visa," Weed says. For more infor­
mation call 813-371-3800 or visit 
the company's Web site at 
www.psi-global.com. 

Consumers respond to 
DTC ads 

A report from Bioinformatic , Inc., 
a Bethesda, Md. , market research and 
consulting firm, hows strong con­
sumer receptivity to direct-to-con­
sumer (DTC) pharmaceutical adver­
tising on the Web. In a survey of more 
than 1,000 on-line consumers with 
an interest in health-related topics, 
54 percent reported they have visited 
a Web ite operated by a pharmaceu­
tical firm for the purpose of learning 
more about a specific prescription 
drug in the last ix month . 

A econd survey was administered 
to a group of more than 500 health 
care professionals experienced in the 
use of the Web. Forty-five percent of 
that urvey group responded that they 
too have visited a pharmaceutical 
company's Web site within the last 
six month . 
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A consumers continue to exercise 
their newfound power in their rela­
tionship with the health care system, 
the Web can be expected to be an 
indi pen able ource of the informa­
tion and knowledge needed to make 
informed decisions. Less certain, 
however, is the role pharmaceutical 
companies will play in di seminat­
ing health-related information in a 
way that ethically meet the informa­
tion needs of consumers while 
advancing the commercial intere t 
of the company. 

The study was conducted using on­
line questionnaires completed by two 
distinct panels of experienced Web 
users. The dual approach was deemed 
necessary because of the challenge 
facing DTC marketers - the pres­
ence of a professional intermediary 
who has no equivalent in traditional 
con umer good market . "The nature 
of pharmaceutical products dictates 
that physicians and pharmacists are 
not simply 'middlemen' who can be 
bypassed," says Bill Kelly, 

Indeed, 52 percent of the profes­
sionals surveyed do not feel they 
have adequate time to stay abreast of 
new pharmaceutical treatments com­
ing on to the market. 

Among the consumer panelist , 
the Web ranked third as the most 
common source of information 
about prescription medications - . 
slightly behind doctor and phar- · 
maci t . At the arne time, an over­
whelming majority of health care 
profes ionals tated that patients 
with access to medical information 
from the Web are more likely to 
question their phy ician's compe­
tence or advice. 

Pharmaceutical companies in the 
U.S. pent approximately $1 billion 
on DTC advertisements in 1998, and 
its impact was clearly revealed in the 
survey results: 63 percent of the con­
sumer re pondents have requested a 
prescription drug by brand name. A 
high percentage of the consumers 
surveyed were also able to correctly 
identify the conditions that 10 heav-

ily advertised drugs are intended to 
treat. 

Kelly believes the interactivity of 
the Web presents an important mar­
keting opportunity for pharmaceuti­
cal companies. "Companies need to 
think in terms of Web site 'users'­
not 'visitors.' By providing the right 
information and tools that physicians 
and their patients can use together, 
the Web site will change in the way 
professionals and consumers relate 
to one another." 

The trend toward "empowered 
patients" hinges on access to health 
information, and increasing access 
to the Web is clearly affecting the 
health care professional-patient rela­
tionship. "The goal of the Web mar­
keting team in this situation is not to 
tip the balance between one side and 
the other, but to bring them togeth­
er." 

For more information call Karen 
Blaine at 301-961-1985 or visit the com­
pany's Web site at www.bioinfoinc.com. 

Biolnformatic president. ''We ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
believe the perspective of both pro-
fessionals and consumers have to be 
taken into account in any on-line 
DTC campaign. 

"Companies have to realize that 
the Web is a two-way communica­
tions medium. When developing a 
Web marketing trategy, it is essen­
tial to consider the medium's unique 
strength , rather than simply revising 
strategies developed for traditional 
broadcast and print media," says 
Kelly. "Consumers generally won't 
spend a great deal of time looking at 
an ad, but they will spend time 
exploring company Web sites that 
are useful or interesting to them. If 
a drug company' Web ite can truly 
contribute to improving a patient's 
quality of life, brand loyalty and 
market success will naturally fol­
low." 

Most of the consumer respondents 
claimed it is "very" or "somewhat" 
likely that they can use the Web to 
find better information on a new 
medication than what their doctor or 
pharmacist has in his/her office. 

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 
•••••••llllliiiiii••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 

January 2000 www.quirks.com 49 



Finally ... 
view focus groups 
live over the Internet 

You have enough demands on your time already without having to worry about getting to a group or 
video conferencing facility on schedule. So if you would rather watch the interviews when YOU 
have the time then your next focus group or IDI 's should be conducted at a facility that features 
ActiveGroup. 

ActiveGroup is the pioneer and leader in delivering focus groups and in-depth interviews live and 
on-demand over the Internet directly to your computer. No special equipment and no special phone 
lines required. 

And by making your next focus group an ActiveGroup you can watch from anywhere you have 
Internet access, be it an office, a hotel room or your very own home. And the technology lends 
itself to more than just watching the groups live or on demand. 

You can also: 

Index the groups so that you can jump to specific portions of the video, 

Link to any relevant documents for the interviews, 

View any concept boards or ads, 

Get a CD containing all of the groups/IDI 's for quick access, 

all at a cost that is generally 60% less than standard video conferencing 

Other companies are trying to follow our lead, but only ActiveGroup is doing groups for paying 
clients across all of our facilities. And with ActiveGroup security is a non issue. We control all of 
your group in house over our own network. We do not outsource the hosting of your groups to a 
third party where it may reside on the same machine as 100 other web sites. Your groups run 
through our secure servers that do nothing but our business. If you want changes made to your 
secure web pages as the groups are occuring we can make them at a moment's notice. And by not 
outsourcing the technology and leveraging the power of the Internet we can offer your groups at a 
truly reasonable cost. 

And our system covers all of the bases. It works with PC's & with Macs. It runs under Microsoft or 
Netscape browsers and works with both dial up and broadband connections. Flashy technology 
that works only under ideal conditions is just that- flashy. 

This is the way all focus groups are going to be delivered in the future. And we can do it right 
now. And while we can't make the respondents say what you always want to hear, we can make 
them say it on your schedule. 



Total 
Security 

tiD Outdoor Furniture ActiveGroup ~~ £i 

Multiple 
Platforms 

Multiple 
Bandwidths 
How easy is it to add ActiveGroup to your next focus group? Call one of the facilities 

below to book your next group and just tell them to add ActiveGroup. 

Atlanta 
Boston 
Chicago 
Chicago 
Dallas 
Los Angeles 
Los Angeles 
New York City 
Philadelphia 
Philadelphia 
Portland, OR 
San Diego (new) 

San Francisco 
Seattle 
Tampa (new) 

Washington, DC 
Washington , DC 
West Palm Beach, FL 

It's just that simple 

Compass Marketing Research 
Focus Pointe Boston 
National Qualitative Centers, Inc. 
Accurate Data Marketing, Inc. 
Fenton Swanger Consumer Research, Inc. 
Adler-Weiner Research 
Focus & Testing, Inc. 
The Focus Room 
Focus Pointe Philadelphia 
Focus Pointe Bala Cynwyd 
Market Trends, Inc. 
Luth Research 
Ecker & Associates, Inc. 
Market Trends, Inc. 
Schwartz Research 
Olchak Market Research (Downtown) 
Olchak Market Research (Suburbs) 
Field & Focus 

Call David Nelems at 800-793-3126 
www. activeg roup. net 

770.448.0754 
617.573.0808 
312.642.1001 
847.390.7777 
972.934.0707 
310.440.2330 
818.347.7077 
212.935.6820 
215.561.5500 
610.949.9100 
503.224.4900 
619.234.5884 
650.871.6800 
206.575.1222 
813.207.0332 
202.822.8590 
30 1 .441 .4660 
800.881.8301 



Younger viewers are 
least desirable TV 
audience 

A study of some 2,000 TV com­
mercials says that younger TV view­
er , in general, are less likely to be 
persuaded by TV adverti ing than 
older viewers. Specifically, the 
youngest category of viewers (ages 
16-29) is 32 percent less likely to be 
influenced by TV ad than the aver­
age viewer while the oldest audience 
group (age 50 and up) are 21 percent 
more likely to be persuaded than the 
average viewer. 

This finding is opposite conven­
tional advertising industry wisdom, 
which says that younger TV viewing 
audiences are usually more appealing 
to advertisers. 

The study was conducted by rsc 
The Quality Mea urement Company, 
an Evansville, Ind., re earch firm. On 

Name Creation: 
Name Testing. 

IMI NM.randlng 

ae~ 

For Information Contact: John P. Hoeppner 
(480) 488-9660 
e-mail : namequest@aol.com 

www.namequestusa.com 
P.O. Box 5587 • Carefree, AZ USA 85377 

lla1na Quast· 
The Science of Nome Creation 

an ongoing basis, large groups of ran­
domly selected consumers participate 
in the evaluation of TV adverti ing in 
rsc labs. 

The second-most important demo­
graphic in determining how different 
groups of people are influenced by 
TV ad for consumer products i gen­
der, the study found. In this instance, 
women were 10 percent more likely 
to be persuaded by TV ads than the 
average perception of all viewer 
while men, in general , were 16 per­
cent less likely to be influenced. 

The most affluent hou sehold s 
(upscale suburbs) were the demo­
graphic group least influenced by TV 
advertising while large hou eholds 
with children were much more 
responsive to TV commercials for 
consumer goods. Respondents in 
homes (average age of 50 and up with 
children) were 30 percent more like­
ly to be influenced by TV ad than the 
mean respondent. For more informa­
tion call Margaret (Meg) Blair at 81 2-
425-4880. 

8-t-8 Web study 
challenges conventional 
wisdom 

A study of best practices of busi­
ne -to-business manufacturer by 

WE TAKE MYSTERY SHOPP/NfJ IERIOUSLY 
When it comes to shopping, we're 
your sleuths. We cover Chicago's 
vast area with a trained staff, ready 
to go. Our shoppers are experi­
enced in finance/banking, automo­
tive, apparel, restaurants and more. 

PRECISION~~~ 
--

!Ormerlv Precision field Services 

MEETING YOUR NEEDS, EXCEEDING YOUR EXPECTATIONS 

Call us for a cotnplete brochure: 847•390•8666 or 
Visit our Web Site: U'U'U'.preres.com 

QDI Strategies, a Chicago consulting 
firm , on their use of the Web uncov­
ered results that challenge conven­
tional thinking about biz-to-biz use 
of the Web. Some of the finding s 
include: 

Conventional wi sdom: Put Web 
function s up quickly and refine 
them. 

Study finding s : While true for 
most function s, the study found this 
was not the best way to create e­
commerce sites for existing cu s­
tomers. 

Conventional wi sdom: Create an 
executive teering committee. 

Study finding s: The best steering 
committee are taffed with man­
ager who c an work with their 
respective functional area , not exec­
utives. 

Conventional wisdom: The power 
of the Web is in selling direct. 

Study findings: Best-practice firms 
build channel and end-u ser power 
with information. Best-practice firms 
are generally not eliminating their 
di stributor and dealers. 

Conventional wisdom: It is too late 
to overtake the leaders on the Web. 

Study findings: The "mega" di s­
tributors may di splace the early 
niche di stributor . Manufacturers 
need to asses a Web channel ' long­
run potential. 

Conventional wi dom: Big manu­
facturer get good positions on their 
channel ' Web sites. 

Study finding s : Manufacturers 
who support e-channels get good 
positions in the channels ' Web sites. 

Conventional wi sdom: 
Manufacturers must either sell direct 
or sell through channel s. 

Study findings: Best-practice firm s 
negotiate who is responsible for each 
activity. 

Conventional wisdom: Web team 
leaders are hard to find/steal. 

Study findings: Best-practice firm s 
tap their own IS and marketing man­
agers with broad experience as Web 
team leaders. 

For more information call Michael 
Barr at 312-739-2020 ext. 225 or 
visit the company 's Web s ite at 
www.qdistrategies.com. 
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Product & Service Update 
continued from p. 12 

848-0842 or visit the company's Web 
site at www.newstrategist.com. 

New corporate 
reputation index from 
Fortune, Roper Starch 

Fortune magazine and New York 
research firm Roper Starch 
Worldwide have joined forces to 
launch the Fortune/Roper Corporate 
Reputation Index, a research prod­
uct that surveys both business exec­
utives and consumers on what they 
admire most, and least, about com­
panies in the Fortune 500. This new 
product, based on the magazine's 
annual survey of "America's Most 
Admired Corporations," will include 
new, unpublished corporate reputa­
tion data enabling individual compa­
nies to benchmark themselves 
against the competition and the 
industry as a whole. The 
Fortune/Roper Corporate Reputation 
Index will be available as a stand­
alone product to be relea ed in April 
following the release of the 
"America's Most Admired 
Companies Survey" in the February 
21 issue of the magazine. Data for the 

on The Bay Area's Attitudes 
Towards & Experiences with 
Nontraditional & Alternative 
Healthcare. The study is based on 
interviews with 240 Bay Area resi­
dents, who were asked about their 
current health and health care behav­
ior, including visits to any type of 
health care provider over the past 
year. The interviews included ques­
tions on attitudes (first impressions 
and personal feelings) toward alter­
native medicine approaches and per­
sonal and indirect experiences with 
non-traditional medical approaches 
(when and for what), and how they 
rated the outcome of nontraditional 
treatments and whether these treat­
ments were covered by insurance. 
For more information call Steven 
Spero at 925-210-1525 ext. 206. 

Harris Interactive 
launches youth­
oriented Web portal 

Harris Interactive, a New York 

market research company, has 
launched i-matter.com, a youth-ori­

ented portal in conjunction with The 
Harris Youth Poll, a study of youth 
at_titudes and behavior that is 

designed to keep clients abreast of 

the ever-changing youth culture. I­

matter.com offers a virtual commu­
nity where kids and teens learn about 
polling, take part in opinion polls, 

and discuss their opinions. This site 

will serve as the meeting point for the 
on-line community of young people 
that Harris Interactive will ask to par­

ticipate in survey research. The site 
also serves as the polling "channel" 

for many youth sites and many of 

Harris's partners have chosen to link 
their youth-oriented sites to i-mat­

ter.com. 

Updated ArcView now 
out 

ESRI, a Redlands, Calif., GIS soft­
ware firm, has introduced ArcView 
Business Analyst 1.1, the firm's 
desktop GIS product. It provides 
ArcView GIS with data analysis 
tools and a catalog of 1999 business, 
demographic and household data for 
the U.S. Data selections include: 
1999 business listings. from Dun & 
Bradstreet, with SIC codes, compa­
ny name, address and sales and 
employee information when avail­
able; current year household con­
sumer information from Experian; 
nationwide demographic data; and a 

~rtune/RoperCorporateReputation ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 

Index is based on the opinions of 
more than 12,000 consumers, indi­
vidual investors and i nfl uen ti al 
Americans surveyed specifically for 
the Index, coupled with re ponses 
from the more than 10,000 execu­
tives and industry analysts currently 
involved in the magazine's 
"America's Most Admired 
Corporations" survey. For more 
information call 212-599-0700. 

Study examines Bay 
Area attitudes toward 
nontraditional health 
care 

Marchione & Spero Research 
Center, Walnut Creek, Calif., has 
released its 1999 Benchmark Study 

e ·Researchers 
To execute great internet research, 
the telephone is still your best friend! ,---

over 100 phones to assist your Cyber Research 
+ e-mystery shop, e-CSM + Ca llback, follow-up, quota-fi ll 
+ e-mail address verification + Co-op fee coordination 
+ PIN delivery and tracking + Full IVR integration 
+ e-respondent, screen, qualify, recruit 

We expertly track down hard-to-reach wired respondents 
by phone, e-mail, fax, 800# and snail mail 

+ IS/IT professionals 
+ CEO, CIO, CFO, COO 

+ Physician, nurse, pharmaceutical 
+ Road warriors 

gordon@office.WesternWats.com 
ph: 801 -344-5600 fax: 801 -344-5700 
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nationwide street database from 
Wessex. For more information visit 
the company's Web site at 
www.esri.com/routmapim . 

ew software from 
TeiAthena 

New York software firm TelAthena 
Systems LLC is now offering a Linux 
version of its TelAthena Human 
Interaction System, a software sys­
tem for scripting and call center man­
agement. The TelAthena Human 
Interaction System is fully ODBC­
and SQL-compliant and includes tools 
to facilitate the exchange of informa­
tion via the telephone or the Web. 
TelAthena interfaces with predictive 
dialing systems and with TSAPI or 
TAPI compliant telephone systems. 
The firm has also released its Web 
based Real-Time Statistics (WRTS) 
reporting tool for the TelAthena 
Human Interaction System. The 
WRTS reporting system provides 
supervisors a~d managers with real-

OBJECTIVE: 

time information regarding the actual 
progress of inbound or outbound cam­
paigns, group within the campaign 
and individual agents. For more infor­
mation visit www.telathena.com or 
call888-777-7565. 

New SEM software 
from SPSS 

SPSS Inc., Chicago, has intro­
duced Amos 4.0, new modeling 
software that uses structural equa­
tion modeling (SEM) to help users 
create, verify and modify data min­
ing models. The software provides 
a graphical environment for all 
steps of the modeling process; 
users specify, estimate, assess, 
modify and present their model 
using Amos' drawing tools. Amos 
delivers a picture of the model that 
enables users to see the relation­
ship of the variables. Users can 
also create models to verify no1 
only how but also why variables 

Effectively reach very low incidence markets. 

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 hou e­
holds. sing LITe increases productivity in the telephon center, 
allowing us to redirect the hours saved to other projects. 

When we need to reach a specific 
population, we engage in exten ive 

problem-solving dialogue with SSI. 
Through a va riety of SI's advanced 
methods and ervices, 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 solution at 
203-255-4200 or send e-mail to 

info@ssisamples.com. 

....-: Survey 
~ j Sampling, 
=... rnc.® 

Partners with survey 
researchers s ince 1977 

affect each other. For more infor­
mation call 312-651-3000 or visit 
the company's Web site at 
www.spss.com. 

Survey system from 
NCS 

National Computer System 
(NCS), a Minneapolis re earch firm, 
has introduced the NCS profession­
al survey sy tern, featuring 
SurveyTracker software. The sys­
tem includes built-in tools that pro­
vide hortcuts and guidance for 
designing surveys, selecting the 
audience, administering the surveys 
and reporting and interpreting the 
results. At the heart of the system is 
SurveyTracker software, which is 
available in four versions: 
SurveyTracker Plus E-Mail/Web; 
SurveyTracker Plus; SurveyTracker 
E-Mail/Web; or SurveyTracker 
Classic Software. For more infor­
mation call 800-44 7-3269 or visit 
the company ' s Web site at 
www.ncs.com. 

N I Rl offers census­
based sales data 
product 

Information Resources, Inc. 
(IRI), Chicago, has released multi­
outlet competitive ale data for the 
marketing areas of over 50 food, 
drug and rna merchandi er retail­
ers nationwide. The new Multi­
Outlet Competitive Retailer 
Marketing Areas are cu tomized 
geographic areas that correspond to 
the way a given retailer defines its 
marketing area. They include all of 
the retailer's own stores as well as 
store of competitors that fall with­
in that geographic area. IRI's new 
offering covers three classes of 
trade, combining data for grocery, 
drug and rna merchandi er retail­
er marketing areas. For more infor­
mation call 312-726-1221 or visit 
the company's Web site at 
www.infores.com. 
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afety issues. Not surprisingly, spills 
and boil-overs were major culprits. 
Metaphase also conducted a general 
examination of the task of food prepa­
ration. "We tried to under tand the 
whole process, from how people tore 
cookware to how they work with it 
during meal preparation and clean 
up," Ritzel says. 

With those issues in mind, a three­
person team (a videographer, a Mirro 
representative, and a Metaphase rep­
resentative) went into the homes of 
consumers in Boston , San Francisco 
and St. Louis and videotaped the 
meal-making process. The 
researchers made sure to conduct the 
interviews in a variety of kitchen 
sizes and include consumers from 
diverse incomes and ethnic back­
grounds. 

"In simplest terms, we found that 
the American public is very accom­
modating of their cookware," Ritzel 
says. "They have all kinds of things 

that they struggle with but people 
make do, or work around it or put up 
with it." 

Theses ion produced a lot of valu­
able findings, says Gerry Paul, 
Mirro 's manager of future product 
development. "We noticed that peo­
ple use metal utensils in their non­
stick cookware, which is a no-no. 
They used forks to stir and turn items. 
Everyone had the spatulas you're sup­
posed to use with non-stick coatings 
but there's nothing like a good old 
fork. Some of them caught them­
selves and aid 'Oh, I'm not suppo ed 
to be doing this , am I? ' 

"Pouring was another problem, as 
was moving food in and out of the 
pan. And people didn ' t know what to 
do with their lids while they were 
cooking. They complained about the 
mess that lids leave when you have to 
set them on the counter or on the 
stove top." 

And then there were the problems 
with non-stick surfaces. "People have 
had a lot of bad experiences with non­
stick," Ritzel says. "They like it but it 

~ither didn't last or it didn ' t really 
work. And basically what they said 
was, give us non-stick that works or 
get it out of there." 

Stay out of the way 
For the observational interviews, 

respondents were given a specific 
meal-making task. As much as possi­
ble, the observers tried to stay out of 
the way and let the respondents do 
what came naturally. "When they did 
something out of the ordinary we 
would ask questions ," Ritzel says. "It 
was funny to see them do some of the 
things that they did routinely, which 
flew in the face of what cookware 
people think they do. Typically the 
first question we asked was, 'Could 
you open up where you store your 
pots and let us see inside there?' They 
all had a fit. Each one of them said, ' I 
have the messies t cabinet in the 
world!"' 

After the cooking ob ervation, the 
interviews were expanded to what 
Metaphase calls Buddy Groups, for 
which friends and neighbors of the 

How To Find The Best Deal 
On WATS Interviewing. 

The high costs of telephone interviewing getting you down? I/H/R Research Group can help - with the 
highe t quality, lowe t prices, and best service available anywhere. 

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

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

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

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

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

1/H/R Research Group 
Quality Marketing Research That Works. 

4440 S. Maryland Pkwy -Suite 203- Las Vegas, NV 89119- (702) 734-0757 
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res po nd e nts were 
invited over to discus 
cooki n g-related 
issues . 

"From 
learned some of the 
variations of how peo­
ple do things and we 
also had a question­
naire for them to fill 
out and an interview 
process to walk them 
th ro ug h to o btain 
more i nfor mation ," 
Ritzel says. 

Embody the learning 
Armed with the 

co nsumer prod uct IIIMIIL-__________ __ 
safety data, findings from the in- embodied all we had learned," Ritzel 
home interviews and videotapes, and ay . 
i nformation on usability and It was during thi s phase that inspi-
ergonomic issues, Metaphase set to ration struck, leading to Allegro 's 
work. "The first pass wa just devel- unique round-to-square shape. "One 
oping concepts that came from all of of the thoughts that came up was to 
the information we had. The key was look at thi thing from a real funG­
to funnel it all into a product that tional perspective," Ritzel says. "In 

-----------Qualitative Wish List: 

.I Instant quotes 

.I Faster rerorts 

.I The real "voice of the 
customer" 

.I lmrressec{ clients 

-----------

908 -273-4036 

-----------www. i nte rc I i pper. com 

most case , the heat source on a 
stove are round. The cookware is, for 
the most part, round. Yet for efficient 
use of space you think square. My 
idea was to u e space more efficient­
ly. Because you could make some­
thing that was a little shorter and take 
up a lot le room if you did some­
thing that was square. All of the other 
benefits came from that initial 
thought. It enabled the user to pour 
more easily. And the addition of a 
second handle gave better stability in 
transportation." 

Making the cookware u able for 
cooks of all ages was high on the pri­
ority li st , with the ranks of older 
cooks swelling as Baby Boomers age 
and, on the opposite end of the spec­
trum, growing numbers of younger 
cooks who may have to fend for 
themselves before mom or dad comes 
home from work. "Certain elements 
of the design came easily. Knowing 
that the average 65-year-old has 25 
percent of the strength of a 25-year­
old, we knew we wanted to make the 
cookware lighter. Aluminum proved 
to be the perfect material. The handle 
de ign was tapered so that it fits over 

95 percent of the pop­
ulation and accommo­
dates different grip 
styles," Ritzel says. 

Once prototypes 
were developed, they 
were also tested with 
con sumer . Mirro's 
Gerry Paul ays that's 
when thing got excit­
ing. "You could see 
that consumers under­
stood the cookware 
intuitively. They fig­
ured things out with­
out being told." 

Replaced traditional 
focus groups 

Ritzel says that Buddy Groups have 
replaced traditional focus groups in 
many of the projects Metaphase 
works on. "We have always been dis­
appointed with the performance fac­
tor of focu s groups and the lack of 
comfort people can feel if they are in 
a room full of strangers . Nobody 
wants to look stupid. In traditional 
groups you get some people who fig­
ure out what the moderator wants 
them to say or people who fall in line 
with the talkers. And there are orne 
you have to shake to make sure they 
are awake." 

"With traditional focus groups you 
get the dominant person and a few 
who are there for the money, and a 
couple who are in between," Paul 
say s . " With [the Buddy Group 
approach] , there 's no need to break 
the ice, everybody knows each other. 
We got information out of everybody. 
Nobody was afraid to speak." 

Topped expectations 
Allegro sales have topped expecta­

tions , and production has finally 
caught up with the overwhelming 
demand generated by the early 
infomerc ials. "Consumer reaction is 
very good," Paul says. "Acceptance 
by potential retailers has been phe­
nomenal. They're waiting in line to 
get Allegro on their shelves. The ratio 
of sales dollars to media expense is 
very positive. We're very happy with 
the numbers." r~ 
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ucts, have grown from $3.5 billion in 
1994 to nearly $7 billion in 1999. 

6. Extra care and indulgence rewards 
-sales of premium ice creams and 
premium-priced toothbru he are grow­
ing rapidly; aromatherapy helped boost 
candle sales to $833 million. 

7. Female influence- with 60 per­
cent of adult female working outside 
the home, sales of many beauty cate­
gories are up over 55 percent; con­
versely, hosiery ale have declined in 
today's ca ual workplace. 

TheArbitron Company, New York, 
has released its first Webcast ratings 
report, bringing broadcast-style audi­
ence measurement to the streaming 
media industry. The ratings firm deter­
mined that, in the month of October, 
more than 900,000 listeners tuned to 
240 channels of audio programming 
offered by the first four streaming 
media servers to participate in the com­
pany's new Internet audio ratings ser­
vice. Thi first InfoStream ratings report 
compiled total audience e timate and 
average time spent tuning during the 
month of October for li teners to 240 
Internet audio channels being streamed 
by ABC Radio Networks, 
BroadcastAmerica.com, LaMusica and 
Magnitude Network. The InfoStream 
service determined that, for these four 
streaming content providers, Internet 
listeners spent over 1.3 million hours 
listening tuned to Internet audio during 
the month of October. Internet listeners 
logged 36,000 hours tuned to the chan­
nels streamed by LaMusica; 41,000 
hours to BroadcastAmerica.com chan­
nels; 440,000 hours to the Magnitude 
Network channels and 816,000 hours to 
the channels streamed by ABC Radio 
Networks. The top three InfoStream 
outlet in terms of total listeners for the 
month of October are www.texasrebel­
radio.com, the Magnitude Network-
treamed programming of adult alter­

native station KFAN-FM of Johnson 
City, Texas, with 83,900 cumulative lis­
teners; www.kpig.com, of adult alter­
native station KPIG-FM, Monterey, 
Calif., with 70,200 listener ; and, 
www.cd93.com, of modern adult con­
temporary station KCDU-FM, 

Monterey, Calif., with 66,300 listeners. 
In terms of time spent tuning, the top 
three Internet channels were: 
www.smoothjazz 1059 .com, the smooth 
jazz ABC station WJZW-FM, 
Wa hington D.C., streamed by Real 
Broadcast Networks, with eight hours 
and 26 minutes average time spent tun­
ing; www.kpla.com, the adult contem­
porary station KPLA-FM, Columbia, 
Mo., with ix hours and 32 minutes; 
and www.wkdd.com, the hot adult con­
temporary station WKDD-FM, Akron, 
Ohio, with five hours and 26 minutes 
average time spent tuning. 

"This first InfoStream Report, 
although just a sampling of the huge on­
line Webcast listening market, clearly 
indicate that mall market broadcast 
station are getting a big boost in audi­
ence thanks to streaming their pro­
gramming on the Internet," says Joan 
FitzGerald, director of marketing, 
Arbitron Internet Information Services. 
"The leading Internet radio station in 
our first report isn't even in an Arbitron 
rated metro, yet it Webcast on 
Magnitude Networks posted a cumula­
tive audience that exceeds that of many 
station in top-rated metropolitan 
areas." 

InfoStream is a server-side mea­
surement, which captures all tuning to 
participating streamed media channels 
by compiling a census of Internet tun­
ing se sions of unique players. This 
first InfoStream ratings report com­
piled cume audience estimates and 
average time spent tuning during the 
month of October for listeners to 240 
Internet audio channels being 
streamed by ABC Radio Networks, 
Broadca tAmerica.com, LaMusica and 
Magnitude Network. 

Answers Research Inc., Solana 
Beach, Calif., has fanned a domestic IT 
panel to accelerate the company's abil­
ity to provide actionable research to its 
client . The introduction of the Web­
deployed panel i intended to reduce 
non-response bias associated with tra­
ditional recruitment methods while 
decreasing overall research co ts. The 
panel will include information technol­
ogy manager and chief information 
officers in the U.S., repre enting a 
cross- ection of industries, who have 
agreed to participate in ongoing IT 
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~esearch to assess trends and to evalu­
ate new advanced technology products 
and services. The types of studies for 
which the panel will be utilized will 
range from traightforward quantitative 
studies to new product concept testing 
to conjoint surveys. Answers Research 
developed the panel in response to 
increasing over-sampling of advanced 
technology decision-makers in the U.S. 
"U.S. IT managers and CIOs are one of 
the most over-surveyed groups of 
respondents in the world," says Pat 
Funes, Answers Research's vice presi­
dent of operations. "We have seen a 
dramatic reduction in response rates -
a 46 percent decline in willingness to 
participate in the last four years. Our 
response to these realities was to form 
a panel of qualified profes ionals inter­
ested in influencing the design of future 
products and services." In exchange for 
panel participation, panel members 
receive regular honoraria and acce s to 
general IT fact gleaned from Answers 
Research-sponsored studies. 

Northern Light Technology, Inc., a 
Cambridge, Mass., search engine devel­
oper (www.NorthernLight.com), and 
DeepCanyon, a Seattle-based Hewlett­
Packard e-publishing company that pro­
vides research to technology marketers 
(www.deepcanyon.com), announced a 
partnership in which DeepCanyon will 
deploy Northern Light's search capa­
bilities to enhance its customized mar­
ket research. The agreement provides 
access to the Web and selected sources 
from the Northern Light Special 
Collection, an on-line business library 
of trade publications, journal articles, 
and industry and market re earch 
reports. 

The management team of Greenfield 
Online Inc., a Wilton, Conn., research 
firm, has purcha ed the company from 
Andrew Greenfield. Details of the pri­
vate transaction were not disclosed. 
Separately, the firm announced the sign­
ing of a $6.0 million banking facility 
with Greyrock Capital of Los Angele . 
The facility will be used to fund 
Greenfield Online's Internet-based 
information and market research ser­
vices model. Greenfield Online ha 
experienced 300 percent year-over-year 
revenue growth and is expected to con-
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In earnings news, SPSS Inc., 
Chicago, announced results for the 
quarter ended September 30: net rev­
enues of $34.3 million and diluted 
earnings per share of $0.43. 

ACNielsen Corporation, Stamford, 
Conn. , reported a 32 percent increase 
in net income for the third quarter. Net 
income reached $23.4 million, or $0.39 
per diluted share, versus $17.7 million, 
or $0.30 per share, in the prior year. 
Reported revenue, at $381.9 million, 
rose 4.7 percent, but was 6.8 percent 
higher before translating foreign cur­
rencies to the U.S. dollar. Operating 
income reached $36.9 million, up 28.2 
percent, including $2.6 million in 
expenses for Year 2000 software mod­
ifications. 

Opinion Research Corporation, 
Princeton, N.J. , reported record quar­
terly earnings of $0.16 per diluted 
share for the third quarter ended 
September 30, an increase of 78 per­
cent compared to $.09 per diluted share 
in the same period last year. The com­
pany also reported that earnings for 
the first nine months of 1999 were a 
record $0.41 per diluted share, an 
increase of 58 percent compared to 
diluted earnings of $0.26 per share in 
the first nine months of 1998. 

NFO Worldwide, Inc., Greenwich, 
Conn., reported that revenues for the 
third quarter increased 70 percent to 
$111.2 million from $65.5 million for 
the same period last year. Operating 
income increased 71 percent to $9.5 

tinue at this rate into the year 2000. The 
firm also announced the fi rst of two 
moves to accommodate its growing on­
line marketing research business. In 
November, the company opened the 
doors to a new 20,085 square-foot facil­
ity in Wilton where it will reside pend­
ing the completion in fourth quarter 
2000 of a 30,000 square-foot executive 
campus building in the same complex. 
The new headquarters include a tech­
nology center designed to house the 
proprietary Web-survey system and 
technology infrastructure that support 
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million from $5.6 million a year ago, 
reflecting a favorable business mix. 
Although recent acquisitions caused 
increased interest expense and a high­
er effective tax rate, net income for the 
quarter increased 39 percent to $3.6 
million from $2.6 million reported last 
year. Diluted earnings per share 
increased 33 percent to $0.16 per share 
from $0.12 per share a year ago. 

Total Research Corporation, 
Princeton, N.J., reported revenues of 
$13,790,950, a 37 percent increase 
over the corresponding period of the 
previous year, and net income of 
$624,638, a 20 percent increase over 
the same period. Net income translat­
ed to $0.05 of diluted earnings per 
share vs. $0.04 of diluted earnings per 
share in fiscal 1999. 

SPAR Group, Inc. , Tarrytown , 
N.Y., reported results for its third quar­
ter, representing the first consolidated 
report since the merger of the prior 
SPAR Group companies and PIA 
Merchandising Services, Inc. in July. 
For the third quarter, SPAR recorded 
pro forma net income of $98,000, or 
$0.01 per pro forma diluted share, 
compared with pro forma net income 
of$1.3 million, or $0.10 per pro forma 
diluted share, in the 1998 third quar­
ter. These results are based upon a 45 
percent increase in the pro forma dilut­
ed weighted shares outstanding in the 
1999 quarter. Revenues for the same 
period increased more than threefold 
to $36.4 million from $11.1 million a 
year ago. 

the co mpany's on-line marketin g 
research capabilities. 

InsightExpress, an on-line research 
affili ate of Greenwich, Conn.-ba ed 
NFO Worldwide, is offering a fully 
automated on-line market research ser­
vice. Supported by the profile-driven 
targe t ing se rvice of Engage 
Technologies, and backed by NFO 
Worldwide, In ightExpress provides 
consumer focused managers with real­
time access to targeted consumer 
groups and to existing customers via 

their own li sts. InsightExpress enables 
decision-makers to tes t new ideas, 
creen new concepts, gauge customer 

satisfaction, survey employees, tes t 
adverti ing and gather insight into the 
needs, attitudes and behaviors of con­
sumers. 

ACNielsen Corporation, Stamford, 
Co nn. , has ac qui red Media 
Monitoring Services Ltd. (MMS), an 
advertising measurement service head­
quartered near Ascot, England. The 
firm covers the U.K.'s $22 billion 
advertising industry, tracking advertis­
ing activity, spending and creative con­
tent aero s the print, television, radio, 
direct mail , cinema and outdoor chan­
nels for media companies, agencies 
and advert i ers. Its U.K. business, 
along with small e r ope ration s in 
Australia and Asia, generated revenues 
last year of $10 rni Il ion. 

Los An geles- based Lieberman 
Research Worldwide has acquired, in 
partnership with Lieberman Research 
Group in New York, Opinionsite.com, 
a full-service Internet research com­
pany offering panel and data collec­
ti on services. Opinionsite.com will 
continue to be led by Andrew Korman, 
its founder and president. 

Video Research Ltd. , a Tokyo­
based media and marketing research 
and consul ting firm , has launched 
Video Research Net-com Ltd ., an 
Internet audience research company 
that provides coverage of audience 
interaction with Web site , ad banners 
and e-commerce transactions. In mea­
suring Internet audience , Net-com 
u e metering methodology developed 
by NTT, li ce nsed tro ugh NTT 
Advanced Technologies, to measure 
actual Internet audience u age behav­
ior in real-time. Currently 3,000 sam­
ple households are under measurement 
in Japan with the test data due to be 
delivered in January. Commercial er­
vices will follow in April. 

Survey.com and CMP Med ia' 
Intelligent Enterprise magazine have 
formed a cooperati ve re earch part­
nership designed to produce a erie of 
surveys and reports on the business 
inte lli ge nce and da ta warehouse 
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(BIIDW) market. Cooperative projects 
will identify and track the major trends, 
issues, and growth areas in the bur­
geoning BI/DW market. 

Charleston, W.Va. -based McMillion 
Research ha formed a partnership 
with Denver- based Paragon 
Research. 

New York-based Jupiter 
Communications Inc. , an Internet 
commerce information firm, has 
expanded into Latin America with the 
launch of a new research service, aver­
sion of the company's Internet 
Commerce Forum for the market in 
Latin America (see Research Calendar 
for listing), access to one of the 
region's consumer research panels, and 
the establishment of a company sales 
presence in the region. At the core of 
Jupiter's expansion into the region is 
the launch of the Latin America Market 
Research Module, which will include 
a series of reports and analyst notes 
addressing the outlook for Internet 
access, on-line retailing, on-line adver­
tising, and other opportunities in the 
region. Jupiter will have an exclu ive 
arrangement with IBOPE, a Latin 
American research firm based in 
Brazil, to conduct primary data col­
lection of the Internet economy in 
Latin America. Jupiter is building a 
sales presence in Latin America to dis­
tribute its range of research product , 
through a series of reseller agreements. 
Jupiter will manage the selling of its 
products through its relationship with 
IBOPE. Similar agreements are antic­
ipated over the next several months for 
other countries in the region. 

Capita Research Group, Blue Bell, 
Pa., has conducted a market re earch 
test of Internet banner ads supplied by 
U.S. Interactive, an Internet profes­
sional services firm. The test assessed 
the ability of Capita's Engagement 
Testing System to accurately identify 
from a cluster of banner ads those with 
high click-through rates. Capita tested 
48 respondents by showing them por­
tal sites and then the banner ads. Using 
the firm's electroencephalogram 
(EEG)-based technology, respondents' 
brainwaves were measured for relative 
levels of attentiveness as they watched. 

"Our system successfully identified the 
banner ads with the highest real-time 
click-through," says David Hunter, 
Capita's founder and CEO. The com­
pany conducted its own independent 
follow-up study that validated the 
results of the first test. 

Mature Marketing and Research, 
Boston, has introduced the MMR 
Boomer Poll, which will survey con­
sumers born between 1946 and 1964 
on attitudes, motivations and product 
and service choices in the following 
categories: financial (banking and 
investment), travel and leisure, per­
sonal care and health care, food prod­
ucts, fast-food, and automotive. For 
more information contact Leslie Harris 
at MMRHARRIS@ aol.com. 

Cyber Dialogue has moved its 
offices down a few floors and now has 
a new address and phone number: 304 
Hudson St., 4th floor, New York, N.Y., 
10013. Phone 212-651-7000. 

Arbitron is now offering a new 
release of its Tapscan agency planning 
and buying software. Version 5.6 now 
has a 21 + age break, socioeconomic 
demographics, and access toArbitron's 
Qualitative Diary information. The 
firm has also released a faster version 
of Arbitron Data Express (ADE 2.1), 
which allows media professionals to 
download their Arbitron data. It is now 
available to registered users free of 
charge through the Arbitron Data 
Express link at 
www.arbitron.com/ade/. 

Richard Kurtz & Associates, a 
qualitative research consulting firm, 
has moved to 24 E. 21st St., 4th fl., 
New York, N.Y., 10010. Phone 212-
353-3020. Fax 212-473-3440. E-mail: 
kurtz@ ziplink.net. 

San Diego-based information 
provider Claritas has redesigned its 
www.sitereports.com Web site. Using 
customer feedback, Claritas has 
enhanced the site's interface, provided 
a greater range of report and payment 
options, and added other new features. 

National Computer Systems, Inc., 
a Minneapolis information services 
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firm, has been certified by the National 
Committee for Quality Assurance to 
conduct Consumer Assessment of 
Heath Plan Study (CAHPS 2.0HIPPO) 
and Management of Menopause 
(MoM) surveys for the year 2000. 

Canandaigua Wine Company has 
chosen Information Resources, Inc., 
Chicago, as its primary syndicated 
scanner data supplier in a new long­
term agreement that extends into 2005. 

Maritz Marketing Research, St. 
Louis, is establishing an office in 
Mexico City, Mexico. Ricardo Rene 
Calva Lopez will manage Maritz's 
research activities in Mexico, focus­
ing on the automotive industry. The 
office, Maritz Motivation de Mexico 
(Maritz Performance Improvement 
Company of Mexico), will be located 
at 78 Gobernador J.G. Covarrubias, 
San Miguel Chapultepec, 11850, 
Mexico City, D.F. Phone 52-52-72-
6136. Fax 52-52-72-6454. 

Separately, Maritz Marketing 
Research has changed the name of its 
Maritz AmeriPoll consumer survey to 
Maritz Poll, reflecting the expansion of 
the poll to include respondents outside 
of the U.S. The poll's Web site URL is 
now www.maritzpoll.com. 

Nancy Hardwick Market 
Research Services has changed its 
name to Hardwick Market Research 
Services and has moved to 8720 S.E. 
45th St., Mercer Island, Wash., 98040. 
Phone 206-232-9400. 

SPSS Inc., Chicago, has purchased 
Vento Software, Inc., a provider of 
business performance management 
solutions. The transaction, completed 
November 29, 1999, was executed as a 
pooling f interests in which SPSS 
issued approximately 550,000 shares 
of its common stock. 

Evanston, IlL-based ad tracking 
firm Market Advantage announced 
that Sears, Roebuck and Co. renewed 
its three-year contract with the firm. 
Under the terms of the contract, 
Market Advantage will provide retail 
print advertising data to Sears 
through 2002. 
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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 
Consulting 

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. 

HJSPA JC &A S IA 

MARKE"TI C COMMU !CATION 

R ESE AR C H, I NC . 

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 : gpeterson@autopacific.com 
www.autopacific.com 
Contact: George Peterson 
Auto Marketing & Product Experts. 
1,300 Groups Moderate & Recruit. 
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BAIGioballnc. 
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, M.P.H. 
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: info@brc-field.com 
www.brc-field.com 
Contact: Earl de Berge 
Contact: Luis N. Ortiz 
Bilingual; U.S./Latin Amer.; 35+ Yrs. 
Exp.; All Subjects. 

Dl 
The Blackstone (~roup 

The Blackstone Group 
360 N. Michigan Ave. 
Chicago, IL 60601 
Ph. 312-419-0400 
Fax 312-419-8419 
E-mail : vmadden@bgchicago.com 
Contact: Vecia Madden 
Contact: Kathi Rose 
Creative Methods For Fast Food, POP, 
Kids, Health, Transportation, Utility, 
Branding, Positioning, Ethnic, tnt'/. 
Research. Dual Language Facility. 

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. 

RES EAR 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 St. 
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 
MAR KET RE S EAR C H , I N C . 

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

Chamberlain Research Consultants, Inc. 
710 John Nolen Dr. 
Madison, WI 53713 
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. 

COMMON :.. 
KNOWLEDGE 

MARKETING INFORMATION FOR THE 21 Sf CENTURY BUSINESS 

Common 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 Opinion Services 
12825-1 stAve. South 
Seattle, WA 98168 
Ph . 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 716-44 7-1 006 
E-mail: 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. 

Cunningham Research Associates 
500 Ashwood Lane 
Fairview, TX 75069 
Ph. 972-529-4965 
Fax 972-529-1285 
E-mail: markc@craresearch.com 
www.craresearch.com 
Contact: Mark W Cunningham 
Qual. & Quant. Rsch., Consumer, Advg., 
Bus./Bus., Hi-Tech. 

Daniel Associates 
49 Hill Rd., Ste. 4 
Belmont, MA 02478 
Ph. 617-484-6225 
Fax 800-243-3493 
E-mail : sdaniel@earthlink.net 
http://home.earthlink.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 Research. 

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 Qualitative Services , Inc. 
94 Lincoln 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. 
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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.drmsimon.com 
Contact: Dr. Murray Simon 
Specialists in Research with Providers & 
Patients. 

Elrick & Lavidge 
1990 Lakeside 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 
Ph . 203-838-0500 
Fax 203-853-0369 
E-mail : peter@ergoresearchgroup.net 
www.ergoresearchgroup.net 
Contact: Peter Mitchell 
Years of Experience; Quick Response & 
Turnaround. 

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

Essman/Research 
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. 
Fuii-Svc. Qual. & Quant. Rsch./New 
Facilities/Moderators 

\ I 

:v fft!?c~~ 
• 

Fader & Associates 
372 Central Park W. , Ste. 7N 
New York, NY 10025 
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 
Fax 317-227-3010 
E-mail: Farns@indy.net 
Contact: Debra Hartman 
Advancing Marketing Concepts Through 
Research. 
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Findings 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 Bethart 
Contact: Felisa Esquivel 
Hispanic Specialists, Focus Groups; 
One-on-Ones. 

First Market Research Corp . 
656 Beacon St. , 6th floor 
Boston, MA 02215 
Ph . 800-FIRST-11 (347-7811) 
Fax 617-267-9080 
E-mail : jmr1 Q@ziplink.net 
www.fi rstmarket.com 
Contact: Jack M. Reynolds 
Hospitals, Physicians, Bio-Tech, 
AiJvertising, Retail Chains. 

First Market Research Corp . 
2301 Hancock Drive 
Austin , TX 78756 
Ph . 800-FIRST-TX (347-7889) 
Fax 512-451 -5700 
E-mail : jheiman@firstmarket.com 
www.firstmarket.com 
Contact: James R. Heiman 
High Tech, Publishing, 
Bus.-To-Bus. , Telecomr1Junications. 

Linda Fitzpatrick Research Svcs. Corp. 
102 Foxwood Rd . 
West Nyack, NY 1 0994 
Ph. 914-353-4470 
Fax 914-353-44 71 
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 10003 
Ph. 212-675-0142 
Fax 212-645-3171 
E-mail : focusplus@msn.com 
Contact: John Markham 
Innovative, Reliable Full-Service Qual. 
Research. On-line Access & 
Videoconferencing. Spacious Facility- 3 
Suites. Impeccable Recruiting. 

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. 
Tower 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 SPAN I C & A S IA N 

MARKETI NG C OMM UNICATION 

R ESEA R C H , I NC. 

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. 
Quai./Quant. 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-mail : 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. h o rowitzassociates. com 
Contact: Howard Horowitz 
CableNideo Marketing-Programming­
Telecommunications-Internet. 

Hypnosis Insights 
Hypnosis Insights 
555 University Ave ., Ste. 275 
Sacramento, CA 95825 
Ph . 888-488-5008 
Fax 888-453-1772 
E-mail : info@hypnosisinsights.com 
www.hypnosisinsights.com 
Contact: William McDonald, Ph.D. 
Hypnosis Focus Groups and Personal 
Interviews. Uncover Real Target 
Customer Motives and Emotions. 

I+G Medical Research International 
33 College Hill Rd., Bldg . 1 OC 
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, 
QRCAMember. 

61 



Moderator MarketPlace TM . 
insight europe gmbh 
Turmstr. 5 
60385 Frankfurt 
Germany 
Ph . +49-69-956366-0 
Fax +49-69-956366-11 
E-mail : eva@insighteurope.de 
www.insighteurope.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. 847-615-0040 
Fax 847-615-0192 
E-mail : IRVES224@msn.com 
www.irvineconsulting.2e.com 
Contact: Ronald J. Irvine 
Pharm/Med: Custom Global Quan./Qua/. 
Res. & Facility. 

JRH Marketing Services, Inc . 
29-27 41st Ave. (Penthouse) 
New Yo rk, NY 111 01 
Ph. 718-786-9640 
Fax 71 8-786-9642 
E-mail: 72114.1500@compuserve.com 
Contact: J. Robert Harris II 
Founded 1975. Check Out The Rest But 
Use The Best! 

JUST THE FACTS:::. 
YOUR I NFORMATION SOU K CE •:i;: 

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. 

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

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. 
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Lewis Consulting Inc. 
201 6 Cameron St. 
Raleigh, NC 27605 
Ph. 919-835-2044 
Fax 91 9-835-2257 
E-mai l: jamesdlewis@mindspring .com 
Contact: Jim Lewis 
20+ Years Experience Across Many 
Markets. 

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 MD, DC, N. VA. 

Market Access Partners 
25107 Genesee Trai l 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 84 7-670-9629 
E-mail: mjrichards@aol.com 
Contact: Marilyn Richards 
New Product Development/Hi­
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 !J; I fi I ' 
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 
Jlarketing & Researcb 

Mature Marketing and Research 
85 E. India Row, Ste. 30A 
Boston, MA 02110 
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 
1 00 Plaza Dr. 
Secaucus, NJ 07094 
Ph. 201 -865-4900 or 80"0-998-4777 
Fax 201-865-0408 
E-mai l: meadowcc@aol.com 
Contact: Andrea Schrager 
Insightful, Innovative, lmpactful, Action­
Oriented Team Approach. 

Meczka Marketing/Research/Cnsltg., Inc. 
5757 W. Century Blvd ., Lobby Level 
Los Ange les, CA 90045 
Ph . 310-670-4824 
Fax 310-410-0780 
E-mail : adiaz@mmrcinc.com 
Contact: Anthony Diaz 
Contact: Michael Meczka 
Quai./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 & 
SHAREMAP5M. 

~~?a~!~Pn~ 
Strategic M arketing 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. Quai./Quant. 

www.quirks.com 

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. 

M ULTICULTURAL 

R ESEARO! CENTER 

Multicultural Research CenterM 
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 
Quai./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 425-635-7 482 
E-mail: ethertn@nwrg.com 
www.nwrg.com 
Contact: Jeff Etherton 
Facilities, Moderating, Full-Service 
Market Research. 

Opinions 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. 

Perception 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. 
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Moderator MarketPlace TM 
Performance Research 
25 Mill St. 
Newport, Rl 02840 
Ph . 401-848-0111 
Fax 401-848-011 0 
E-mail: focus@performanceresearch. com 
www.performanceresearch.com 
Contact: William Doyle 
Corporate Sponsorship Of Major Sports 
And Special Events. 

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. 

REs E A 11 €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. £-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@earthlink.net 
Contact: Alexa Smith 
Experienced Specialist in Fuii-Svc. Qual. 
Rsch. - Focus Grps. , lndiv. Depth 
Interviews, Mini Grps. Skilled High 
Quality Moderating. Over 25 Yrs. Exp. 

Jay L. Roth & Associates, Inc. 

Jay l. Roth & Associates, Inc. 
27 First St. 
Syosset, NY 11791-2504 
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! 

S c HNEllER ­

~ ualitative 
~ 

Schneller - Qual itative 
300 Bleecker St. , 3rd fl. 
New York, NY 1 0014 
Ph . 212-675-1631 
www.gis.neV- answers 
Contact: Paul Schneller 
Full Array: Ads/Pkg Gds/Rx/B-to-B/ 
Consumer (14+ Years). 

January 2000 

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 : sil@siltd.com 
www.siltd.com 
Contact: Timm Sweeney 
Qualitative Specialists Since 1983. 
Business-to-Business & International. 

James Spanier Associates 
120 East 75th St. 
New York, NY 1 0021 
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 616-799-1079 
E-mail: 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@aol.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: bpadi lla@marketfacts.com 
www.strategyresearch.com 
Contact: Be/kist Padilla, V.P. 
Contact: Vivian Hernandez 
Contact: Gloria Contefis 
Multi-Country/Multi-Market Foe. Grp. 
Rsch. U.S./Latin Amer./Caribbean. 
Native Brazilian Moderator. 

Sunbelt Research Associates 
1001 N. U.S. One, Ste. 310 
Jupiter, FL 33477 
Ph. 561 -744-5662 
Contact: Barbara L. Allan 
20+ Years Exp.; Business & Consumer 
Studies; Nat'/. & lnt'l. Exp. 

www.quirks.com 

SuperDatos de Mexico 
A Subsidiary of H&AMCR, Inc. 
Ensenada 61 , Colonia Hip6dromo 
Mexico D.F. , CP 061 oo 
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-mail : TCigroupbethfischer@netscape.net 
Contact: Beth Fischer 
Unique Fusion of Both Solid Systematic 
Research Techniques & The Imaginative 
Art of Creative Thinking 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-mai l: 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 ENVISION™, 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 
Fax 410-721-7571 
E-mail : info@WBandA.com 
www.WBandA.com 
Contact: Steve Markenson 
Two Mods. on Staff Spec. in Adv. Rsch., 
Health Care, Fin. Svcs., Tourism, Utilities 

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, HBA & Pharm. Cat.; 
All Ages/Seniors; Foe. Grps./ln-Depths. 

Wilson Qualitative Research Consultants 
20 Boulevard de Courcelles 
75017 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 
For A Full Qualitative Service and/or 
Moderation (French/English): New Tech. , 
Auto, Bus. -to-Bus., Advg. Expertise. 

Wolf/Aitschui/Callahan, Inc. 
60 Madison Ave. 
New York, NY 10010 
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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Moderator MarketPlace TM 

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

Arizona Illinois New Jersey Chalfont Healthcare Research, Inc. 

Balaban Market Research Consulting The Blackstone Group Hispanic Research Inc. Data & Management Counsel, Inc. 

Behavior Research Center, Inc. C&R Research Services, Inc. Leflein Associates, Inc. Rhode Island Irvine Consulting, Inc. MCC Qualitative Consulting 

California Just The Facts, Inc. Perception Research Services, Inc. I+G Medical Research International 
Performance Research 

Alexander+ Parker Leichliter Assoc. Mktg. Rschlldea Dev. Research Connections, Inc. 

Jeff Anderson Consulting , Inc. Marketing Advantage Rsch. Cnslts. Treistman & Stark Marketing, Inc. Tennessee 
Asian Marketing Primary Insights, Inc. Weiss Marketing Research 

Directions Data Research Communication Research Strategic Focus, Inc. 
AutoPacific , Inc. New York 

Texas Erlich Transcultural Consultants Indiana BAIGioballnc. 
Hispanic Marketing The Farnsworth Group Cornerstone Research & Marketing, Inc. Common Knowledge Research Svcs. 

Communication Research Decision Drivers Cunningham Research Associates 
Hypnosis Insights 

Iowa Fader & Associates 
Decision Analyst, Inc. 

In Focus Consulting First Market Research Corp. (Heiman) 
Marketing Matrix, Inc. Essman/Research 

Linda Fitzpatrick Rsch. Svcs. Corp. Opinions Unlimited, Inc. 
Meczka Mktg./Rsch./Cnsltg ., Inc. Focus Plus, Inc. 

Multicultural Research CenterM Maryland Horowitz Associates, Inc. Washington 
Yarnell , Inc. JRH Marketing Services, Inc. Burr Research/Reinvention 

Low+ Associates, Inc. Knowledge Systems & Research, Inc. Prevention 
Colorado WB&A Market Research Market Navigation, Inc. Catalyst Research Network 
Cambridge Associates, Ltd. Francesca Moscatelli Consumer Opinion Services 
Market Access Partners Massachusetts The Research Department Northwest Research Group, Inc. 

Connecticut Daniel Associates Jay L. Roth & Associates, Inc. Wisconsin Dolobowsky Qualitative Services, Inc. Schneller- Qualitative 
Ergo Res~arch Group, Inc. Rrst Market Research Corp. (Reynolds) James Spanier Associates Chamberlain Research Consultants, Inc. 

Mature Marketing and Research Thorne Creative Research 
Florida View Finders Market Research France 
AnswerSearch, Inc. Michigan Wolf/Aitschui/Callahan, Inc. Wilson Qualitative Research Consultants 
Findings International Corporation Stellar Strategic Services 
Schwartz Consulting Partners North Carolina Germany 
SIL: Worldwide Marketing Services Minnesota D/R/S HealthCare Consultants insight europe gmbh Strategy Research Corporation Lewis Consulting Inc. 
Sunbelt Research Associates, Inc. Cambridge Research, Inc. 
Target Market Research Group, Inc. GraffWorks Marketing Research Ohio Mexico 

MarketResponse International 
Pat Henry Market Research, Inc. SuperDatos de Mexico 

Georgia MedProbe™ Inc. 

Creative Focus, Inc. Outsmart Marketing 
Pennsylvania 

Elrick & Lavidge The TCI Group 

Michelson & Associates, Inc. 
Campos Market Research, Inc. 

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

ADVERTISING WB&A Market Research ASIAN Market Navigation, Inc. 
Jeff Anderson Consulting, Inc. Wolf/Aitschui/Callahan, Inc. Asian Marketing MedProbe, Inc. 

Balaban Market Research Consulting AFRICAN-AMERICAN Communication Research 
The Blackstone Group 

The Blackstone Gro~ 
Asian Perspective, Inc. BRAND/CORPORATE 

C&R Research Services, Inc. Erlich Transcultural onsultants Data & Management Counsel , Inc. IDENTITY 
Cambridge Associates, Ltd. JRHMarketing Services, Inc. Erlich Transcultural Consultants Perception Research Services, Inc. 
Cambridge Research, Inc. Multicultural Research CentersM 
Common Knowledge Rsch. Svcs. AGRICULTURE ASSOCIATIONS BUS.-TO-BUS. 
Creative Focus, Inc. 
Decision Drivers Cambridge Associates, Ltd. The Blackstone Group Access Research, Inc. 

Erlich Transcultural Consultants 
Cqmbridge Research, Inc. Low +Associates, Inc. Asian Marketing 

Fader & Associates 
Lewis Consulting Inc. Communication Research 

First Market Research Corp. (Reynolds) AUTOMOTIVE BAIGioballnc. 

Hypnosis Insights ALCOHOLIC BEV. AutoPacific, Inc. Behavior Research Center, Inc. 

Outsmart Marketing C&R Research Services, Inc. C&R Research Services, Inc. C&R Research Services, Inc. 

The Research Department Strategy Research Corporation Erlich Transcultural Consultants Cambridge Associates, Ltd. 

Jay L. Roth & Associates, Inc. MarketResponse International Cambridge Research, Inc. 

Schneller- Qualitative ARTS & CULTURE Matrixx Marketing-Research Div. Campos Market Research, Inc. 
Common Knowledge Rsch. Svcs. 

Strategy Research Corporation Strategic Focus, Inc. 
BIO-TECH Consumer Opinion Services 

Treistman & Stark Marketing, Inc. Creative Focus, Inc. 
Irvine Consulting, Inc. 
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Moderator MarketPlace TM 

Data & Management Counsel , Inc. CUSTOMER Fader & Associates Jay L. Roth & Associates, Inc. 
Fader & Associates SATISFACTION Low+ Associates, Inc. Perception Research Services, Inc. 
First Market Research Corp. (Heiman) 

BAIGioballnc. 
Marketing Matrix, Inc. Thorne Creative Research 

Linda Fitzpatrick Rsch. Svcs. Corp. Matrixx Marketing-Research Div. 
Pat Henry Market Research , Inc. The Blackstone Group MCC Qualitative Consulting HISPANIC 
Just The Facts, Inc. Common Knowledge Rsch. Svcs. The Research Department 
Knowledge Systems & Research, Inc. Elrick & Lavidge Behavior Research Center, Inc. 

MarketResponse International Low+ Associates, Inc. 
Jay L. Roth & Associates, Inc. Data & Management Counsel , Inc. 

MCC Qualitative Consulting SuperDatos de Mexico 
WB&A Market Research Erlich Transcultural Consultants 

The Research Department FOOD PRODUCTS/ 
Findings International Corporation 

Jay L. Roth & Associates, Inc. DIRECT MARKETING Hispanic Marketing 

Schneller- Qualitative BAIGioballnc. NUTRITION Communication Research 

SuperDatos de Mexico Perception Research Services, Inc. BAIGioballnc. 
Hispanic Research Inc. 

Yarnell , Inc. The Blackstone Group 
Francesca Moscatelli 

DISCRETE CHOICE/ C&R Research Services, Inc. Multicultural Research Center5M 

CABLE CONJOINT 
Common Knowledge Rsch. Svcs. Strategy Research Corporation 

C&R Research Services, Inc. 
Just The Facts, Inc. Target Market Research Group, Inc. 

Horowitz Associates, Inc. Yarnell , Inc. Outsmart Marketing 
The Research Department HOUSEHOLD 

CHILDREN DISTRIBUTION Jay L. Roth & Associates, Inc. PRODUCTS/CHORES 
The Blackstone Group Burr Research/Reinvention Schneller- Qualitative The Research Department 

C&R Research Services, Inc. Prevention 
FOOTWEAR 

Schneller- Qualitative 

Fader & Associates 
Just The Facts, Inc. EDUCATION Best Practices Research HUMAN RESOURCES 
Market Navigation, Inc. Cambridge Associates, Ltd . 

GENERATION X 
ORGANIZATIONAL DEV. 

Matrixx Marketing-Research Div. Just The Facts, Inc. Primary Insights, Inc. 
Outsmart Marketing Marketing Advantage Rsch. Cnslts. Primary Insights, Inc. 

Thorne Creative Research IDEA GENERATION 

COMMUNICATIONS 
ELECTRONICS - HEALTH & BEAUTY Analysis Research Ltd. 
CONSUMER PRODUCTS BAIGioballnc. 

RESEARCH MarketResponse International BAIGioballnc. The Blackstone Group 
Access Research, Inc. Schneller- Qualitative C&R Research Services, Inc. 

Cambridge Associates, Ltd. ETHNIC Thorne Creative Research Cambridge Associates, Ltd . 

Creative Focus, Inc. The Blackstone Group Weiss Marketing Research Creative Focus, Inc. 

MarketResponse International Multicultural Research CentersM Elrick & Lavidge 

Jay L. Roth & Associates, Inc. HEALTH CARE Just The Facts, Inc. 

ETHNOGRAPHIC Alexander+ Parker 
Matrixx Marketing-Research Div. 

COMPUTERS/MIS RESEARCH Jeff Anderson Consulting, Inc. 
Primary Insights, Inc. 

C&R Research Services, Inc. 
Alexander+ Parker 

Balaban Market Research Consulting IMAGE STUDIES 
Cambridge Associates, Ltd. The Blackstone Group 
Catalyst Research Network Asian Marketing Chalfont Healthcare Research, Inc. 

The Blackstone Group 

Daniel Associates 
Communication Research Directions Data Research 

Cambridge Associates, Ltd . 

Fader & Associates 
Hispanic Marketing D/R/S HealthCare Consultants 

MarketResponse International 

Communication Research 
First Market Research Corp. (Heiman) Erlich Transcultural Consultants INDUSTRIAL 
Marketing Advantage Rsch. Cnslts. EXECUTIVES 

First Market Research Corp. (Reynolds) First Market Research Corp. (Heiman) 
James Spanier Associates ltG Medical Research International 

Yarnell , Inc. BAIGioballnc. Irvine Consulting , Inc. 
Market Navigation, Inc. 

C&R Research Services, Inc. Knowledge Systems & Research, Inc. INSURANCE 
CONSUMERS Common Knowledge Rsch . Svcs. Low+ Associates, Inc. 

Behavior Research Center, Inc. Decision Drivers Market Access Partners The Blackstone Group 

C&R Research Services, Inc. Fader & Associates Market Navigation, Inc. 
Burr Research/Reinvention 

Common Knowledge Rsch. Svcs. First Market Research Corp. (Heiman) MarketResponse International 
Prevention 

Consumer Opinion Services Marketing Advantage Rsch. Cnslts. Matrixx Marketing-Research Div. 
Erlich Transcultural Consultants 

Decision Drivers · The Research Department MedProbe™ Inc. 
Low+ Associates, Inc. 

Pat Henry Market Research, Inc. 
Jay L. Roth & Associates, Inc. Strategy Research Corporation INTERACTIVE PROD./ 

Just The Facts, Inc. 
Schneller- Qualitative WB&A Market Research 

Knowledge Systems & Research, Inc. 
Strategy Research Corporation Weiss Marketing Research SERVICES/RETAILING 

Lewis Consulting Inc. FINANCIAL SERVICES HIGH-TECH 
Ergo Research Group, Inc. 

Marketing Advantage Rsch. Cnslts. Research Connections, Inc. 

The Research Department Jeff Anderson Consulting, Inc. Jeff Anderson Consulting, Inc. 

Jay L. Roth & Associates, Inc. BAIGioballnc. Asian Marketing INTERNATIONAL 
Schwartz Consulting Partners The Blackstone Group Communication Research The Blackstone Group 

Burr Research/Reinvention Common Knowledge Rsch. Svcs. 

CORPORATE Prevention Ergo Research Group, Inc. INTERNET 
SPONSORSHIP 

C&R Research Services, Inc. Hispanic Marketing 
Cambridge Associates, Ltd. Communication Research 

The Blackstone Group 

Performance Research Cambridge Research, Inc. Market Navigation, Inc. 
Common Knowledge Rsch. Svcs. 

Common Knowledge Rsch. Svcs. Research Connections, Inc. 
Ergo Research Group, Inc. 

Elrick & Lavidge First Market Research Corp. (Reynolds) 
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Horowitz Associates, Inc. Research Connections, Inc. Cornerstone Research & Marketing MCC Qualitative Consulting 
Knowledge Systems & Research, Inc. Thorne Creative Research First Market Research Corp. (Heiman) The Research Department 
Research Connections, Inc. Marketing Advantage Rsch. Cnslts. Jay L. Roth & Associates, Inc. 

INTERNET SITE 
PACKAGED GOODS James Spanier Associates Strategy Research Corporation 

BAIGioballnc. 
CONTENT & DESIGN C&R Research Services, Inc. RETAIL TELECONFERENCING 

Perception Research Services, Inc. Just The Facts, Inc. First Market Research Corp. (Reynolds) Cambridge Research, Inc. 

Jay L. Roth & Associates, Inc. Pat Henry Market Research, Inc. 
TELEPHONE FOCUS LATIN AMERICA Thorne Creative Research Knowledge Systems & Research, Inc. 

Best Practices Research 
MCC Qualitative Consulting GROUPS 

Hispanic Marketing PACKAGE DESIGN C&R Research Services, Inc. 
Communication Research RESEARCH SENIORS Cambridge Associates, Ltd. 

Strategy Research Corporation Alexander+ Parker Fader & Associates Lewis Consulting Inc. 
SuperDatos de Mexico Perception Research Services, Inc. Mature Marketing and Research Market Navigation, Inc. 

The Research Department Primary Insights, Inc. MedProbe, Inc. 

MEDICAL PROFESSION Treistman & Stark Marketing, Inc. Weiss Marketing Research 

Balaban Market Research Consulting Weiss Marketing Research TOURISM/HOSPITALITY 
Cambridge Associates, Ltd. SMALL BUSINESS/ The Blackstone Group 
Chalfont Healthcare Research, Inc. PARENTS ENTREPRENEURS Schwartz Consulting Partners 
D/R/S HealthCare Consultants Fader & Associates The Blackstone Group 
Pat Henry Market Research, Inc. Linda Fitzpatrick Rsch. Svcs. Corp. TOYS/GAMES 
I+G Medical Research International PET PRODUCTS Strategy Research Corporation Fader & Associates 
Matrixx Marketing-Research Div. 

Cambridge Research, Inc. Yarnell , Inc. 
MedProbe™ Inc. TRANSPORTATION 
Schneller- Qualitative Common Knowledge Rsch. Svcs. 

Weiss Marketing Research MarketResponse International SOFT DRINKS, BEER, SERVICES 
Primary Insights, Inc. WINE The Blackstone Group 

MODERATOR TRAINING PHARMACEUTICALS 
C&R Research Services, Inc. Low+ Associates, Inc. 

Cambridge Associates, Ltd. Cambridge Associates, Ltd. Strategic Focus, Inc. 
BAIGioballnc. Grieco Research Group, Inc. 

MULTIMEDIA 
Balaban Market Research Consulting Jay L. Roth & Associates, Inc. TRAVEL 
C&R Research Services, Inc. Strategy Research Corporation 

Catalyst Research Network Cambridge Associates, Ltd. Cambridge Associates, Ltd. 

Marketing Advantage Rsch. Cnslts. Chalfont Healthcare Research, Inc. SPORTS 
James Spanier Associates 

D/R/S HealthCare Consultants 
Performance Research UTILITIES NEW PRODUCT DEV. I+G Medical Research International 

BAIGioballnc. Irvine Consulting, Inc. 
STRATEGY 

The Blackstone Group 

The Blackstone Group Lewis Consulting Inc. Cambridge Associates, Ltd. 

C&R Research Services, Inc. Market Navigation, Inc. DEVELOPMENT Knowledge Systems & Research, Inc. 

Cambridge Associates, Ltd . MarketResponse International Schneller- Qualitative 

Data & Management Counsel, Inc. MCC Qualitative Consulting VIDEO CONFERENCING 
Elrick & Lavidge 

MedProbe™ Inc. TEENAGERS Schwartz Consulting Partners 
Schneller- Qualitative 

Fader & Associates Weiss Marketing Research C&R Research Services, Inc. 
First Market Research Corp. (Heiman) Fader & Associates VETERINARY MEDICINE 
JustThe Facts, Inc. POLITICAL/SOCIAL Matrixx Marketing-Research Div. Common Knowledge Rsch. Svcs. 
Marketing Advantage Rsch . Cnslts. RESEARCH 

MCC Qualitative Consulting 

Outsmart Marketing Thorne Creative Research WEALTHY 
Primary Insights, Inc. Cambridge Associates, Ltd. Weiss Marketing Research Strategy Research Corporation 
The Research Department Francesca Moscatelli 

Jay L. Roth & Associates, Inc. TELECOMMUNICATIONS YOUTH POINT-OF-SALE MKTG. BAIGioballnc. Schneller- Qualitative The Blackstone Group Fader & Associates 
The Blackstone Group Weiss Marketing Research 
Perception Research Services, Inc. Catalyst Research Network MarketResponse International 

Creative Focus, Inc. 
NON-PROFIT Daniel Associates 
Strategic Focus, Inc. POSITIONING Elrick & Lavidge 

RESEARCH Ergo Research Group, Inc. 

OBSERVATIONAL Schneller- Qualitative Erlich Transcultural Consultants 

Alexander+ Parker 
First Market Research Corp. (Heiman) 

PUBLIC POLICY RSCH. Hispanic Marketing 
Communication Research 

ON-LINE FOCUS Cambridge Associates, Ltd. Knowledge Systems & Research, Inc. 

GROUPS JRH Marketing Services, Inc. Linda Fitzpatrick Rsch. Svcs. Corp. 

Catalyst Research Network 
Horowitz Associates, Inc. 

Common Knowledge Rsch. Svcs. PUBLISHING Marketing Advantage Rsch. Cnslts. 

Cambridge Associates, Ltd . MarketResponse International 
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A & B Interviewing, Inc. 
2133 Vine Dr. 
Merrick, NY 11566 
Ph. 516-379-0994 
Fax 516-379-0994 
E-mail: dweiss3162@aol.com 
Regionally- Data collection/Field service 
B, E, F, H, R, RT, S 

A Closer Look 
P.O. Box 920760 
Norcross, GA 3001 0 
Ph. 770-446-0590 
Fax 770-448-2091 
E-mail: info@a-closer-look.com 
www.a-closer-look.com 
Chuck or Dave 
Nationally - Full service 
R, S 

A Mystery Shopping and Interviewing Service 
MVP In The Field Services 
2119 Buckingham Dr. 
Huntsville, AL 35803 
Ph. 256-883-0223 
Fax 256-883-7175 
E-mail: mvp@ro.com 
www.be-central.com/mvp 
M. Weaver 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

A&M Business Services, Inc. 
P.O. Box 34073 
Pensacola, FL 32507 
Ph. 850-492-7 467 
Fax 850-492-7865 
E-mail: mail@ambussvcs.com 
Mark Heller, President 
Nationally - Full service 
E, R, S 

A.I.M. Field Service 
1428 E. Semoran Blvd ., Ste. 104 
Apopka, FL 32703 
Ph. 407-886-5305 
Fax 407-884-0333 
E-mail: patsaim@aol.com 
Pat Blackwell, President 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

Absolute Service, Inc. 
P.O. Box 7444 
Warner Robins, GA 31095 
Ph. 912-328-27 40 
Fax 912-328-9900 
E-mail: suee@asiga.com 
Sue Evans, Operations Manager 
Nationally - Full service 
E, R, RT, S 

ACNielsen Canada 
160 McNabb St. 
Markham, ON L3R 4B8 
Canada 
Ph. 905-475-3344 
Fax 905-475-8357 
E-mail : Randy.Carr@acnielsen.ca 
www.acnielsen.ca 
Randy Carr, Vice President 
Nationally- Full service 
B, E, F, R, RT, S 

~anonymous 

llJ.I insights, inc. 
Anonymous Insights, Inc. can customize a program that wiU provide you 
with the information you need to keep your customers satisfied and 
coming back. 

• Mystery Shopping • Telephone Audits 
• Direct Mail Surveys • Promotion Surveys 
• Competitive shops • Customer Service/Training Seminars 

All results are maintained in a database to help you identifY areas of excellence. 

"Leading the Way to Satisfied Customers" 

Mystery Shopping 
Providers Association 

7438 Sawmill Road 
Suite #421 
Columbus, 08 43235 

614-590-2472 
(fax)614-761-3126 
ai@netset.com 

Action Research 
212 Battery St. 
Burlington, VT 05401 
Ph. 802-862-4370 
Fax 802-862-2349 
E-mail : info@actionresearch.com 
www.actionresearch.com 
Richard H. McCoy, Director 
Regionally - Full service 
E, F, H, R, RT, S 

Action Research Group 
1 005 W. Kelly Lane 
Shelby, NC 28152 
Ph. 704-482-0011 
Fax 704-482-5507 
E-mail : kathydino@aol.com 
Kathleen Dino or Kathryn Varnell , Co-Owners 
Nationally - Full service 
B, E, F, H, R, RT, S 

Advantage Business Services 
325 Haliwood Dr. 
Melbourne, FL 32901 
Ph. 407-952-0300 
Fax 407-952-0300 
E-mail : cwj32901 @aol.com 
Christy Jones, President 
Regionally - Full service 
R, RT, S 

American Public Opinion Survey & 
Market Research Corp. 
1320 S. Minnesota Ave. 
Sioux Falls, SD 57105-0625 
Ph. 605-338-3918 
Fax 605-338-3964 
E-mail: ron@mtcnet.net 
www.mtcnet.net/-ron 
Ron Van Beek, President 
Nationally- Full service 
B, E, F, R, RT, S 

anonymous 
insights, inc. 

Anonymous Insights, Inc. 
7438 Sawmill Rd. , PMB# 421 
Columbus, OH 43235 
Ph. 614-590-2472 
Fax 614-761-3126 
E-mail : contactus@insights.com 
Suzy Baker, President 
Nationally - Full service 
R, RT 

Anonymous Insights, Inc. will customize a pro­
gram to measure criteria that is important to you. 
Our nationwide network of auditors will gather 
unbiased, complete and accurate information. We 
will design and maintain a database that provides 
summary, detail and ranking reports constructed 
to your specifications. We guarantee your satis­
faction . 
(See advertisement on p. 68) 
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Arizona Market Research Services 
Div. of Ruth Nelson Research 
10220 N. 31st. Ave., Ste. 122 
Phoenix, AZ 85051-9562 
Ph. 602-944-8001 
Fax 602-944-0130 
E-mail: azmktres@worldnett.att.net 
www.ruthnelsonresearchsvcs.com 
Lincoln Anderson, Manager 
Regionally- Data collection/Field service 
B, E, F, H, R, RT, S 

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 
Regionally- Full service 
B, E, F, H, R, RT, S 

Ask Arizona 
A division of WestGroup Research 
2720 E. Thomas, Bldg . A 
Phoenix, AZ 85016 
Ph. 602-707-0050 or 800-999-1200 
Fax 602-707-0055 
E-mail: arizsmith@aol.com 
www.westgroupresearch.com 
Beth Aguirre-Smith, President 
Nationally- Full service 
B, E, F, H, R, RT, S 

Assistance in Marketing, Inc. 
11890 Montgomery Rd. 
Cincinnati , OH 45249 
Ph. 513-683-6600 or 888-4AIMFIRE 
Fax 513-683-9177 
E-mail : lrwin@AIM-Cincinnati.com 
Irwin Weinberg, Vice President 
Locally - Data collection/Field service 
E, F, R, RT, S 

At Your Service! 
16540 Harwell Ave. S. 
Lakeville, MN 55044 
Ph. 612-431-2226 
Fax 612-891-3633 
E-mail: Hknu@aol.com 
Holly Knutson, Owner 
Regionally- Full service 
B, E, F, H, R, RT, S 

ath Power Consulting Corporation 
10 High St. 
Andover, MA 01810 
Ph. 978-474-6464 
Fax 978-474-4161 
E-mail: info@athpower.com 
www.athpower.com 
Frank Alai, President 
Internationally- Full service 
B, E, F, H, R, RT, S 

UDITS & 
SURVEYS 
WORLDWIDE Science forlhe Al1 of Marketi1111 

Audits & Surveys Worldwide 
The Audits & Surveys Building 
650 Avenue of the Americas 
New York, NY 1 0011 
Ph. 212-627-9700 or 800-27 4-3577 
Fax 212-627-2034 
E-mail: feinberg@surveys.com 
www.surveys.com 
Fred Winkel 
Internationally- Full service 
B, E, F, H, R, RT, S 

Audits & Surveys Worldwide, one of the world's 
largest marketing research firms, has worked with 
most Fortune 500 corporations over the course of 
45 years. Our field force serves clients' needs 
through a worldwide network of offices that super­
vise operations in more than 80 countries. The 
Customer Satisfaction Division offers a full range 
of research services: mystery shopper studies, 
customer satisfaction studies, outbound and 
inbound IVR, employee satisfaction studies, 
benchmarking and competitor comparison stud­
ies and full qualitative services. ASW also offers 
services in communication, education, training, 
awards and incentives. 
(See advertisement on p. 69) 

- ~-- ...,- ~~ ~ ~~ ~ - -
- ~ - -- - ___.. ~.L. - -- 4 

~ IA\IIIITS & 

~~DE Sclonce lowtlloAII IIIMolbllnl 
The Audits & Surveys Building • 650 Avenue of the Americas 
New York, NY 10011 • 212-627-9700 • Fax: 212-627-2034 
www.surveys.com 
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now gives you an 
with CyberShop™- the new service that combines 

obaervati.oDS of~ • !rith tbe~ ........ ,,.-. ,·, 

cost-effectiveness of the Web. CyberShop 
~ eX'Derientt:e performing over 1 million m,11~ shops-ov~•al 

it with the high-tech power of the Internet. The result is 
best of the old and the new. With CyberShop, you get the 

best accilracy, highest quality and greatest objectivity ... plus, 
the cutting edge flexibiltiy and immediacy of the Internet. 
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Codes 
8 - Business/Industry 
E - Entertainment 
F - Anancial Services 
H- Health care 
R - Restaurant/Fast Food 
RT- Retail 
S- Services 

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

BARE AssociATES INTERNATIONAL 

Bare Associates International, Inc. 
3251 Old Lee Hwy., Ste. 209 
Fairfax, VA 22030 
Ph. 800-296-6699 ext. 3131 
Fax 703-591-6583 
E-mail : mbare@baiservices.com 
www.baiservices.com 
Michael L. Bare, President 
Internationally- Full service 
B, E, F, H, R, RT, S 

Bare Associates International offers customized 
cost-effective, customer and employee research: 
Our specialization by industry segment (hotel , 
restaurant, retail , health and fitness) insures you 
will receive the value of our extensive experience 
in meeting your informational needs. Our strong 
commitment to exceeding your expectations 
through personal service at a reasonable price is 
what sets us above the rest. 
(See advertisement on p. 70) 

Barnes Research, Inc. 
4920 Plainfield N.E. 
Grand Rapids, Ml 49525 
Ph. 616-363-7643 
Fax 616-363-8227 
E-mail : barnesresr@aol.com 
Judy Rose 
Regionally- Data collection/Field service 
B, E, F, H, R, RT, S 

GLOBAL HOSPITALITY SUPPORT & RESEARCH 

MYSTERY SHOPPING EVALUATIONS 

SERVICE & SALES PERFORMANCE ASSESSMENTS 

CUSTOMER & EMPLOYEE SATISFACTION SURVEYS 

INTERCEPT INTERVIEWS 

WEB SURVEYS 

HOTELS -RESTAURANTS -RETAIL 

CLUBS- HOSPITALS- RESORTS- AIRPORTS 

1-800-296-6699 X 3131 

www. baiservices.com 

EEDS 
& ASSO C I ATES. I NC 

Barry Leeds & Associates, Inc. 
38 E. 29th St. 
New York, NY 1 0016-7911 
Ph. 212-889-5941 
Fax 212-889-6066 
E-mail : info@barryleedsassoc.com 
www.barryleedsassoc.com 
Jill Radin, Exec. Vice President 
Internationally - Full service 
B, F, R, RT, S 

Market researchers and consultants serving the 
financial, consumer and corporate industries. 
Specializing in discrimination testing and research, 
mystery shopping, concept/product testing, cus­
tomer satisfaction research , account retention 
research , brand image research , branch/store 
intercepts and Call Center TeleShops™. Over 1 
million mystery shops at more than 80 ,000 
branches/stores and service centers completed. 
Pioneered the application of matched pair testing 
for detecting potential discriminatory treatment 
by financial institutions. Serving the financial ser­
vices industry and corporate America since 1977. 
(See advertisement on p. 71) 

Bartels Research Corp. 
145 Shaw Ave., Bldg. C 
Clovis, CA 93612 
Ph. 559-298-7557 
Fax 559-298-5226 
E-mail : bartels1 @compuserve.com 
Patrick Bartels, Vice President 
Nationally - Data collection/Field service 
B, E, F, H, R, RT, S 

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

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

Bernadette Schleis & Associates, Inc. 
1740 Ridge Ave., Ste. 201 
Evanston, IL 60201-5909 
Ph. 847-869-5999 
Fax 84 7-869-6644 
Carol S. McCormick 
Internationally - Data collection/Field service 
B, E, F, H, R, RT, S 
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BestMark 
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 
Nationally - Full service 
B, E, F, R, RT, S 

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

Beta One, Inc. 
Focus Facility Hartford 
270 Farmington Ave. , Ste. 126 
Farmington , CT 06032 
Ph. 800-447-2382 (Bids) or 860-677-7711 
Fax 860-677-4967 
E-mail : B1 Research@aol.com 
Paul Keene, V.P. Svc. Ops. 
Regionally- Full service 
B, E, F, H, R, RT, S 

Helping 
ou 
uild 

customer 
lo alty 
a and 
shake at a 
time 

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. 

I BestMark Research 
Great Partner for America's Finest Corporations 

Call800-51-GUEST I (800-514-8378) www.bestmark.com 
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C55 
Commercial Service Systems 

"The Customer Service 

Specialists'' 

Since 1947 

Nationwide Coverage 
• 

Complete Mystery Shopping Services 
(On-Site & Telephone) 

• 
Fully Licensed & Insured 

• 
Customized Reporting 

• 
Immediate Turnaround Of Reports 

• 
Strict Management Control Of 

Shoppers 
• 

Summary Reports On Store, District, 
Divisional & Corporate Levels 

• 
Integrity Shopping 

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

{800) 898-9021 
greg@usc90210.com 

72 

Better Marketing Associates, Inc. (SMA) 
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 
Nationally- Full service 
8, E, F, R, RT, S 

Beyond Hello Inc. 
P.O. Box 5240 
Madison, WI 53705 
Ph. 800-321-2588 
Fax 800-868-5203 
E-mail: gary@beyondhello.com 
www.beyondhello.com 
Gary Godding, President 
Internationally- Full service 
R, RT 

The Blackstone Group 
360 N. Michigan Ave. 
Chicago, IL 60601 
Ph. 312-419-0400 
Fax 312-419-8419 
E-mail: info@bgchicago.com 
Nationally- Full service 
F, H 

Bordner Research, Inc. 
2535 Landmark Dr., Ste. 109 
Clearwater, FL 33761 
Ph. 727-797-6552 
Locally - Data collection/Field service 
8, E, F, H, R, RT, S 

Brenda's Demo Service 
2800 Watkinstown Rd. 
Raleigh, NC 27616 
Ph. 919-266-4132 
Fax 919-266-8111 
Brenda Hankins, President 
Regionally- Full service 
R,S 

Business Evaluation Services 
2920 F St. , Ste. E16 
Bakersfield, CA 93301 
Ph. 661-631-1074 
Fax 661-631-1685 
E-mail: bes@mysteryshopperservices.com 
www.mystery shopperservices.com 
Charles Stiles, Presid~nt 
Nationally- Full service 
B, E, R, RT, S 

C R Market Surveys 
9510 S. Constance, Ste. C-6 
Universal City Professional Bldg. 
Chicago, IL 60617-4734 

~ Ph. 800-882-1983 or 773-933-0548 
' Fax 773-233-0484 

E-mail : CRMS1 @aol.com 
www.crmarket.com 
Regionally - Data collection/Field service 
8, E, R, RT,S 

Capstone Research, Inc. 
695 Rte. 46 W. 
Fairfield, NJ 07004 
Ph. 973-575-6161 
Fax 973-575-6980 
E-mail : harriet_gozali@capstoneresearch.com 
www.capstoneresearch.com 
Harriet Gozali , Vice President 
Internationally- Full service 
8, E, F, H, R, RT, S 

Capture, Inc. 
1944 Warwick Ave , Ste. 1 
Warwick, Rl 02889 
Ph. 401-732-3269 
Fax 401 -739-2401 
E-mail : resource@captureinc.com 
www.captureinc.com 
Stuart H. Marion, Managing Partner 
Regionally- Full service 
8, F 

Car-Lene Research, Inc. 
105 Revere Dr., Ste. C 
Northbrook, IL 60062 
Ph. 84 7-564-1454 
Fax 847-564-3113 
www.car-leneresearch.com 
Nationally- Data collection/Field service 
8, E, F, H, R, RT, S 

Certified Reports, Inc. 
7 Hudson St. 
P.O. Box 447 
Kinderhook, NY 12106 
Ph. 518-758-6400 
Fax 518-758-6225 
E-mail : frank@criny.com 
www.criny.com 
Frank Falkenhainer, Sr. Vice President 
Internationally- Full service 
8, E, F, R, RT, S 

Check Mark, Inc. 
4013 Bach-Buxton Rd. 
Batavia, OH 45103 
Ph. 513-753-8476 
Fax 513-943-2799 
E-mail : kregister@checkmarkinc.com 
www.checkmarkinc.com 
Karen Register 
Nationally- Full service 
E, F, R, RT, S 

Colorado Market Research Services 
Div. of Ruth Nelson Research 
2149 S. Grape St. 
Denver, CO 80222-5203 
Ph. 303-758-6424 
Fax 303-756-6467 
E-mail : rnncmrs@aol.com 
www.ruthnelsonresearchsvcs.com 
Ruth Nelson, President 
Regionally- Data collection/Field service 
8, E, F, H, R, RT, S 
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C55 
Commercial Service Systems, Inc. 
P.O. Box 3307 
Van Nuys, CA 91407 
Ph. 800-898-9021 
Fax 818-997-1049 
E-mail : greg@usc9021 O.com 
Gregory Doomanis, Vice President 
Nationally - Full service 
B, E, F, R, RT, S 

Commercial Service Systems, Inc. has been pro­
viding the best in mystery shopping services since 
1946. CSS, a leader in customized customer ser-

The Consumer Research Network, Inc. 
3624 Market St. 
Philadelphia, PA 19104 
Ph. 215-235-2400 or 800-291-0100 
Fax 215-235-6967 
E-mail: consumernet@compuserve.com 
www.consumerinput.com 
Nationally - Full service 
H, R, RT 

Contemporary Research Centre 
1250 Guy St. , Ste. 802 
Montreal, PO H3H 2T4 
Canada 
Ph. 800-932-7511 or514-932-7511 
Fax 514-932-3830 
E-mail : luc@crcdata.com 
www.crcdata.com 
Luc Gauthier, President 
Nationally - Data collection/Field service 
B, E, F, H, R, RT, S 

~ceand employee recogn~on programs, ~ab~ ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
to suit any client's needs. In addition to offering 
nationwide coverage, CSS is fully licensed and 
insured. 
(See advertisement on p. 72) 

Confero, Inc. 
The Service Resources Group 
120 Edinburgh Dr. 
Cary, NC 27511 
Ph. 919-469-5200 ext. 123 
Fax 919-380-7136 
E-mail : ebuxton@conferoinc.com 
www.conferoinc.com 
Elaine Buxton, President 
Nationally- Full service 
F, R, RT, S 

Internet reporting meets superior quality! 
Confero's mystery shopping programs feature 
customized design, timely implementation, and 
reliable, actionable data. Capabilities and experi­
ence include national coverage, 40,000+ shop­
pers, fast turnaround, 15 years experience and 
exceptional quality. Services are available for a 
variety of multi-unit retailers, restaurants, financial 
institutions, and automotive service centers. 
(See advertisement on p. 73) 

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

Consumer Opinion Council Research Center 
200 S. Hanley, Ste. 415 
St. Louis, MO 63105 
Ph. 314-863-3780 or 800-467-5959 
Fax 314-863-2880 
E-mail : ds@pragmatic-research.com 
www.pragmatic-research.com 
Douglas Sinnard, President 
Locally- Full service 
B, F, H, R, RT 

January 2000 www.quirks.com 

THE SERVICE RESOURCES GROUP 

• Guaranteed data integrity 
• National coverage 
• Reliable, actionable data 
• Fast turnaround 
• Full service custom programs 

from basic to sophisticated 
• Service management consulting 
• Real, objective customers 

On Site and Telephone Shops to Evaluate Customer Service, 
Salesmanship, Product-Brand Presentation, .Pricing, Competitors 

CONFERO, INC. 

For information or consultation, contact: 
ELAINE BUXTON, 

Executive Vice President 

(919) 469-5200 EXTENSION 123 
FAX (919) 380-7136 

ebuxton@conferoinc.com 
www.conferoinc.com 

Establislw11985. Charter Member: Mystery Shopping Providers Association 
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Codes 
B - Business/Industry 
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F - Financial Services 
H- Health Care 
R - Restaurant/Fast Food 
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S- Services 

We'll meet your most 
discerning client's 

specifications 
(and make you 

a star in their eyes!) 

Our unique 
W~ster~ Shopper 
S~stem ~elivers 
* Results you can trust 
* Fast turnaround 
* State·of·the·art data processln9 
* National/International covera9e 
* Competitive prlclnq 
* Diverse experience 
* Excellent references 

* ~Iotas, inc. 

Let us help you shine! 
(800) 462·8765 
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E·m all: dsq lnfo@dsqa l.com 
Es tdlish,d 1981 

CHARTER MEMBER 
Mystery Shopping 
Providers Association 
Dedicated to Improving Suviu 

The Corporate Research Group Ltd. 
3 Larkspur Dr. 
Nepean, ON K2H 6K8 
Canada 
Ph. 888-215-5147 
Fax 613-596-0287 
E-mail : research@thecrg.com 
www.thecrg.com 
Tracey Conners, Mgr. Mystery Shopping Div. 
Nationally - Full service 
B, E, R, RT, S 

Courtesy Counts, Inc. 
7825 Tuckerman Ln. 
Potomac, MD 20854 
Ph. 301-299-5400 or 800-233-7751 
Fax 301-299-7008 
E-mail: counts@intr.net 
Ellen Foreman, President 
Nationally - Full service 
B, E, F, H, R, RT, S 

Creative Product Marketing 
3120 S.W. 19th St. , Bay 148 
Pembroke Park, FL 33009 
Ph. 954-893-0093 
Fax 954-893-371 0 
E-mail : cpm@shadow.net 
Linda Mokol Davidson, President 
Regionally - Data collection/Field service 
B, E, H, R, RT, S 

Crimmins & Forman Market Research 
29955 Southfield Rd. 
Southfield, Ml 48076 
Ph. 248-569-7095 
Fax 248-569-8927 
E-mail : CrimForm@aol.com 
Lois Forman or Paula Crimmins, Partners 
Regionally - Full service 
B, E, F, R, RT, S 

Critique International 
7758 Wallace Rd. , Ste. 10 
Orlando, FL 32819 
Ph. 407-351-1227 
Fax 407-351 -5884 
E-mail : michael@critiqueinternational .com 
www.critiqueinternational .com 
Michael Somach, President 
Nationally - Full service 
E, F, H, R, RT, S 

Cross Financial Group 
6940 "0" St. , Ste. 310 
Lincoln, NE 68510 
Ph. 800-566-3491 
Fax 402-441 -3136 
E-mail : solutions@crossfinancial.com 
Nationally- Full service 
F 

, Cullen Research Group, Inc. 
5226 Arbutus Rd. 
Rockford, IL 61107 
Ph. 815-397-8041 
Fax 815-397-8051 
E-mail : cullenruth@aol.com 
Ruth Cullen 
Regionally - Full service 
R, RT 

Customer 1st 
P.O. Box 26140 
Greensboro, NC 27402 
Ph. 336-378-6350 
E-mail: cust1 st@aol.com 
www.customer-1 st. com 
Robyn Bomdurant, Field Coordinator 
Nationally - Full service 
E, F, H, R, RT, S 

Customer Connection , Inc. 
P.O. Box 891377 
Oklahoma City, OK 73189-1377 
Ph. 405-844-2753 
Fax 405-685-4391 
E-mail: khmskm@aol.com 
Ken McClain, President 
Regionally - Data collection/Field service 
E, H, R, RT, S 

Customer Perspectives 
213 W. River Rd. 
Hooksett, NH 03106-2628 
Ph. 603-64 7-1300 
Fax 603-647-0900 
E-mail : judi@customerperspectives.com 
www.customerperspectives.com 
Judith Ann Hess, Partner 
Nationally - Full service 
B, E, F, H, R, RT, S 

Customerize, Inc. 
9921 Carmel Mountain Rd ., Ste. 185 
San Diego, CA 92129 
Ph . 800-330-5948 or 858-538-8658 
Fax 858-538-2137 
E-mail : glscheid@cts.com 
Laura Scheid , President 
Nationally - Full service 
B, E, R, RT, S 

Customer's View, Inc. 
3557 Mt. Diablo Blvd ., Ste. 22 
Lafayette, CA 94549 
Ph. 925-962-0050 
Fax 925-962-0055 
E-mail : dan@customersview.com 
www.customersview.com 
Dan Crevin, CFO 
Nationally- Full service 
E, R, RT 

Cutting Edge Research, Inc. 
3649 La Grange Rd. 
Shelbyville, KY 40065 
Ph. 502-633-1785 
Fax 502-633-1653 
E-mail : research@mindspring.com 
Rebekah Ashcraft, Owner 
Nationally - Full service 
B, E, F, H, R, RT, S 

Decision Research 
4480 Vieja Dr. 
Santa Barbara, CA 93110 
Ph. 805-967-0689 
Fax 805-967-2389 
E-mail: decisnrsch@aol.com 
Ruth Abrams, Owner 
Regionally- Data collection/Field service 
B, E, F, H, R, RT, S 
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Decision Services Corp. of America 
100 Hollister Rd. 
Teterboro, NJ 07608 
Ph . 201-288-6834 or 800-444-1717 
Fax 201-288-6841 
E-mail: hseigelman@iccds.com 
www.iccds.com 
Howard Seigelman, Vice President 
Nationally - Full service 
R, RT, S 

Defensive Business Management 
P.O. Box 8536 
Reading, PA 19603 
Ph. 800-532-5012 or 610-376-5012 
E-mail : DBMCO@hotmail.com 
James Moore, Principal 
Nationally - Full service 
E, RT, S 

Delaware Research Co. 
2515 Alister Dr. 
Wilmington, DE 19808-3342 
Ph. 302-892-9575 
Fax 302-892-9709 
E-mail : DeSearch@nettaxi.com 
www.concentric. net/ -scraps 13/del. htm 
Locally - Data collection/Field service 
B, E, F, H, R, RT, S 

Cynthia Deutsch Interviewing 
11811 Ave. PGA, Bldg. 7 - 1 F 
Palm Beach Gardens, FL 33418 
Ph. 561-799-6070 
Fax 561-799-6070 
E-mail : cdithebest@yahoo.com 
Cynthia Deutsch, Owner 
Locally - Data collection/Field service 
E, F, H, R, RT, S 

OMS 
840 N. Larrabee St. , Ste. 4209 
Los Angeles, CA 90069 
Ph. 888-214-2853 or 310-659-8732 
Fax 31 0-65 7-064 7 
E-mail : DMSSOCAL@aol.com 
www.dmsresearch.com 
John Draper, Regional Director 
Nationally - Data collection/Field service 
B, E, F, H, R, RT, S 

DSG Associates, Inc. 
2110 E. First St. , Ste. 106 
Santa Ana, CA 92705 
Ph. 800-462-8765 
Fax 714-835-6506 
E-mail: donna@dsgai.com 
Glen Reed, New Business Manager 
Internationally- Full service 
E, F, R, RT, S 

The unique mystery shopping system pioneered by 
DSG Associates, Inc. ensures unsurpassed turn­
around time, daypart and weekpart comparability 
and guaranteed data integrity. An industry leader, 
DSG offers custom program design , field service 
management and data processing as well as analy­
sis and application consulting . Client services 
range from special projects to multi-year interna­
tional contracts. 
(See advertisement on p. 74) 

Elrick & Lavidge•s 
Mystery Shopping service enables you 

to Manage Customer Satisfaction. 
We go beyond measuring to give you insight into what customers want, need, 
and require. The result is that you can be proactive in store operations, better 

meet and exceed customer expectations, and improve employee productivity and 
morale by having us implement incentive programs to managers and employees. 

Your tailor-made program can include value-added services such as in- tore data 
gathering, a full range of qualitative and quantitative services, and high-level 

capabilities in marketing sciences. 

· Customized Programs · Onsite Data Collection 
· 30+ Years of Customer Satisfaction Experience 

· Strict Quality Control Standards 
· Over 40,000 Mystery Shoppers Throughout the U.S. 

· Objective, Real Customers 

an Aegi company 

Call us at 800.456. 1314 
or visit our website at www.elavidge.com for more information. 

Seeing Data in a Different Light, Providing Information to Move Markets 
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Codes 
B - Business/Industry 
E - Entertainment 
F - Financial Services 
H- Health Care 
R - Restaurant/Fast Food 
RT- Retail 
S- Services 

G.B. DuPree Associates 
299 High bridge St. 
Fayetteville, NY 13066 
Ph. 315-637-2321 
Fax 315-637-2122 
Kay DuPree, Owner/Manager 
Regionally - Data collection/Field service 
B, E, F, R, RT, S 

E&K Enterprises, Inc. 
P.O. Box 153773 
Irving, TX 75015 
Ph. 800-284-9407 
Fax 972-513-0138 
E-mail : ekelip@bigplanet.com 
Elsie Kroussakis, President 
Nationally- Full service 
E, R, RT, S 

Eagle Research - Atlanta 
One Dunwoody Park, Ste. 128 
Atlanta, GA 30338 
Ph. 770-395-6090 or 770-350-7704 
Fax 770-671-9708 
E-mail : jcy@eagleresearch .com 
www.eagleresearch.com 
Jonathan Yardley, Dir. of Qual. Rsch. 
Nationally- Full service 
B, E, F, H, R, RT, S 

Eagle Research - Denver 
14818 W. 6th Ave. , Ste. 6A 
Denver, CO 80401 
Ph. 303-980-1909 or 303-980-2262 
Fax 303-980-5980 or 980-2270 
E-mail: christinef@eagleresearch.com 
www.eagleresearch.com 
Christine Farber, Vice President 
Nationally - Full service 
B, E, F, H, R, RT, S 

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 Elliot Benson, President 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

76 

Elrick&Lavid~ 
MARK ETI NG RE EA RCH 

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 
Gary Harper, Vice President 
Internationally- Full service 
B, E, F, H, R, RT, S 

For 30+ years Elrick & Lavidge has built a solid rep­
utation as a leader in the mystery shopping indus­
try, providing clients with valuable data concern­
ing customer service, product knowledge, store 
appearance, competitive activity, pricing , and 
pomt-of-sale evaluations. E & L custom designs 
programs to meet your company's objectives and 
needs with a wide range of capabilities including: 
40,000 shoppers nationwide, an experienced staff, 
c~stom summary tabulations and exemplary ser­
VIce . 
(See advertisement on p. 75) 

Employee Evaluations 
1710 Manor Hill Dr. 
Findlay, OH 45840 
Ph. 419-422-3196 
Fax 419-422-3204 
E-mail : mmallett@mysteryshops.com 
www.mysteryshops.com 
Mike Mallett 
Internationally- Full service 
B, E, F, H, R, RT, S 

Essman/Research 
100 E. Grand Ave ., Ste. 340 
Des Moines, lA 50309-1800 
Ph. 515-282-7145 
Fax 515-282-4535 
E-mail: mail@eassoc.com 
www.eassoc.com 
Locally - Full service 
F, H, R, RT, S 

Feedback Plus, Inc. 
5580 Peterson Ln. , Ste. 120 
Dallas, TX 75240-5157 
Ph. 972-661-8989 
Fax 972-661-5414 
E-mail : reb.henry@gofeedback.com 
www.gofeedback.com 
Reb Henry, President 
Internationally- Full service 
B, E, F, H, R, RT, S 

Fenton Swanger Consumer Research , Inc. 
14140 Midway Rd ., Ste. 105 
Dallas, TX 75244 
Ph. 972-934-0707 
Fax 972-490-3919 
E-mail : fenton@airmail.net 
www.fentonswanger.com 
Locally - Data collection/Field service 
B, E, F, H, R, RT, S 

The Field Force, Inc. 
2324 S. Ph ilippe Ave. 
Gonzales, LA 70737 
Ph. 225-621-7634 ext. 640 
Fax 225-647-0601 
E-mail : FieldF@aol.com 
Stacy B. Stephens, General Manager 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

Field Response Company 
300 E. Jefferson St. 
P.O. Box 68 
Kosciusko, MS 39090 
Ph . 662-289-7054 
Fax 662-289-6832 
Linda Hunt, President 
Nationally - Full service 
B, R, RT 

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

Focus Groups of Cleveland Survey Center 
2 Summit Park Dr., Ste. 225 
Cleveland, OH 44131 
Ph. 216-901 -8075 or 800-950-9010 
Fax 216-901-8085 
E-mail : focusclv@en.com 
Locally - Data collection/Field service 
B, E, F, H, R, RT, S 

Focuscope, Inc. 
1100 Lake St. , Ste. 60 
Oak Park, I L 60301 
Ph. 708-386-5086 
Fax 708-386-1207 
E-mail : fscope@concentric.net 
Kevin Rooney, Sr. Project Director 
Locally- Data collection/Field service 
B, E, R, RT, S 

Fogerty Group, Inc. 
1333 Camino del Rio S. , #306 
San Diego, CA 92108 
Ph. 619-718-7500 
Fax 858-718-7515 
Joan Pietila, President 
Nationally- Data collection/Field service 
B, E, F, R, RT, S 

Frances Bauman Associates 
23 Girard St. 
Marlboro, NJ 07746 
Ph. 732-536-9712 
Fax 732-536-3256 
Frances Bauman, Owner 
Regionally - Data collection/Field service 
B, E, F, R, RT, S 
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Free Lance Services 
1754 Edgwater Dr. 
Charlotte, NC 28210 
Ph. 704-552-2484 
Fax 704-552-7312 
E-mail : eveh@mindspring.com 
Evelyn Harbin 
Regionally- Data collection/Field service 
B, E, F, H, R, RT, S 

Friedman Marketing Services 
500 Mamaroneck Ave. 
Harrison, NY 10528 
Ph . 914-698-9591 
Fax 914-698-2769 
E-mail : gvigeant@roper.com 
www.friedmanmktg.com 
Gary Vigeant, Client Services Manager 
Nationally - Data collection/Field service 
B, E, F, H, R, RT, S 

Galli Research Services 
3728 Bernard St. 
Chicago, I L 60618 
Ph . 773-4-SURVEY 
Fax 773-478-7899 
Paul Galli , President 
Nationally - Data collection/Field service 
B, E, F, H, R, RT, S 

Genesis Group, Inc. 
1300 114th Ave. S.E., Ste. 220 
Bellevue, WA 98004 
Ph . 800-258-6247 
Fax 888-818-1000 
E-mail : Bworthley@genesisgrp.com 
www.genesisgrp.com 
Brad Worthley, President 
Nationally - Full service 
B, E, F, R, RT, S 

Gilmore Research Group 
2324 Eastlake Ave. E. , Ste. 300 
Seattle, WA 98102-3306 
Ph. 206-726-5555 
Fax 206-726-5620 
www.gilmore-research.com 
Cheryl Nicholl , Vice President 
Regionally - Full service 
B, E, F, H, R, RT, S 

Graham & Associates, Inc. 
3000 Riverchase Galleria, Ste. 310 
Birmingham, AL 35244 
Ph. 205-443-5399 
Fax 205-443-5389 
E-mail : grahampga@aol.com 
Cindy Eanes, Vice President 
Regionally- Data collection/Field service 
B, E, F, H, R, RT, S 

Green & Associates 
P.O. Box 9869 
College Station, TX 77842 
Ph. 800-677-2260 
Fax 409-693-7904 
E-mail : mgreen@greenandassociates.com 
www.greenandassociates.com 
Mike Green, President 
Internationally - Full service 
R, RT, S 
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Gulf State Research Center 
Eagle Ridge Mall 
433 Ridge Dr., Ste. 211 
Lake Wales, FL 33853 
Ph. 800-357-8842 or 863-676-3676 
Fax 863-676-0471 
E-mail: Lvillar@gte.net 
Regionally- Data collection/Field service 
E, F, H, R, RT, S 

Gulf State Research Center 
Clearview Mall 
4426 Veterans Blvd. 
New Orleans, LA 70006 
Ph. 800-357-8842 or 504-454-1737 
Fax 504-454-2461 
E-mail : Lvillar@gte.net 
Regionally - Data collection/Field service 
E, F, H, R, RT, S 

Gulf State Research Center 
San Jacinto Mall 
1670 San Jacinto Dr. 
Houston, TX 77521 
Ph. 800-357-8842 or 281-421-7798 
Fax 281 -421 -1976 
E-mail : Lvillar@gte.net 
Regionally- Data collection/Field service 
E, F, H, R, RT, S 

Herron Associates, Inc. 
710 Executive Park Dr. 
Greenwood, IN 46143 
Ph. 317-882-3800 
Fax 317-882-4716 
E-mail : herron@iquest.net 
www.herron-research.com 
Sue Nielsen, Vice President 
Locally - Data collection/Field service 
B, E, F, H, R, RT, S 

Higbee & Associates, Inc. 
2603 Cypress Ave. 
Norman, OK 73072 
Ph. 800-485-0326 
Fax 405-366-7507 
E-mail : shigbee@telepath.com 
Sally Higbee, COO/Marketing Director 
Regionally - Full service 
R, RT, S 

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

Hispanic Focus Unlimited 
303 W. Park Ave. 
Pharr, TX 78577 
Ph. 956-797-4211 
Fax 956-797-4244 
E-mail: rubenc@hispanicfocusunltd.com 
www.hispanicfocusunltd.com 
Ruben Cuellar, President 
Reg ionally - Data collection/Field service 
B, E, F, R, RT, S 
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Horizon Research Services 
409 Vandiver Dr. , Bldg . 6, Ste. 102 
Columbia, MO 65202 
Ph . 573-87 4-1333 
Fax 573-87 4-6904 
E-mail: info@horizonresearch.com 
www.horizonresearch.com 
Holly R. Wygant, Client Relations/Sales Mgr. 
Regionally - Full service 
B, E •. F, H, R, RT, S 

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 
Internationally- Full service 
R, RT 

ICC Decision Services 
100 Hollister Rd . 
Teterboro, NJ 07608 
Ph. 201-288-6001 
Fax 201-288-6841 
E-mail: drich@iccds.com 
www.iccds.com 
David Rich, President 
Nationally - Full service 
B, E, F, H, R, RT, S 

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

InGold Research Services, Inc. 
17501 Janesville Rd. 
P.O. Box 413 
Muskego, WI 53150 
Ph. 262-679-2600 
Fax 262-679-1445 
E-mail : in-gold@execpc.com 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

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

lntroMarketing 
30161 Southfield Rd ., #315 
Southfield, Ml 48076 
Ph . 248-540-5000 
Fax 248-540-7070 
E-mail : jholborn@intromarketing.com 
www.intromarketing.com 
Joellyn Hilborn 
Locally- Data collection/Field service 
E, H, R, RT, S 
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Codes 
B - Business/Industry 
E - Entertainment 
F - Financial Services 
H- Health Care 
A - RestauranVFast Food 
AT- Retail 
S- Services 

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 
Regionally - Full service 
B, F, R, RT 

J.M. Ridgway Co ., Inc. 
1066 Saratoga Ave., Ste. 120 
San Jose, CA 95129-3401 
Ph. 408-615-6763 
E-mail: fkatjmr@att.net 
www.jmridgway.com 
Frank Kneisley, Head of Operations 
Nationally - Full service 
B, E, F, H, R, RT, S 

Jackson Associates, Inc. 
1140 Hammond Dr., Bldg. H 
Atlanta, GA 30328 
Ph. 770-394-8700 
Fax 770-394-8702 
E-mail : research@jacksonassociates.com 
www.jacksonassociates.com 
Margaret Hicks, President 
Locally- Data collection/Field service 
B, E, F, R, RT, S 

Jeanne Drew Surveys 
50051/2- 34th Ave. S. 
Minneapolis, MN 55417 
Ph. 612-729-2306 
Fax 612-729-7645 
Jeanne Drew, President 
Locally- Data collection/Field service 
E, R, RT 

Jordan Associates 
P.O. Box 1100 
Garden Grove, CA 92842 
Ph. 714-520-0900 
Robert L. Jordan, General Manager 
Regionally- Full service 
B, E, F, H, R, RT, S 

Kane Field Services, Inc. 
3560 Monteigne Dr. 
Pensacola, FL 32504 
Ph. 850-433-7316 
Fax 850-435-8863 
E-mail : kfs@aol.com 
Julie W. Kane, President 
Regionally- Data collection/Field service 
B, E, F, H, R, RT, S 
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Kane-Benson & Co., Inc. 
The Shopping Co. 
P.O. Box 532 
Olney, MD 20830-0532 
Ph. 301-924-2927 
Fax 301-924-0883 
E-mail : Kanebenson@aol.com 
Susan Beson, President 
Regionally- Data collection/Field service 
s 

Kelly La Coy and Associates 
5019 N. 86th Pl. 
Scottsdale, AZ 85250 
Ph. 602-941-5988 
Fax 602-945-0313 
E-mail: debihenry@aol.com 
Debbie LaCoy, Partner 
Nationally-
B, E, F, R, RT, S 

Keystone Marketing Research 
133 Creek Ln. 
Lewes, DE 19958-9241 
Ph. 302-945-5170 
Fax 302-945-1277 
E-mail : KMR@dol.net 
Janet Kell, Sr. Partner 
Regionally - Full service 
E, F, R, RT, S 

Kirk Research Services, Inc. 
3829 Atlantic Blvd. 
Jacksonville, FL 32207 
Ph . 904-858-3200 
Fax 904-858-3204 
E-mail: KirkResh@bellsouth.net 
Rebecca Kirk, Vice President 
Nationally - Data collection/Field service 
B, E, F, H, R, RT, S 

Kiyomura-lshimoto Associates 
130 Bush St. , 1Oth fl. 
San Francisco, CA 94104-3826 
Ph. 800-827-6909 or 415-984-5880 
Fax 415-984-5888 
E-mail : norm@kiassociates.com 
www. kiassociates.com 
Regionally- Full service 
B, E, F, H, R, RT, S 

Stanford Klapper Associates, Inc. 
P.O. Box 361529 
San Juan, PR 00936-1529 
Puerto Rico 
Ph . 787-753-9090 
Fax 787-754-6590 
E-mail: stanford .klapper@worldnet.att.net 
Barbara Bargman, President 
Internationally- Full service 
B, E, F, R, RT, S 

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

Rickie Kruh Research 
P.O. Box 7542 
Jupiter, FL 33468-7542 
Ph. 561-626-1220 
Fax 561-626-0577 
E-mail : RKRUH@aol.com 
www.rkrmg.com 
Rickie Kruh, President 
Nationally- Full service 
B, E, F, H, S 

The KTR Group, Inc. 
18 Elm St. 
Woburn, MA 01801 
Ph. 800-535-9775 or 781-932-9775 
Fax 781-935-6827 
E-mail: info@ktrcreative.com 
www.ktrcreative.com 
Todd Rapp, Director of Operations 
Nationally- Full service 
E, F, R, RT, S 

L.A. Research, Inc. 
9010 Reseda Blvd ., Ste. 109 
Northridge, CA 91324 
Ph. 818-993-5500 or 800-760-9040 
Fax 818-993-5664 
E-mail : lamusearch@aol.com 
Lorei Musselman, President 
Regionally- Data collection/Field service 
B, E, F, H, R, RT, S 

Las Vegas Surveys, Inc. 
3405 S. Cambridge St. 
Las Vegas, NV 89019 
Ph. 702-650-5500 or 800-797-9877 
Fax 702-650-0729 
E-mail : LVSurveys@aol.com 
Carlos Kelley, V.P./Research Director 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

Leibowitz/Roher Marketing, Inc. 
228 E. 45th St. 
New York, NY 10017 
Ph . 212-986-6668 
Fax 212-697-9528 
E-mail : lr_marketing@roherpr.com 
www.leibowitzroher.com 
Wendy Leibowitz, President 
Nationally- Full service 
B, F, RT 

Lein/Spiegelhoff, Inc. 
720 Thomas Ln . 
Brookfield , WI 53005 
Ph . 262-797-4320 
Fax 262-797-4325 
E-mail: ls@execpc.com 
www.execpc.com/-ls 
Charles A. Spiegel hoff, President 
Locally - Data collection/Field service 
B, E, F, H, R, RT, S 

Liberty Research Services, LLC 
2307 Fairway Rd . 
Huntingdon Valley, PA 19006 
Ph . 215-658-0900 
Fax 215-658-0901 
E-mail : info@targetphilly.com 
www.targetphilly.com 
Bill Ruckh, President 
Locally - Data collection/Field service 
B, E, F, H, R, RT, S 
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The Locksley Group, Ltd . 
1011 Swarthmore Ave ., #2 
Pacific Palisades, CA 90272 
Ph. 310-454-5105 
Fax 310-454-0215 
E-mail : LGLGROUP@aol.com 
Elaine Locksley, President 
Nationally- Full service 
E, F, H, R, RT, S 

Low Country Marketing, Inc. 
P.O. Box 8122 
Columbia, SC 29202 
Ph. 803-782-9399 
Fax 803-951-2765 
E-mail : LCMmtg1 @aol.com 
Debbie Smith , President 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

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

Maidman Field Services 
26201 N. 46th Place 
Phoenix, AZ 85050 
Ph. 480-473-0337 
Fax 480-473-0391 
www.maidman.com/mfs 
Bert Maid man, Director 
Regionally- Full service 
B, E, F, H, R, RT, S 

Margaret Ann 's Research 
425 E. Lake Dr. 
Marietta, GA 30062 
Ph. 770-579-5324 
Fax 770-579-1471 
E-mail: MASRESCH@aol.com 
Margaret Ann Rogers 
Locally - Data collection/Field service 
B, E, F, H, R, RT, S 

Maritz Marketing Research Inc. 
1355 N. Highway Dr. 
Fenton , MO 63099 
Ph. 636-827-2970 or 800-446-1690 
Fax 636-827-8605 
E-mail : mmri@maritz.com 
www.maritz.com/mmri 
AI Goldsmith 
Internationally- Full service 
B, E, F, H, R, RT, S 

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

improving bottom line results . There are over 
41 ,000 virtual customers in 500 cities nationwide. 
(See advertisement on the Front Cover) 

Market Analysis Ltd. 
190 Hymettus Street 
116 36 Athens 
Greece 
Ph. 30-1-756-4892-3 
Fax 30-1 -701 -9355 
E-mail : markanalysis@mail.kapatel.gr 
Nationally - Full service 
B, E, F, H, R, RT, S 

Market Dynamics Research Group, Inc. 
3112 Canal St. 
New Orleans, LA 70119 
Ph. 504-821-1910 
Fax 504-821-1908 
E-mail: mdrg@neosoft.com 
Sondra L. Brown, President 
Nationally - Full service 
F, H, R 

Market Image 
1572 Capital Circle N.W. 
Tallahassee, FL 32303 
Ph . 850-576-2600 
Fax 850-576-9889 
E-mail : gj@marketimage.com 
www.marketimage.com 
Gene Jones, CEO 
Internationally- Full service 
B, E, F, H, R, RT, S 

Market Image Tennessee 
450 W. Main St. , Ste. 107 
Gallatin, TN 37066 
Ph. 615-451-2288 
Fax 615-451-4265 
E-mail: mimagetn@bellsouth.net 
Regionally- Full service 
R, RT, S 

Market Monitor, Inc./Service Monitor 
P.O. Box 16757 
Stamford, CT 06905 
Ph. 800-944-8383 
E-mail : mktmoninc@aol.com 
Jerry Jankowitz, President 
Nationally - Full service 
B, E, F, H, R, RT, S 

Market Tasks, Inc. 
378 W. Glen Eagle Dr. 
Cleveland, OH 44143 
Ph. 216-442-7652 
Fax 216-461-6715 
E-mail : MarkeTSK@aol.com 
Mary or Nikki Klonaris 
Regionally - Data collection/Field service 
E, F, R, RT, S 

Market Trends Pacific, Inc. 
1001 Bishop St. , Ste. 505 
Honolulu, HI 96813 
Ph. 808-532-0733 
Fax 808-532-07 44 
E-mail: mtp@lava.net 
Wanda L. Kakugawa, President 
Nationally - Full service 
B, E, F, H, R, RT, S 
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Market Trends, Inc. 
(Corporate Headquarters) 
375 Corporate Dr. S. , Ste. 100 
Seattle, WA 98188 
Ph. 206-575-1222 
Fax 206-575-8779 
E-mail : infomanager@markettrends.com 
www.markettrends.com 
Internationally- Full service 
B, E, F, H, R, RT, S 

Market Viewpoint 
995 Fairview Rd ., Ste. 202 
Glenmoore, PA 19343-1813 
Ph. 610-942-7030 
Fax 610-942-7031 
E-mail: mktview@erols.com 
Angela V. Megasko, President 
Nationally - Full service 
B, E, F, H, R, RT, S 

Marketing Advantage Research Consultants, 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 
Marilyn Richards, President 
Regionally- Full service 
B, E, F, R, RT, S 

Marketing Horizons, Inc. 
1001 Craig Rd ., Ste. 100 
St. Louis, MO 63146 
Ph. 314-432-1957 or 800-669-0839 
Fax 314-432-7014 
E-mail : sfeeney@stlnet.com 
www.mhorizons.com 
Stephanie Feeney, Director of Field Svcs. 
Locally - Full service 
B, E, F, H, R, RT, S 

Marketing Network International 
270 Farmington Ave., #221 
Farmington, CT 06032 
Ph. 860-676-1586 
Fax 860-676-8514 
E-mail: Researchne@aol.com 
www.mni-research.com 
Karen Lavretti 
Internationally- Full service 
B, E, F, H, R, RT, S 

Marketing Solutions Corporation 
2 Ridgedale Ave ., Ste. 216 
Cedar Knolls , NJ 07927 
Ph. 201-540-9133 
Fax 201-540-9280 
E-mail : MarketingSolutions@ibm.net 
www.marketingsolutionscorp.com 
Michael Moskowitz, President 
Internationally- Full service 
F, H, RT, S 

Marketing Systems Unlimited Corp. 
1519 S. Gilbert St. 
Iowa City, lA 52240 
Ph . 319-338-3773 
Fax 319-338-0513 
E-mail : info@msultd.com 
www.msultd.com 
Gene Lytle, President 
Regionally- Data collection/Field service 
R, RT, S 
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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/President 
Locally - Full service 
B, F, H, R, RT, S 

Mars Surveys 
1700 N. University Dr., Ste. 205 
Coral Springs, FL 33071 
Ph. 954-755-2805 or 877-755-2805 
Fax 954-755-3061 
E-mail : info@marsresearch.com 
www.marsresearch.com 
Harriet Poster, Project Director 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

Mars Surveys of Texas 
3200 Wilcrest, Ste. 100 
Houston, TX 77042 
Ph. 713-266-6277 or 888-320-6277 
Fax 713-266-6276 
E-mail: info@marsresearch.com 
www.marsresearch .com 
Johnnie Horn, Project Director 
Regionally- Data collection/Field service 
B, E, F, R, RT, S 

Carol Max Marketing Services, Inc. 
P.O. Box 41127 
St. Louis, MO 63141 
Ph. 314-434-2157 
Fax 314-434-2890 
E-mail: carolcmax@earthlink.net 
Carol Max, President 
Regionally - Data collection/Field service 
B, E, F, R, RT, S 

Mazur/Zachow, Inc. 
1025 S. Moorland Rd ., Ste. 300 
Brookfield, WI 53005 
Ph. 262-938-9244 
Fax 262-938-9255 
E-mail : mazurzac@aol.com 
Diane Zachow, Vice President 
Locally- Data collection/Field service 
B, E, F, R, RT, S 

McGiadrey & Pullen, LLP 
400 Locust St. , Ste. 640 
Des Moines, lA 50309-2372 
Ph. 515-284-8660 
Fax 515-284-1545 
E-mail: loree_rakermiles@rsmi.com 
www.mcgladrey.com 
Nationally- Full service 
F 
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McMillion Research Service 
1012 Kanawha Blvd. E. 
Charleston, WV 25301-2809 
Ph. 304-343-9650 
Fax 304-343-6522 
E-mail : MCMILLRES@aol.com 
http://members.aol.com:/mcmillres/home/index.ht 
m. 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

Mellon Market Research 
1109 Oak Cluster Dr. 
Sevierville, TN 38762 
Ph. 423-428-8360 or 877-963-5566 
Fax 423-428-6042 
Vicki Phillips, Dir. Marketing Research 
Regionally- Full service 
B, E, F, H, R, RT, S 

Merchandising Specialists 
10610 Metric, #175 
Dallas, TX 75243 
Ph. 214-340-7310 
Fax 214-340-7789 
E-mail : lgorman@merchspec.com 
www. merchspec.com 
Leslie Gorman, President 
Regionally- Data collection/Field service 
B, E, F, R, RT, S 

Meyers Research Center 
58 W. 40th St. 
New York, NY 1 0018 
Ph. 212-391-0166 
Fax 212-768-0268 
E-mail: jfriedlaender@mrcisretail.com 
www.mrcisretail .com 
Jeff Friedlaender, Vice President 
Nationally - Full service 
B, E, F, R, RT, S 

.t:M1chelson 
~-;;ociates,Inc. 
Strateg ic M arketing 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 
Mark L. Michelson, PresidenVCEO 
Internationally - Full service 
E, F, R, RT, S 

Since 1984, Michelson & Associates, Inc. has pro­
vided mystery shopping services nationwide. With 
over 80 ,000 qualified mystery shoppers , 
Michelson & Associates has the capability and 
experience to handle a variety of shopping pro-

; jects. Extensive experience with retail , hospitality, 
automotive and property management. Our ser­
vices are guaranteed to your satisfaction. Charter 
member of the Mystery Shopping Providers 
Association (MSPA) . 
(See advertisement on p. 81) 

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

Midwest Survey & Research 
9802 Nicholas St. 
Omaha, NE 68114 
Ph. 402-392-0755 
Fax 402-392-1068 
E-mail: worick@mwsurvey.com 
Elaine Bosilevac, General Manager 
Reg ionally - Full service 
B, E, F, H, R, RT, S 

MRCFocus 
101 Convention Center Dr. , Ste. 1005 
Las Vegas, NV 89109 
Ph . 702-734-7511 
Fax 702-734-7598 
E-mail : lasvegas@mrcgroup.com 
www. mrcgroup.com 
Lisabeth Clawson 
Locally - Full service 
B, E, F, H, R, RT, S 

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 
Internationally - Full service 
B, E, F, H, R, RT, S 

Mystery Guest, Inc. 
2107 Park Ave. N. 
Winter Park, FL 32789 
Ph. 407-599-5251 
Fax 407-599-4286 
Kaylor Hildenbrand , Director 
Nationally - Full service 
E, F, H, R, RT, S 

Mystery Shoppers Inc. 
111 Elm St. , Ste. 100 
San Diego, CA 92101 
Ph . 800-553-7 468 ext. 1 08 
Fax 619-239-2525 
E-mail : amoll@mysteryshoppersinc.com 
www.mysteryshoppersinc.com 
Nationally - Full service 
B, E, H, R, RT, S 

Mystery Shoppers, Inc. 
P.O. Box 50578 
Knoxville , TN 37950-0578 
Ph . 800-424-0871 or 423-450-8841 
Fax 423-450-8839 
E-mail: mshoppers@aol.com 
www.mystery-shoppers.com 
Beverly or Tiffany Gleason, Owner 
Nationally - Full service 
B, E, F, H, R, RT, S 
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Mystery Shoppers, Inc. 
6300 Richmond , #208 
Houston, TX 77057 
Ph. 713-339-1204 
Fax 713-339-1802 
E-mail: MSINC@swbell.net 
Walter F. Rodee Ill , COO 
Nationally - Full service 
B, E, F, H, R, RT, S 

Mystery Shopping , Inc. 
11431 N. Port Washington Rd. 
Mequon, WI 53092 
Ph. 414-241-5262 
Steve Southwell , President 
Nationally - Full service 
B, E, F, H, R, RT, S 

Mystic Marketing 
9351 Enquiry Ct. 
Columbia, MD 21045 
Ph. 410-772-3277 
Fax 41 0-772-3277 
E-mail : vaughnp@columbia.aim-smart.com 
Pam Vaughn , Owner 
Locally - Data collection/Field service 
E, R, RT, S 

National Field & Focus, Inc. 
190 N. Main 
Natick, MA 01760 
Ph. 508-655-1926 
Fax 508-655-0096 
E-mail : nff@ma.ultranet.com 
www.nationalfieldandfocus.com 
Brenda Chartoff, President 
Nationally - Data collection/Field service 
B, E, F, R, RT, S 

National Shopping Service 
151 N. Sunrise Blvd ., #1 010 
Roseville, CA 95661 
Ph. 916-781 -6776 
Fax 916-781-6621 
E-mail : nssuser1 @aol.com 
www.nssmysteryshoppers.com 
Susan K. Meyer, V.P. of Operations 
Nationally - Full service 
B, E, F, R, RT, S 

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 
Internationally - Full service 
B, E, F, R, RT, S 

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

• Focus Groups 

• Phone Surveys 

• M ailed Surveys 

• On-Site Surveys 

• Internet Research 

• Mystery Shopping 

• Secondary Research 

• Demographic M apping 

Serving clients nationwide since 1984 
Member: QRCA, MRA, AMA 

·chelson 
Associates, Inc. 

Strategic Marketing Research 

January 2000 www.quirks.com 

New England Interviewing, Inc. 
5 Coliseum Ave. 
Nashua, NH 03063 
Ph. 603-889-8222 
Fax 603-883-1119 
E-mail : NewEnglandlnt.@c.s.com 
Joan Greene, President 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

New Orleans Field Services 
257 Bonnabel Blvd. 
Metairie, LA 70005-3738 
Ph . 504-833-0641 
Fax 504-834-2005 
E-mail : AGer80@worldnet.att.net 
Peggy Gereighty 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

New South Research 
3000 Riverchase, Ste. 405 
Birmingham, AL 35244 
Ph. 205-443-5350 or 800-289-7335 
Fax 205-443-5340 
E-mail: NSRJJ@aol.com 
Peggy Vicil 
Regionally - Full service 
B, E, F, H, R, RT, S 

For consultation on your research needs, 
Ca ll Mark Michelson, President/CEO 

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

E-Mai I: focus@onramp.net 

1900 The Exchange, Suite 360 
Atl anta, Georgia 30339 

For more info, visit our website 
www.michelson.com/research 
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NOP Mystery Shopping 
King Charles House, Park End Street 
Oxford OX11JD 
United Kingdom 
Ph. 44-1865-262800 
Fax 44-1865-262888 
E-mail : c.white@nop.co.uk 
www.nop.co.uk/nop/mysteryshopping.htm 
Chris White, Managing Director 
Internationally- Full service 
B, E, F, H, R, RT, S 

The NPD Group, Inc. 
HTI Custom Research 
900 W. Shore Rd. 
Port Washington, NY 11050-0402 
Ph. 516-625-0700 
Fax 516-625-2222 
E-mail : info@npd.com 
www.npd.com 
Nationally - Full service 
B, E, F, H, R, RT, S 

Oklahoma City Research 
Div. of Ruth Nelson Research 
Quail Springs Mall 
2501 W. Memorial Dr. 
Oklahoma City, OK 73134-8003 
Ph. 405-752-4710 
Fax 405-752-2344 
E-mail : ocrs@worldnet.att.net 
www.ruthnelsonresearchsvcs.com 
Bohn Macrory, Manager 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

OMR (Oichak Market Research) 
7255-A Hanover Pkwy. 
Greenbelt, MD 20770 
Ph. 301 -441-4660 
Fax 301 -474-4307 
E-mail : omr@OMRdc.com 
www.OMRdc.com 
Jill L. Siegel , President 
Locally - Data collection/Field service 
E, F, H, R, RT, S 

Opinions of Sacramento 
2025 Hurley Way, Ste. 110 
Sacramento, CA 95825 
Ph. 916-568-1226 
Fax 916-568-6725 
E-mail : opinionsos@aol.com 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

Opinions, Ltd . 
126 May Ct. , #200 
Chagrin Falls, OH 44022 
Ph. 440-893-0300 
Fax 440-893-9333 
E-mail: mark@whereopinionscount.com 
www. whereopinionscount.com 
Regionally - Data collection/Field service 
E, R, RT, S 

OpSec Intelligence 
504 Orange St. , Ste. 1 
Wilmington , NC 28401 
Ph. 910-251-7987 
Fax 91 0-763-3860 
E-mail : opsec@orotech.net 
Steve Kurr, Partner 
Nationally - Full service 
E, R, RT, S 

Myst~ry Shopping 
For Financial Services 

• Nationwide Coverage 

• Experienced Shoppers 

• Fu ll Service or Fieldwork 

• Very Competitive Rates 

The Perforntance Group, Inc. 

Call 1-800-264-0814 for more information 

Oy Palvelu Plus - Service Plus Ltd 
Temppelikatu 6 B 
00100 Helsinki 
Finland 
Ph. 358-9-3487-2100 
Fax 358-9-3487-2101 
E-mail : jukka.rastas@serviceplus.fi 
www.serviceplus.fi 
Internationally- Full service 
B, E, F, H, R, RT, S 

P V R, Inc. 
11445 Johns Creek Pkwy. 
Atlanta, GA 30097 
Ph . 770-232-0322 
Fax 770-232-0344 
E-mail : jhannula@gba.com 
www.gba.com 
Jeri S. Hannula, Vice President 
Regionally- Data collection/Field service 
B, E, F, R, RT, S 

Pacific Research Group 
2900 Bristol St. , Ste. B202 
Costa Mesa, CA 92626 
Ph. 800-755-8055 
Fax 714-966-1945 
Anthony Chery, President 
Regionally - Full service 
RT, S 

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 
Bill Rinder, Dir. Of Retail Ops. 
Nationally - Full service 
E, F, R, RT, S 

Peak Performance Mystery Shopping 
P.O. Box 177767 
Irving, TX 75017 
Ph. 972-254-0181 
E-mail : gmaw1 0191 @aol.com 
Regionally- Full service 
F, R, RT, S 

People Plus 
6041 Mt. Moriah 
Memphis, TN 38115 
Ph. 901-362-0509 
Fax 901-362-0896 
E-mail: Ppluslem@aol.com 
Cecil Corzine, Director of Operations 
Regionally - Data collection/Field service 
B, E, F, H, RT, S 

Perceptive Market Research, Inc. 
2306 S.W. 13th St. , Ste. 807 
Gainesville, FL 32608 
Ph. 800-749-6760 or 352-336-6760 
Fax 352-336-6763 
E-mail : surveys@pmrresearch .com 
www.pmrresearch .com 
Dr. Elaine M. Lyons-Lepke, President 
Nationally- Full service 
B, E, F, H, R, RT, S 
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Performance Plus 
111 Speen St. , Ste. 105 
Framingham, MA 01701 
Ph. 508-872-1287 
Fax 508-879-71 08 
Shirley Shames, President 
Locally - Data collection/Field service 
B, E, F, H, R, RT, S 

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 
Nationally- Full service 
B, F 

National coverage with 1 ,000+ shopping supervi­
sors. We offer custom designed studies at very 
competitive rates, high quality and fast turnaround. 
In-depth analysis ranks orders the sales and ser­
vice factors which discriminate top performing 
employees from low performing employees. Call 
for full service program or data collection/field 
work. 
(See advertisement on p. 82) 

Pinkerton Field Research Services 
400 Chastain Ctr. Pkwy. , Ste. 410 
Kennesaw, GA 30144 
Ph. 800-540-6077 or 770-919-0260 
Fax 770-919-1359 
E-mail : donna@pktnshop.com 
www.pinkertons.com 
Greg Cole, Sales Manager 
Internationally- Full service 
B, E, F, R, RT, S 

PMR-Personal Marketing Research , Inc. 
322 Brady St. 
Davenport, lA 52801 
Ph . 319-322-1960 
Fax 319-322-1370 
E-mail: info@pmrdata.com 
www.pmrdata.com 
Patricia E. Duffy, President 
Regionally - Data collection/Field service 
B, E, F, R, RT, S 

P RECISION R ESEARCH 

Precision Research , Inc. 
O'Hare Corporate Towers 
10600 W. Higgins Rd ., Ste. 100 
Rosemont, I L 60018 
Ph. 847-390-8666 
Fax 847-390-8885 
E-mail: saa@preres.com 
www.preres.com 
Scott Adelman, President 
Locally - Data collection/Field service 
B, F, R, RT 

Because we host over 500 focus groups per year 
and recruit for dozens of taste tests and audience 

studies, some clients don't realize that we handle 
hundreds of mystery shop locations each year. 
We are experienced at shopping financial institu­
tions, auto dealers, restaurants , and retail stores. 
We operate throughout Chicagoland . 
(See advertisements on pp. 52, 83) 

Premack & Associates of Pinellas County, Inc. 
8130 66th St. N., Ste. 10 
Pinellas Park, FL 33781 
Ph. 727-544-3191 
Fax 727-544-2777 
Audrey Premack 
Regionally - Full service 
B, F, H, R, RT, S 

Professional Research Group 
154 Salem Ave. 
P.O. Box 2344 
Port Charlotte, FL 33949-2344 
Ph. 941-380-9100 
Fax 941-62 4-4822 
Peter M. Golding , President 
Regionally- Data collection/Field service 
B, E, F, H, R, RT, S 

Project Essentials, Inc. 
(Formerly Strategic Marketing Solutions) 
P.O. Box 25938 
Colorado Springs, CO 80936 
Ph. 719-594-6428 
Fax 719-262-0383 
E-mail : lizahaight@aol.com 
Locally- Data collection/Field service 
B, E, F, H, R, RT, S 

Prove of Orlando, Inc. 
P.O. Box 521007 
Longwood , FL 32752-1 077 
Ph. 407-834-4001 
Fax 407-834-2328 
E-mail : sales@proveoforlando.com 
www. p roveofo rlando .com 
Bill Green, President 
Nationally - Full service 
B, E,.R, RT 

PWI Research 
5100 Poplar Ave., Ste. 3125 
Memphis, TN 38137 
Ph. 901-682-2444 
Fax 901-682-2471 
E-mail : pwipat@aol.com 
www. pwiresearch .com 
Pat M. LaPointe, President 
Locally - Data collection/Field service 
E, F, R, RT, S 

OMS 
100 Saratoga Village Blvd., Ste. 37E 
Malta, NY 12020 
Ph. 518-899-6479 
Fax 518-899-6862 
E-mail : qms4mkt@aol.com 
Bill Ahern , Principal 
Regionally- Data collection/Field service 
B, E, F, H, R, RT, S 

Quality Assessments Mystery Shoppers, Inc. 
P.O. Box 340789 
Austin, TX 78734 
Ph. 800-580-2500 
Fax 512-263-3338 
E-mail: jconnor@Qamysteryshoppers.com 
www.Oamysteryshoppers.com 
John Connor, President 
Nationally - Full service 
B, E, F, R, RT, S 

WE TAKE MYSTERY SHOPPINfJ SERIOUSLY 
When it comes to shopping, we're 
your sleuths. We cover Chicago's 
vast area with a trained staff, ready 
to go. Our shoppers are experi­
enced in finance/banking, automo­
tive, apparel, restaurants and more. 

!Ormerlv 'Precision field Services 

MEETING YOUR NEEDS, EXCEEDING Y OUR E XPECTATIONS 

Call us for a complete brochure: 847•390•8666 or 
Visit our Web Site: U'U'U'.preres.com 
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Quality Check 
P.O. Box 183 
Fayetteville, PA 17222 
Ph. 800-435-9766 
Fax 717-352-2339 
E-mail : info@undercovershoppers.com 
www.undercovershoppers.com 
Heather McCrossen, Director of Operations 
Nationally - Full service 
B, E, F, H, R, RT, S 

QualityWorks Associates 
282 Moody St. , Ste. 206 
Waltham, MA 02453-5201 
Ph . 781-398-1678 
Fax 781-398-1679 
E-mail : qualityworks@att.net 
www.qualityworks.com 
Charles Atkinson, Managing Director 
Nationally - Full service 
B, E, F, R, RT 

Quest Marketing Group 
400 Clifton Corp. Pkwy., Ste. 472 
Clifton Park, NY 12065 
Ph. 518-373-1990 
Fax 518-373-4824 
Glen Lasher, President 
Regionally- Full service 
B, E, F, H, R, RT, S 

<:It 
THE Q U EST F OR B EST 

The Quest for Best Mystery Shoppers 
P.O. Box 280933 
Memphis, TN 38134 
Ph. 800-263-5202 
Fax 901-377-1349 
E-mail : crquest@questforbest.com 
www.questforbest.com 
Chuck Roam 
Nationally- Full service 
B, E, F, R, RT, S 

We are a full-service national market research firm 

www.questforbest.conz 

with a client list that includes many of the leaders 
in the hospitality and c-store industries. Founded 
in 1990, we are based in Memphis, TN. Our com­
pany's leadership has over 20 years in restaurant 
operations and pride themselves in "hands-on," "in 
the field" training and follow-up of our data gath­
ering contractors. 
(See advertisement on p. 84) 

The Question Shop, Inc. 
2860 N. Santiago Blvd., Ste. 100 
Orange, CA 92667 
Ph. 714-97 4-8020 or 800-411-7550 
Fax 714-97 4-6968 
E-mail : info@thequestionshop.com 
www.thequestionshop.com 
Ryan Reasor, President 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

Questions & Marketing Research Svcs ., Inc. 
19211 Henry Dr. 
Mokena, IL 60448 
Ph. 708-479-3200 
Fax 708-479-4038 
E-mail: supervisor@qandm.com 
www.qandm.com 
Marge Weber Tripton , President 
Locally - Data collection/Field service 
E, F, R, RT, S 

Quick Test 
National Qualitative Network 
1061 E. Indiantown Rd ., Ste. 300 
Jupiter, FL 33477 
Ph. 561-748-0931 or 800-523-1288 
Fax 561-7 48-3601 
E-mail: info@quicktest.com 
www.quicktest.com 
Thomas J. Zoretich, President 
Nationally - Data collection/Field service 
B, E, F, R, RT, S 

R.I.S. Christie- The Data Collection Co. 
14 Verral Ave. 
Toronto, ON M4M 2R2 
Canada 
Ph . 416-778-8890 
Fax 416-778-8898 
E-mail : ris@inforamp.net 
www.rischrisie.com 
Olga Friedlander, President 
Nationally - Data collection/Field service 
B, E, F, R, RT, S 

Reality Check Mystery Shoppers 
2641 W. Plymouth St. 
Seattle, WA 98199 
Ph. 206-282-4469 
Fax 206-284-6860 
E-mail : realck@aol.com 
www.rcmysteryshopper.com 
Regionally - Full service 
E, R, RT, S 

Research Strategies, Inc. 
P. 0. Box 190666 
Mobile, AL 36619-0666 
Ph . 334-660-2910 or 504-522-2115 
Fax 334-660-2918 
E-mail : rsincorp@bellsouth.net 
Nationally - Full service 
B, H, R, RT, S 

Research, Inc. 
3050 Royal Blvd ., S., Ste. 115 
Alpharetta, GA 30022 
Ph . 770-619-9837 
Fax 770-619-987 4 
E-mail : riatlanta@mindspring.com 
Debbie McNamara, President 
Nationally - Full service 
B, E, F, H, R, RT, S 

Retail Diagnostics , Inc. 
30 Kinderkamack Rd. 
Oradell , NJ 07649 
Ph . 201 -634-0305 
Fax 201-634-0319 
E-mail : rdioradell@worldnet.att.net 
Chris Reilly 
Nationally - Full service 
B, E, F, H, R, RT, S 

Your eyes and ears in the field 

Quality Mystery Shopping solutions nationwide and Canada 

/X/Retail /X/Restaurant !XJQSR /X/Hotel/Resort 

The Quest for Best Mystery Shoppers e Mystery Shopping 
Providel'$ Association 
D~ Ill l"'f'"'Vinf Xrvicl 

Tel: 800.263.5202 E-mail: crquest@questforbest.com 
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Rocky Mountain Merchandising and Research 
1742 E. Holladay Blvd . 
Salt Lake City, UT 84124 
Ph. 801-27 4-0220 
Fax 801 -27 4-8066 
E-mail : judy@rmmclassic.com 
www.rmmclassic.com 
Judy Bell , CEO 
Regionally - Full service 
B, E, F, H, R, RT, S 

Rothermel Research , Inc. 
107 Elm Tree Ln. 
Elmhurst, IL 60126-3616 
Ph. 630-834-8330 
Fax 630-834-3182 
E-mail: krothermel@sprynet.com 
Karen Rothermel , Pres. 
Locally- Data collection/Field service 
B, E, F, R, RT, S 

San Diego Surveys, Inc. 
4616 Mission Gorge Pl. 
San Diego, CA 92120 
Ph. 619-265-2361 or 800-895-1225 
Fax 619-582-1562 
E-mail: SDSURVEYS@aol.com 
Jean Van Arsdale, President 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

IC H l E S ING I I 
I SSOIIII!S 

Schlesinger Associates, Inc. 
Executive Plaza, Ste. 400 
10 Parsonage Rd . 
Edison, NJ 08837 
Ph. 732-906-1122 
Fax 732-906-8792 
E-mail : info@schlesingerassociates.com 
www.schlesingerassociates.com 
Steven Schlesinger, President 
Nationally - Data collection/Field service 
B, E, F, H, R, RT, S 

Schlesinger Associates has been conducting mys­
tery shopping for over 20 years. We have con­
ducted mystery shops in banks, restaurants, retail 
establishments, automobile dealerships, etc. We 
have over 300 mystery shoppers available across 
the country. 
(See advertisement on p. 85) 

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

Second To None, Inc. 
11 0 N. State St. 
Ann Arbor, Ml 48104 
Ph. 734-668-8148 ext. 101 
Fax 734-741-8148 

\t(' 

E-mail: jeffh@second-to-none.com 
www.second-to-none.com 
Jeff Hall , President 
Internationally- Full service 
B, E, R, RT, S 

North America's premier provider of customer sat­
isfaction measurement and management pro­
grams. Services include mystery shopping , com­
petitive benchmarking studies, employee opinion 
surveys, on-line surveys, data analysis and multi­
level organizational reporting. Second To None's 
experience and resources allow you to enhance 
your organization 's performance and turn ordi­
nary potential into extraordinary success. 
(See advertisement on the Inside Front Cover) 

Secret ShopNET 
501 - 1202 Centre St. S. 
Calgary, AB T2G 5A5 
Canada 
Ph. 403-261-5000 
Fax 403-261-4999 
E-mail : salesdept@secretshopnet.com 
www.secretshopnet.com 
Internationally- Full service 
B, E, F, H, R, RT, S 

The Secret Service Mystery Shopping 
P.O. Box 2300 
Lakeland , FL 33806 
Ph. 863-616-9955 or 877 -SHOPYOU 
Nationally- Full service 
B, E, F, H, R, RT, S 

Seek Research 
2641 Drayton Dr. 
Wilmington, DE 19808 
Ph. 302-998-3088 
Fax 302-998-3099 
Virginia Pellegrini , Owner 
Locally - Data collection/Field service 
B, E, F, H, R, RT, S 

86 

Sensors Quality Management, Inc. 
220 Duncan Mill Rd. , Ste. 212 
Toronto, ON M5N 1 Z1 
Canada 
Ph. 416-444-4491 
Fax 416-444-2422 
E-mail : sqm@sqm.ca 
www.sqm.ca 
David Lipton, President 
Internationally - Full service 
B, E, F, H, R, RT, S 

Serunian Investigations & Mystery Shopping 
135 Marginal Hwy., #114 
Portland, ME 04104 
Ph. 207-773-2660 
Fax 207-773-4369 
Karen Serunian-lovine, President 
Locally - Full service 
B, E, F, H, R, RT, S 

Service Alliance, Inc. 
14826 E. Caspian Pl. 
Aurora, CO 80014 
Ph. 303-696-2147 
Fax 303-7 45-5462 
E-mail : judih@earthlink.net 
Judi Hartleben, President 
Nationally- Full service 
B, E, H, R, RT, S 

Service Critique 
2302 Shady Crest Cir. 
San Antonio, TX 78231 
Ph. 210-492-9034 
Fax 210-492-6321 
Nationally- Full service 
E, F, R, RT, S 

Service Dimensions International 
1155 N. Service Rd. , Ste. 9 
Oakville, ON L6H 1 J9 
Canada 
Ph. 905-827-9080 
Fax 905-827-0418 
E-mail : nicholass@servicedimensions.com 
Nicholas Samson, President 
Internationally - Full service 
B, E, F, H, R, RT, S 

Service Evaluation Concepts, Inc. (SEC) 
55 E. Ames Court 
Plainview, NY 11803 
Ph. 516-576-1188 
Fax 516-576-1195 
E-mail : secl@worldnet.att.net 
www.serviceevaluation.com 
Lisa Carsley 
Nationally- Full service 
B, E, F, H, R, RT, S 

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 
Nationally- Full service 
B, F, R, RT, S 

Service Excellence Group, Inc. 
550 Red Lion Rd. 
Kennett Square, PA 19348 
Ph. 610-793-4227 
Fax 610-793-4223 
E-mail: servexcel@aol.com 
Lisa D'Andrea, President 
Nationally - Full service 
R, RT 

Service Excellence Group, Inc. 
11874 Sunrise Valley Dr. , #201 
Reston , VA 22091 
Ph. 703-379-9877 or 888-372-3858 
Fax 703-935-427 4 
E-mail : svcexcell@aol.com 
www.mysteryshopsplus.com 
Marya Breznay, President 
Nationally - Full service 
E, F, R, RT, S 

Service Intelligence 
2500 Northwinds Pkwy., Ste. 450 
Alpharetta, GA 30004 
Ph . 770-667-6303 
Fax 770-667-3069 
E-mail: simail@serviceintelligence.com 
www.serviceintelligence.com 
Nationally - Full service 
B, E, F, H, R, RT, S 

Service Performance Group 
214 Crystal St. , Ste. D 
Cary, I L 60013 
Ph . 847-516-8424 
Fax 847-516-9315 
E-mail : SPGHQTRS@aol.com 
www.serviceperformancegrp.com 
Jerry Gulyes, Pri ncipal 
Nationally - Full service 
B, F, R, RT, S 

Service Research Corp. 
6201 S. 58th, Ste. A 
Lincoln , NE 68516 
Ph . 402-434-5000 
Fax 402-434-5006 
E-mail : skiburz@serviceresearch.com 
www.serviceresearch.com 
Sara Kiburz, Client Service Manager 
Nationally - Full service 
B, E, F, H, R, RT, S 

Service Probe 
P.O. Box 80275 
Chattanooga, TN 37 414 
Ph. 706-937-7545 
Fax 706-937-5527 
E-mail : serprobe@aol.com 
www.pwgroup.com/sprobe/ 
Jay Susman, Owner 
Nationally - Full service 
R 

ServiceTRAC, Inc. 
1525 N. Granite Reef Rd ., Ste. 11 
Scottsdale, AZ 85257 
Ph . 800-951-6606 
Fax 602-941 -5246 
E-mail : sales@servicetrac.com 
www. servicetrac. com 
William Nowell , President 
Nationally - Full service 
B, F, H, R, RT, S 
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SG Marketing Group 
P.O. Box 773 
Arnold , CA 95223 
Ph . 209-795-0830 
Fax 209-795-5829 
E-mail: sgm@sgmarketing .com 
www.sgmarketing .com 
Robert Seiler, Managing Director 
Nationally - Full service 
F, R, RT 

The Shadow Agency, Inc. 
P. 0. Box 54344 
Hurst, TX 76054 
Ph. 817-268-3338 
Fax 817-282-0307 
E-mail : shadowag@flash .net 
www.theshadowagency.com 
Charles Tinsley, President 
Internationally- Full service 
B, E, F, H, R, RT, S 

The Shadow Shopper of Georgia, Inc. 
3698 Bethelview Rd ., Ste. 203 
Cumming , GA 30040 
Ph. 770-889-2829 
Fax 770-887-1949 
E-mail : theshadowshpper@ibx.net 
Tami Nolting, Vice President 
Nationally - Full service 
B, E, RT 

Shop'n Chek, Inc. 
76 Perimeter Center E., N.E. 
Atlanta, GA 30346-1801 
Ph. 770-393-1 072 or 800-669-9939 
Fax 770-668-0816 
E-mail : sales@shopnchek.com 
www.shopnchek.com 
Tony Britt, V. P. Sales 
Internationally- Full service 
B, E, F, H, R, RT, S 

Shoppers International , Inc. 
407 Wekiva Springs Rd ., Ste. 213 
Longwood, FL 32779 
Ph . 407-682-9400 
Fax 407-323-5217 
E-mail: mba@iag.net 
www.shoppersinternational .com 
Marilyn Whelan , President 
Internationally - Full service 
B, E, F, H, R, RT, S 

Shoppers' View 
4976 Pleinfield Ave. N.E. 
Plainfield, Ml 49525 
Ph. 800-264-5677 
Fax 616-447-1236 
E-mail: steve@shoppersview.com 
www.shoppersview.com 
Steve Leach 
Nationally- Full service 
B, E, F, R, RT, S 
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SHOPPERS, Inc. 
119 S. First 
Broken Arrow, OK 7 4012 
Ph. 800-259-8551 
Fax 918-251-0606 
E-mail: kathy@shprsinc.com 
www.shprsinc.com 
Kathy Shook, President 
Internationally- Full service 
B, E, F, H, R, RT, S 

Sights On Service, Inc. 
DBA Secret Shopper 
3405 Kilmer Ln. N. 
Minneapolis, MN 55441 
Ph. 612-525-1460 
Fax 800-595-0023 
E-mail : LauraP@secretshop.com 
www.secretshop.com 
Laura A. Portinga, General Manager 
Nationally - Full service 
B, E, F, H, R, RT, S 

Sinclair Service Assessments, Inc. 
10715 Gulfdale, Ste. 140 
San Antonio , TX 78216-3633 
Ph. 210-979-6000 or 800-880-3111 
Fax 210-979-6677 
E-mail: info@sinclair.org 
www.sinclair.org 
Robert Sinclair Jr., President 
Nationally- Full service 
.B. E, F, R, RT 

SMI 
15375 Barranca Pkwy., Bldg. A 
Irvine, CA 92618 
Ph. 949-727-7411 
Fax 949-727-0516 
E-mail: SteveS@supermarketing.com 
Steven Stocks, President 
Nationally - Full service 
E, R, RT, S 

Smith mark Corporation 
200 S. Meridian, Ste. 260 
Indianapolis, IN 46225 
Ph. 317-822-0778 
Fax 317-822-0970 
E-mail : smcorpmail@aol.com 
www.smithmark.com 
Karen D. Smith , President 
Regionally - Full service 
B, E, F, R, RT, S 

Solutions For Sales 
8711 Reading Rd. 
Cincinnati , OH 45215 
Ph. 513-948-8222 
Fax 513-948-0404 
E-mail: shoppers99@aol.com 
Gail George, Partner 
Regionally- Full service 
s 
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Codes 
B - Business/Industry 
E - Entertainment 
F- Financial Services 
H- Health Care 
R - Restaurant/Fast Food 
RT- Retail 
S- Services 

Sonoma Research, Inc. 
P.O. Box 4877 
Santa Fe, NM 87502 
Ph. 505-992-0474 
Fax 505-992-0462 
E-mail : zephyrp@earthlink.net 
Sally Neilson, Dir. Client Svcs. 
Regionally- Data collection/Field service 
E, F, R, RT, S 

SPAR/Burgoyne Retail Services, Inc. 
Ehrhart-Babic/NRTI (Nat'l. Retail Tracking Index) Div. 
141ndustrial Ave. 
Mahwah, NJ 07430 
Ph. 201-934-0600 
Fax 201-934-3935 
E-mail: tbacon@sparinc.com 
www.sparinc.com/ 
Tracy Bacon, Vice President 
Nationally - Full service 
E, F, R, RT 

Stewart International Associates 
838 Cherry St. 
P.O. Box 222 
Winnetka, IL 60093-0222 
Ph. 847-501-3647 or 414-964-8876 
William W. Redemann, President 
Nationally- Full service 
B, F, R, S 

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 
Locally - Full service 
B, E, R, RT, S 

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 
Nationally - Full service 
B, E, F, H, R, RT, S 

Suburban Associates 
579 Franklin Tpke. 
Ridgewood , NJ 07450 
Ph. 201-447-5100 
Fax 201-44 7-9536 
E-mail : info@subassoc.com 
www.subassoc.com 
Regionally- Data collection/Field service 
E, F, H, R, RT, S 
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Survey Service, Inc. 
1911 Sheridan Dr. 
Buffalo, NY 14223 
Ph. 716-876-6450 
Fax 716-876-0430 
E-mail: sservice@surveyservice.com 
www.surveyservice.com 
Susan R. Adelman, President 
Nationally- Full service 
B, E, F, H, R, RT, S 

Surveys Unlimited, Inc. 
232 Vincent Dr. 
East Meadow, NY 11554 
Ph. 516-794-5650 
Fax 516-794-3841 
E-mail: NYSURVEYS@aol.com 
http://members.aol.com/nysurveys 
Gladys Ronco, President 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

Taylor Research 
Video Conferencing Center 
1545 Hotel CircleS. , Ste.350 
San Diego, CA 92108 
Ph. 619-299-6368 or 800-922-1545 
Fax 619-299-6370 
E-mail : harriett@taylorresearch.com 
www.taylorresearch .com 
Harriett Huntley, Operations Manager 
Locally- Data collection/Field service 
B, E, F, R, RT, S 

Telepoll Canada Inc. 
19 Mercer St. , Ste. 202 
Toronto, ON M5V 1 H2 
Canada 
Ph. 416-977-0608 
Fax 416-977-8817 
E-mail: corey@telepoll.net 
www.telepoll.net 
Corey Kaffenbaum, Dir. Of Client Services 
Nationally - Data collection/Field service 
B, E, F, H, R, RT, S 

Tenox Appraisal Systems 
One City Centre Dr. , Ste. 310 
Mississauga, ON L5B 1M2 
Canada 
Ph. 905-848-8288 
Fax 905-848-5445 
E-mail : tenox@weshop4u.com 
Sean Cavanagh, Vice President 
Internationally- Full service 
B, E, F, R, RT, S 

Tournade & Associates 
4104 33rd St. S. 
Arlington , VA 22206 
Ph. 703-933-1776 
Fax 703-379-5294 
E-mail : linda.tournade@att.net 

' Linda Tournade, President 
Regionally - Full service 
B, E, F, H, R, RT, S 

United Marketing Research 
1516 53rd St. 
Lubbock, TX 79412 
Ph. 806-744-6740 
Fax 806-7 44-0327 
E-mail : UMR220@door.net 
David McDonald 
Locally - Data collection/Field service 
E, F, R, RT, S 

Utah Market Research Services 
Div. of Ruth Nelson Research 
Crossroads Plaza Mall 
50S. Main St. 
Salt Lake City, UT 84144-0103 
Ph. 801-363-8726 
Fax 801-321-4904 
E-mail : umrs@worldnet.att.net 
www.ruthnelsonresearchsvcs.com 
Berdene Atkin , Manager 
Regionally- Data collection/Field service 
B, E, F, H, R, RT, S 

Vantage Point Management 
110 Williams St. 
Greenville, SC 29601 
Ph. 864-232-3876 
Fax 864-232-4756 
www.vantagep.com 
Merry Jenkins, Market Research Manager 
Regionally - Full service 
E, F, H, R, RT, S 

VARGA 
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 
Locally - Data collection/Field service 
E, R, RT 

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. 
Full test kitchen. Over 10 years of experience in 
Central Florida. 
(See advertisement on p. 89) 

Venture Research Corporation · 
1221 Bellvue St. , Ste. 205 
Green Bay, WI 54302 
Ph. 920-391-1960 
Fax 920-391-1961 
E-mail: venturegb@aol.com 
Linda Segersin, General Manager 
Regionally- Full service 
E, F, H, R, RT, S 
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WAC of New York 
60 Madison Ave ., 5th fl. 
New York, NY 10010-1600 
Ph. 212-725-8840 
Fax 212-213-924 7 
E-mail : WACinc@aol.com 
www.wacresearch.com 
Dr. James Frisch 
Regionally- Full service 
E, F, R, RT, S 

Ward Research, Inc. 
126 Queen St. , Ste. 212 
Honolulu , HI 96813 
Ph. 808-522-5123 
Fax 808-522-5127 
E-mail : wrstaff@wardresearch.com 
Locally - Full service 
B, E, F, H, R, RT, S 

The Waveland Group 
5240 St. Charles Rd. 
Berkeley, IL 60163 
Ph. 708-449-2495 
Fax 708-449-2503 
E-mail: wvlndgrp@aol.com 
Pam Hickey, Sr. Director 
Nationally - Full service 
s 

WestGroup Research 
2720 E. Thomas, Bldg . A 
Phoenix, AZ 85016 
Ph . 602-707-0050 or 800-999-1200 
Fax 602-707-0055 
E-mail : askarizona@westgroupresearch.com 
www.westgroupresearch.com 
Beth Aguirre-Smith, Vice President 
Nationally- Full service 
B, E, F, H, R, RT, S 

Margaret Yarbrough & Associates 
934 Shorepoint Ct. , Ste. 100 
Alameda, CA 94501 
Ph . 510-521-6900 
Fax 510-521-2130 
E-mail : marge@wenet.net 
www.m.yarbrough.com 
Margaret Yarbrough or Helene Singer 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

Sally E. Zorich & Associates 
819 Ashland Ave. 
St. Paul , MN 55104 
Ph . 651-290-2564 
Fax 651-290-2564 
E-mail : SaiZorich@aol.com 
Sally Zorich, Owner 
Locally- Data collection/Field service 
B, E, F, H, R, RT, S 
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International Mystery 
Shopping 

National Mystery 
Shopping 

These firms conduct mystery shopping on an 
international basis. 

These firms conduct mystery shopping on a 
nationwide basis. See also International Mystery 
Shopping. 

Capstone Research, Inc. 
Certified Reports , Inc. 
DSG Associates, Inc. 
Elrick & lavidge 
Employee Evaluations 
Feedback Plus, Inc. 
Green & Associates 
HR and Associates, Inc. 
Stanford Klapper Associates, Inc. (Puerto Rico) 
Maritz Marketing Research Inc. 
Market Image 
Market Trends, Inc. 
Marketing Network International 
Marketing Solutions Corporation 
Michelson & Associates, Inc. 
MSB-Managing The Service Business (U.K.) 
National Shopping Service Network, LLC 
NOP Mystery Shopping (United Kingdom) 
Oy Palvelu Plus - Service Plus Ltd (Finland) 
Pinkerton Field Research Services 
Second To None, Inc. 
Secret ShopNET (Canada) 
Sensors Quality Management, Inc. (Canada) 
Service Dimensions International (Canada) 
The Shadow Agency, Inc. 
Shop'n Chek, Inc. 
Shoppers International , Inc. 
SHOPPERS, Inc. 
Tenox Appraisal Systems (Canada) 

United States 
A Closer Look 
A&M Business Services, Inc. 
Absolute Service, Inc. 
Action Research Group 
American Public Opinion Survey & 
Anonymous Insights, Inc. 
Ask Arizona 
BAIGioballnc. 
Bartels Research Corp. 
BestMark 
Better Marketing Associates, Inc. (BMA) 
The Blackstone Group 
Business Evaluation Services 
Car-Lene Research, Inc. 
Check Mark, Inc. 
Commercial Service Systems, Inc. 
Confero, Inc. 
The Consumer Research Network, Inc. 
Courtesy Counts, Inc. 
Critique International 
Cross Financial Group 
Customer 1st 
Customer Perspectives 
Customerize, Inc. 
Customer's View, Inc. 
Cutting Edge Research , Inc. 
Decision Services Corp. of America 
Defensive Business Management 
OMS 
E&K Enterprises, Inc. 
Eagle Research -Atlanta 
Eagle Research - Denver 
Field Response Company 
Fogerty Group, Inc. 

CENTRAL FLORIDA'S NEWEST AND LARGEST 

FOCUS GROUP FACILITY IN ORLANDO OFFERING: 

• ACCOMMODATES UP TO FOUR GROUPS SIMULTANEOUSLY 

• FULL TEST KITCHEN 

• PRIVATE CLIENT ENTRANCES, VIEWING ROOMS, AND LOUNGES 

, CENTRAL AUDIO VIDEO WITH CLOSE CIRCUIT, REMOTE ZOOM, PAN, & TILT 

• 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 
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Friedman Marketing Services 
Galli Research Services 
Genesis Group, Inc. 
ICC Decision Services 
IMAGES Market Research 
Integrated Research Associates, Inc. 
J.M. Ridgway Co., Inc. 
Kelly LaCoy and Associates 
Kirk Research Services, Inc. 
Rickie Kruh Research 
The KTR Group, Inc. 
Leibowitz/Roher Marketing, Inc. 
The Locksley Group, Ltd. 
Market Dynamics Research Group, Inc. 
Market Monitor, Inc./Service Monitor 
Market Trends Pacific , Inc. 
Market Viewpoint 
McGiadrey & Pullen, LLP 
Meyers Research Center 
Mystery Guest, Inc. 
Mystery Shoppers Inc. 
Mystery Shoppers, Inc. 
Mystery Shoppers, Inc. 
Mystery Shopping, Inc. 
National Field & Focus, Inc. 
National Shopping Service 
The NPD Group, Inc. 
OpSec Intelligence 
Pat Henry Market Research, Inc. 
Perceptive Market Research , Inc. 
The Performance Group , Inc. 
Prove of Orlando, Inc. 
Quality Assessments Mystery Shoppers, Inc. 
Quality Check 
QualityWorks Associates 
The Quest for Best Mystery Shoppers 
Quick Test 
Research Strategies, Inc. 
Research, Inc. 
Retail Diagnostics, Inc. 
Schlesinger Associates , Inc. 
Scholl Market Research , Inc. 
The Secret Service Mystery Shopping 
Service Alliance, Inc. 
Service Critique 
Service Evaluation Concepts, Inc. (SEC) 
Service Excellence Group, Inc. 
Service Excellence Group, Inc. 
Service Excellence Group, Inc. 
Service Intelligence 
Service Performance Group 
Service Research Corp. 
Service Probe 
ServiceTRAC, Inc. 
SG Marketing Group 
The Shadow Shopper of Georgia, Inc. 
Shoppers' View 
Sights On Service, Inc. 
Sinclair Service Assessments , Inc. 
SMI 
SPAR/Burgoyne Retail Services, Inc. 
Stewart International Associates 
Strategic Marketing Services 
Survey Service, Inc. 
The Waveland Group 
WestGroup Research 

Argentina 
ASECOM Latin America 
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Canada 
Contemporary Research Centre 
The Corporate Research Group Ltd. 
R.I.S. Christie- The Data Collection Co. 
Telepoll Canada Inc. 

Greece 
Market Analysis Ltd .Canada,ACNielsen Canada 

Regional Mystery 
Shopping 

These firms conduct mystery shopping on a 
regional basis. They have been organized by state 
for your convenience. See also National & 
International Mystery Shopping. 

Alabama 
A Mystery Shopping and Interviewing Service 
Connections, Inc. 
Graham & Associates, Inc. 
New South Research 

Arizona 
Arizona Market Research Services , 
Maidman Field Services, 

California 
Decision Research 
Elliott Benson 
Jordan Associates 
Kiyomura-lshimoto Associates 
L.A. Research, Inc. 
Opinions of Sacramento 
Pacific Research Group 
The Question Shop, Inc. 
San Diego Surveys, Inc. 
Margaret Yarbrough & Associates 

Colorado 
Colorado Market Research Services 

Connecticut 
Beta One, Inc. 

Delaware 
Keystone Marketing Research 

Florida 
A.I.M. Field Service 
Advantage Business Services 

. Creative Product Marketing 
· Gulf State Research Center 

Kane Field Services, Inc. 
Mars Surveys 
Premack & Associates of Pinellas County, Inc. 
Professional Research Group 

Georgia 
Beisner Research Associates 
P V R, Inc. 

Illinois 
C R Market Surveys 
Cullen Research Group, Inc. 
Marketing Advantage Research Consultants, Inc. 

Indiana 
Smith mark Corporation 

Iowa 
Marketing Systems Unlimited Corp. 
Mid-Iowa Interviewing, Inc. 
PMR-Personal Marketing Research, Inc. 

Louisiana 
The Field Force, Inc. 
Gulf State Research Center 
New Orleans Field Services 

Maryland 
Bay Area Research 
Kane-Benson & Co., Inc. 

Michigan 
Barnes Research, Inc. 
Crimmins & Forman Market Research 

Minnesota 
At Your Service! 

Missouri 
Horizon Research Services 
Carol Max Marketing Services, Inc. 

Nebraska 
Midwest Survey & Research 

Nevada 
Las Vegas Surveys, Inc. 

New Hampshire 
New England Interviewing , Inc. 

New Jersey 
Frances Bauman Associates 
Suburban Associates 

New Mexico 
Sonoma Research , Inc. 

New York 
A & B Interviewing, Inc. 
C. B. DuPree Associates 
QMS 
Quest Marketing Group 
Surveys Unlimited, Inc. 
WAC of New York 
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North Carolina 
Brenda's Demo Service 
Free Lance Services 

Ohio 
Market Tasks, Inc. 
Opinions, Ltd. 
Solutions For Sales 

Oklahoma 
Customer Connection, Inc. 
Higbee & Associates, Inc. 
Oklahoma City Research 

Rhode Island 
Capture, Inc. 

South Carolina 
Low Country Marketing, Inc. 
Vantage Point Management 

Tennessee 
Market Image Tennessee 
Mellon Market Research 
People Plus 

Texas 
Gulf State Research Center 
Hispanic Focus Unlimited 
Mars Surveys of Texas 
Merchandising Specialists 
Peak Performance Mystery Shopping 

Utah 
Rocky Mountain Merchandising and Research 
Utah Market Research Services 

Vermont 
Action Research 

Virginia 
Issues and Answers Network, Inc. 
Tournade & Associates 

Washington 
Gilmore Research Group 
Reality Check Mystery Shoppers 

West Virginia 
McMillion Research Service 

Wisconsin 
Field Surveys & Audits of Milwaukee 
InGold Research Services, Inc. 
Venture Research Corporation 
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Local Mystery Shopping 
These firms conduct mystery shopping on a local 
basis. They have been organized by metropolitan 
area tor your convenience. See also Regional, 
National & International Mystery Shopping. 

Atlanta, GA 
Jackson Associates, Inc. 
Margaret Ann's Research 

Augusta, GA 
Highsmith-Charnock Interviewing Service, Inc. 

Baltimore, MD 
Mystic Marketing 

Boston, MA 
Performance Plus 

Chicago, IL 
Focuscope, Inc. 
Precision Research, Inc. 
Questions & Marketing Research Svcs., Inc. 
Rothermel Research, Inc. 

Cincinnati, 0 H 
Assistance in Marketing, Inc. 

Cleveland, 0 H 
Focus Groups of Cleveland Survey Center 

Colorado Springs, CO 
Project Essentials, Inc. 

Dallas/Fort Worth, TX 
Fenton Swanger Consumer Research, Inc. 

Denver, CO 
Strategic Insights, Inc. 

Des Moines, lA 
Essman/Research 

Detroit, Ml 
lntroMarketing 

.. Gary, IN 
KLD Marketing Research, Inc. 

Honolulu, HI 
Ward Research, Inc. 

Houston, TX 
M.A.T. On-Site Research 

Indianapolis, IN 
Herron Associates, Inc. 

Las Vegas, NV 
MRCFocus 

Lubbock, TX 
United Marketing Research 

Memphis, TN 
PWI Research 

Milwaukee, WI 
Lein/Spiegelhoff, Inc. 
Mazur/Zachow, Inc. 

Minneaoolis/St. Paul, M N 
Jeanne Drew ~urveys 
Sally E. Zorich & Associates 

Newport News/Norfolk/ 
Virginia Beach, VA 
Marketrends, Inc. 

Orlando, FL 
Varga Research 

Philadelphia, PA/So. NJ 
Liberty Research Services, LLC 

Portland, ME 
Serunian Investigations & Mystery Shopping 

St. Louis, M 0 
Consumer Opinion Council Research Center 
Marketing Horizons, Inc. 

San Diego, CA 
Taylor Research 

Tampa/St. Petersburg, FL 
Bordner Research, Inc. 

Washington, DC 
OMR (Oichak Market Research) 

W. Palm Beach/Boca 
Raton, FL 
Cynthia Deutsch Interviewing 

Wilmington, DE 
Delaware Research Co. 
Seek Research 
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1999 QMRR Story Index 
Case Histories 
January 
Mystery shopping: Going for the gold- Mystery shopping drives employ­
ee incentive program 

March 
Ad research: Effectiveness by association?- Study seeks to determine if a 
TV viewer's involvement in a program carries over to ads 
Ad research: Using recognition-based tracking to compare the ROI of print, 
radio and TV 

April 
On-line research: Real-time competitive benchmarking via the Internet -
Software makers choose Web, e-mail to measure customer loyalty, satis­
faction 
Business-to-business research : Getting to the core of the problem -
Manufacturing firm turns to research and marketing to differentiate itself from 
competitors 
Ethnic research: Clients for life - MONY still reaping rewards from mid-'90s 
African-American marketing initiative 

May 
Qualitative research : A Pleasants surprise -Independent hardware store sur­
viving battle with category killers 
Ad research : Image enhancement- US WEST finds that color in yellow page 
ads does more than just capture a shopper's attention 

June 
Packaging research: Beer in plastic bottle? Are consumers receptive to 
innovative packaging structures? 

July 
On-line research: Casting a wider net- BASES builds an on-line panel 
On-line research: Are we getting ahead of ourselves? Problems launching 
ambitious Web research initiative show Turner Entertainment Group that at 
this stage, more probably isn't better 

October 
Satisfaction research: Something old, something new- Mail survey, in-house 
database help LaQuinta Inns monitor guest satisfaction 

December 
Qualitative research: Drinking in the memories- Projective techniques help 
nightclub concoct nostalgia-filled cocktails for Gen X patrons 

Technique Discussions 
January 
Mystery shopping: The many uses of mystery shopping 
Mystery shopping : Association creates new standards for mystery 
shopping 
Satisfaction research: 'Voice of the customer' disconnects still exist in most 
companies 
Mystery shopping: Mystery shopping reports : Are quality and timeliness 
competing priorities? 
Mystery shopping: So you want to be a service leader .. . 
Mystery shopping : Mystery shopping for manufacturers: What's happening 
at retail? 
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February 
Questionnaire design: How to become a survey expert- Eight tips to help 
you build successful customer surveys 
Qualitative research : Utility companies' seven deadly fears of market research 
Data analysis: Credit risk and customer profitability in consumer lending 
Customer satisfaction research : Closing the customer satisfaction gap 
Qualitative research: "Gimme what you 've got" 
Qualitative research: Motivational research 
Brand equity research: Strengthen your brand's equity with a brand contract 
audit 

March 
Ethnic research : Keys to successful advertising in the Asian-American market 
Ad research: Getting the most out of your copy test 
Ad research: Advertising and packaging: your product's voice and face 
The business of research: Seven signs of fallout from the information 
explosion 

April 
Business-to-business research: Investigating business markets- a ques­
tion guide 
Ethnic research: Projective techniques: Do they work in the Hispanic 
market? 
Ethnic research: Designing marketing research for the Asian-American 
segment 
Ethnic research : The new cultural mix: Life stages, lifestyles and ethnic 
background 
Ethnic research : Getting the most from African-American respondents 

May 
Telephone research: From research to loyalty marketing: the many uses of 
telephone interviewing 
Telephone research: IVR: How is it different from telephone interviewing? 
Quantitative research: Practical sampling methods for low-incidence pop­
ulations? 
New product research : Making choices- Using trade-off analysis to shape 
your new product 
The business of research: Major markets- major mistakes? How precon­
ceived notions about markets can devalue your research 
Brand equity research: Strategic planning process: identifying and leverag­
ing the corporation 's brand equity 
Legal research : Research on the witness stand: conducting surveys for use 
in litigation 

June 
Health care research: The reflective mirror- Managing sensitive issues in 
health care qualitative research 
Health care research: Unruly tangents in health care focus groups 
Health care research: Inferring patient loyalty from patient satisfaction data 
Usability research : Beating your competitors: comparing the usability of 
products 
The business of research : Learning from project execution problems 

July 
On-line research: Introductory notes on Web interviewing 
On-line research: E-mail surveys: what we've learned thus far 
On-line research : Is e-mail the 'guerrilla app' for business-to-business 
research 
On-line research: Recruiting sources for on-line studies 
On-line research: Comparing seven forms of on-line surveying 
On-line research: Research and the Internet: a winning combination 
On-line research: Surveying collegiate Net surfers- Web methodology or 
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mythology? 
On-line research: Of browsers and plug-ins - researching Web surfers' 
technological capabilities 
On-line research : Integrating market research into the Web site development 
process 
On-line research: On-line brainstorming: three case histories 
On-line research: Feedback from on-line conjoint interviews satisfies respon­
dents' intrinsic motivation 
Ad research: Persuasive advertising drives toothbrush sales 

October 
Satisfaction research: Using focus groups to generate satisfaction ques­
tionnaire content 
Data analysis: Effective uses of 'effect size' statistics to demonstrate busi­
ness value 
Satisfaction research: Customer satisfaction research : where 's the beef? 
Satisfaction research : Customer satisfaction: Number don't tell the 
whole story 
Satisfaction research: A better customer satisfaction scale 
Satisfaction research: Are you collecting too much information in your 
'voice of the customer' process?- How to spend less and increase value 
Satisfaction research: A stepwise loyalty process 
Satisfaction research: Six key differences between on-line and off-line cus­
tomer satisfaction 

November 
International research: Magnitude estimations: a realistic scaling technique 
for international research 
International research: Conducting marketing research in Chile 
International research: The global Internet research revolution: a status report 
International research: Marketing research in Asia: It's the economy, stupid! 
International research: In-home CAPI: a new era in data collection 
On-line research: Don't believe these seven Web myths 
International research: Q&A: Conducting research in Egypt and Israel 
Ethnic research: Acculturation vs. assimilation among U.S. Hispanics: e-mail 
self-reports 
Brand research: Franchise extension 
The business of research: An open letter from a challenging client 

December 
Qualitative research : New is not always better- The value of tried-and-true 
qualitative techniques 
Qualitative research: Focus group gripes - Viewpoints from a marketing 
research director, a facility owner, and a moderator 
Qualitative research: Simulating the courtroom: qualitative research in 
mock trials 
Qualitative research: Ten trends in qualitative research 
Qualitative research: The challenge of qualitative report writing 
Qualitative research: Mix or match: designing focus group resea4rch 
Qualitative research: Digital recording of qualitative interviews- an update 
Qualitative research: Break these three focus group rules 
Qualitative research: On-line focus groups: Mainstream in the millennium? 
Qualitative research: Anatomy of an on-line focus group 
The business of research: You get what you ask for! Guidelines for screen­
ing and re-screening 
Qualitative research: The collage - A powerful focus group projective 
technique 

Data Use 
January 
A simple solution to nagging questions about survey, sample size and validity 

February 
In pursuit of software: major programs you won 't want to miss 
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March 
A promising new data viewer and publisher from ISPC Software- Also, 
news from the software epicenter: what's happening with Microsoft, 
Windows and Office 

April 
The incidence of understanding incidence- Defining and calculating inci­
dence 

May 
A survey of multivariate methods useful for market research 

June 
Estimating sample size for a descriptive study in quantitative research 

October 
Linking research and revenue 

November 
Estimating sample size for an analytic study in qualitative marketing 
research 

Trade Talk 
January 
Nine trends for '99 

February 
From the Publisher: Expect the unexpected 

March 
Start those letters coming 

April 
From the Publisher: Is research ready for prime time? 

May 
Operation Cooperation (CMOR's efforts to increase respondent coopera­
tion) 

July 
Notes from the MRA conference in Boston 

October 
Go in-depth to get the voice of the customer (a qualitative technique for 
biz-to-biz research) 

November 
Book reviews: travel guides to foreign lands 

December 
Researching the Web's wonders 
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Names of Note 
continued from p. 10 

been named Marketin g Research 
Executive of the Year by Research 
Business Report (RBR). RBR recog­
nized Schlegel for his outstanding 
contributions to the market research 
industry and his role in delivering 
innovative technologies for on-line 
market research. The award was pre­
sented at the opening ceremony of 
the Council of American Survey 
Research Organizations (CASRO) 
conference in Charleston , S.C. , in 
November. The Marketing Research 
Executive of the Year is awarded 
annually to the market research pro­
fessional who has achieved the most 
formidable technolo gical and 
methodological advancements in the 
field. 

SPAR Group, Inc., Tarrytown, N.Y. , 
has appointed Charles Cimitile as 
its new chief financial officer, replac­
ing Cathy L. Wood. 

Boise, Idaho-based Clearwater 
Research has announced the follow­
ing addition s in its Boise office: 
Corey Boehning and Cathy 
McDougall have joined the staff as 
research analysts. Promotions at the 
Boise office include: Selina Carver 

Classified Ads 

to director of data collection; Marlin 
Roberts to director of operations; 
Kenny Shumard, Erin Iverson, 
Wanda Nesser, Stephen Boyer, and 
Jana Pattis to data collections helper. 
At the firm 's Boise Human Factors 
office Gretchen Hawes has been 
named usability specialist and Kim 
Bales and Riquel Carley have joined 
the staff as recruiters. Laurie Kuntz 
has been promoted to Usability 
Specialist. Karen Ruby has moved 
from the Boise home office to the 
Human Factors division as a recruiter. 
In other company new s, Doug 
Lincoln and Mike Exinger present­
ed a discussion on Internet research 
entitled "The Real Costs and Benefits 
of Internet Surveys- How to Avoid 
or Minimize the Operational 
Challenges ," at the Marketing 
Re search Association ' s (MRA) 
Annual Fall Education Conference in 
November in San Antonio , Texas. 
Exinger al so serves on the 
Technology Council for the MRA. 

NFO Prognostics, Palo Alto, Calif., 
has named Tina Weinfurther presi­
dent and CEO. 

Mark Natarus has joined 
MarketVision Research, Cincinnati, 
as vice president, client services. In 
addition , Christine Guillory has 

~-----------------, 

been named an analyst in the firm's 
marketing sciences group. 

Northwest Research Group, 
Seattle, has named Sissie Boatman­
Guillan project manager. At the 
firm's Boise, Idaho, office, Katheryn 
Simplot has been named associate 
project manager and Lori Sullivan 
pas been named communications 
manager. 

The FutureBrand Company, a New 
York brand consulting firm, has 
named Christopher Nurko client 
services director. 

Jeff Palish has been named vice 
president of sales at the Bala 
Cynwyd, Pa., office of Research Data 
Design, Portland, Ore. 

Marketing Horizons, a St. Louis 
research firm, has named Jim 
Kramer vice president-account man­
agement. 

Maritz Marketing Research , St. 
Louis, has named Wally Balden 
director of Internet research. 

Tim Sauer has been named nation­
al marketing manager of Quality 
Controlled Services, a St. Louis 
research firm. 

1 Meet Survey Pro· s 1 

: lntelliCruncher·· : 
I Survey Pro TM is optimized for crunching I 

THE 
OUEOTION 

RYAN REASOR 
President 

1 verbatims, rearranging scale structures, and 1 
1 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 cSApian Software Practical tools for modem management 469 I 
L-----------------~ 
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OI-IOP, inc. 
2860 N. Santiago Blvd. 
Suite 100 A Marketing Research Firm 

Focus Groups and All 
Types of Surveys 

Orange, CA 92667 
(714) 97 4-8020 
FAX: (714) 97 4-6968 

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 
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Trade Talk 
continued from p. 100 

as an enticement to get them to buy materials (often noth­
ing more than a list of shopping firm ) that will help them 
locate shopping jobs. (The MSPA offers such information 
free of charge on its Web site, www.my teryshop.org.) 
"We've been working with postal inspectors and Better 
Busine s Bureau aero s the country to find these scam-
ters and shut them down but they tend to move around 

a lot. Once we put them out of business in one c ity they 
move to another one, rent a post office box and they're 
back in the game. So we have to be pretty diligent in 
watching for them. We' II go out and buy their materials 
and if we can prove they are mi leading con umer , the 
po tal authorities are happy to as ist u in hutting them 
down," Michelson say . 

It's not just consumer who are being bothered. In many 
case the list compilers will add companie to the my -
tery shopp ing provider ro ter without their permis ion 
and subject them to a flood of phone call s and letter from 
prospective my tery shoppers. 

Battling on another front 
The MSPA ha been battling on another legal front, 

fighting state laws requiring mystery shopper to be 
licensed private investigators. "In California, with the 

help of a lobbying firm we were able to get a bill passed 
to allow mystery shopping to be conducted by people 
who are not licensed as private investigator a long a the 
evaluation is not used a the so le performance evaluation 
for employee . We as an organization agree wholeheart­
edly that you houldn't fire omeone basep on one bad 
my tery hopping report," Michelson ays. 

The MSPA has also worked to forge alliances with 
re earch industry organizations, including the Marketing 

Headquarters: Evan Tweed, Quirk's 
Marketing Research Review, 8030 
Cedar Avenue South, Suite 229, 
Minneapolis, MN 55425. Phone 612-
854-5101. Fax 612-854-8191. E-Mail: 
evanqmrr@ mn. uswest.net. 

West Coast: Lane Weiss, Lane Weiss 
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Researc h Association and the European Society for 
Opinion and Marketing Research (ESOMAR), Michelson 
says. " We're hoping that through education we create an 
understand ing in the general research community that 
mystery shopping has a place in market research. We 
agree that mystery shopping is not always market 
research but it can be used a and classified as market 
research and it can be included in the family of market 
research too Is." 

Thi s year the MSPA will begin compiling informa­
tion for an industry survey, in conjunction with the 
Jim Moran In s titute in the Col lege of Bu s ines at 
Florida State University - Tal lahassee, to determine 
the size of the mystery shopping bu iness. (Michelson's 
best gue i that it ' under $1 billion and more than 
$700 million.) 

Shop the shoppers 
Before we clo ed our conversation, Michelson related 

an anecdote howing that even mystery shopping firms 

aren't immune from being shopped. It seems that the 

client of a shopping firm wanted to test the veracity of the 

shopping company's reports, so the client had the shop­

ping company end shopper to one of its retail locations 

each hour during one particular day. Unbeknownst to the 

hopping firm , the store that day was staffed by the 

client' senior management, with the CEO running the 

ca h regi ter. The client firm set a few displays awry, 

to sed some litter in the bathroom, and generally set itself 

up for some low marks. Unfortunately for the hopping 

firm, the reports came back saying that everything was 

fine at the tore. Not surprisingly, the shopping firm lost 

a very big account. 

As the aying goes, he who lives by the sword shall die 

by the sword. r~ 

Coming in 
February: 
2000 Directory of Data 
Processing/Statistical 

Analysis/ Research 
Software 
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By Joseph Rydholm, QMRR editor 

Mystery shopping association 
never rests 

In conjunction with our annual mystery shopping issue, 
I put a call in to Mark Michelson, president of the 
Mystery Shopping Providers Association (MSPA), to 

catch up on what's going on in the mystery shopping biz. 
Michelson, who is also president of Michelson & 
Associates, an Atlanta marketing research firm, co-found­
ed the MSPA in 1998 and has seen the industry grow 
quite a bit in a short time. "We have more and more com­
panies using mystery shopping and more varieties of 
companies using it, everything from hospitals toe-com­
merce companies wanting to test the service of their Web 
site." 

Correspondingly, the number of firms offering mystery 
shopping services has increased. Many marketing 
research firms have added mystery shopping departments 
or capabilities and a host of other kinds of firms now offer 
shopping services . "From our perspective, it's good to 
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have research companies entering into it because they 
know how to use market research techniques in design­
ing questionnaires and in reporting the findings," 
Michelson says. "Problems arise when you see, for exam­
ple, people from the restaurant trade who decide to get 
into the business and they have no experience designing 
questionnaires and doing reports. These things tend to 
damage the industry because clients have a bad experience 
with someone who doesn't know what they're doing and 
they shy away from using mystery shopping because of 
it." 

As the industry has grown, so has public awareness of 
the mystery shopping process, which in turn has led to a 
number of scams associated with the shopper recruitment 
process. Most are "get rich quick" cons that wildly over­
state the income consumers can earn as mystery shoppers 

continued on p. 99 
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The largest marketing research company in the world plus 
The most experienced marketing research training organization in the world equals ••• 

)~<Ac:t~~lelsen Burke Institute 
Formerly The Burke Institute 

We cordially invite you to experience our unequalled commitment to excellence. 

http:/ /www.Burl<elnstitute.com 

Schedule of Ma r keting Research Semina r s, j u l y - December 1999 
101. Practical Marketing Research 

Miami ... ................... ......... July 7-9 
Cincinnati .... .. .................. Aug. 2-4 
Minneapolis ...... .......... Aug. 16-18 
New York .............. Aug. 30-Sept. I 
Chicago ........................ Sepl. 27-29 

103. Marketing Research for Decision Makers 
HoChiMin City, Vietnam . .July 22-23 

104- Questionnaire Construction Workshop 
NewYork ......................... July 12-14 
Cincinnati .... .. ................... .Aug. 9- 11 
Boston ............................ Sept. 13-15 

105. Questionnaire Design 
New York ......................... July 15-16 
Cincinnati ....... ................ .Aug. 12- 13 

1o6. Online Research 
• Dates and location 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. Qualitative Research with Children 
New York ...................... ........ Sept. I 0 

301. Communicating Marketing Research 
San Francisco ....................... 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. 30-31 
New York ........... ................. Sept. 2-3 

503. New Product Forecasting Models 
• Dates and locations to be announced 

$1,700 
Seattle ........................ .. Oct. 25-27 
San Diego .. .................. Nov. 15- 17 
Taipei,Taiwan .... .... Nov. 29-Dec. I 

ew York .................... Dec. 13-15 

$1,300 
Cincinnati ............................ Oct. 4-5 

$1,700 
Miami ........ ...................... Oct. 18-20 
San Francisco .................... Dec. 6-8 

$1,300 
Miami ........ .. .............. .. .... Oct. 21 -22 
San Francisco ........ .......... Dec. 9-1 0 

$1,300 
Taipei, Taiwan .......... ,. ........ Dec. 2-3 

$2,300 
Sydney, Australia .......... Sept. 21-24 
Cincinnati .......................... Nov. 2-5 
Cincinnati .. .............. .. .... Dec. 14-17 

$1,700 
Cincinnati .............. .. ........ Nov. 8-LO 

$1,300 
Cincinnati ...................... Nov. I 1-1 2 

$1,700 
Stockholm, Sweden ...... Oct. 18-20 
NewYork .................. Nov. 29-Dec.J 

$1,300 
New York ............................ Dec. 2-3 

$1,300 
San Diego .... .. ................ Nov. 18-19 

$1,300 
Cincinnati ............ .......... Nov. 22-23 

504- Advertising Research $1,300 
Sydney, Australia ............. .July 19-20 Singapore .................... .. Aug. 23-24 
San Diego ............ .. .. ...... .. Aug. 12-13 Cincinnati .. .. .... .... .... .. .. .. Nov. I 1-12 

sos. Market Segmentation Research $1,300 
San Diego .......... .. .. .......... Aug. L0-1 I Cincinnati .. ........ .. .. .......... Nov. 9-10 

5o6. Customer Satisfaction Research $1,300 
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 0 Dates and locations to be announced 

509· Pricing Research O Dates 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. 3l-Sept.3 Atlanta .. ............ .. .. .. Nov. 30-Dec. 3 
Chicago ............................ Oct. 1 9-22 

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 
• 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 S4.500 
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 cities over an extended 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 



Get the services that really matter with Fieldwork. 
Everyone has an idea of what makes good service. But no market research facility has more good ser­
vice ideas than Fieldwork. Each of our 14 Fieldwork locations has all the world-class facilities, features 
and extras to make your study come off like a day at the spa. From full office amenities to gourmet 
food, you'll find it with us. 

But our idea of service starts long before your study does, with our nationwide Fieldwork Network and 
best respondent database in the industry. 

So make the call for better research. Call Fieldwork today. 

ATLANTA: 770-988-0330 - DALLAS: 972-866-5800 LOS ANGELES: 949-252-8180 

BOSTON-Waltham: 781-899-3660 DENVER: 303-825-7788 PHOENIX -Scottsdale: 480-443-8883 

CHICAGO-North: 773-282-2911 EAST-Fort Lee, NJ: 201-585-8200 PHOENIX-South Mountain: 602-438-2800 

CHICAGO-O'Hare: 773-714-8700 - MINNEAPOLIS: 612-837-8300 -SEATTLE: 425-822-8900 

CHICAGO-Schaumburg: 847-413-9040 NEW YORK-Westchester: 914-347-2145 

Multi-location Studies: 1-800-TO-FIELD • Fieldwork Phone Center: 1-888-TO-FIELD 

www.fieldwork.com 
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