




Fieldwork conducts more focus -groups than anyone else. Last year alone . we did over ~. 

15.000. Significantly. we also possess the industry's largest and most comprehensive · I 
database of respondents. So. compared to any other focus -group chain on earth . you 

have to admit. we've got girth . To field your next study. or to receive fi• I t/ t_; k e S k 
one of our little foam critters. call any one of our 14 locations. l e u w 0 r. 



ARE YOU STILL BUYING MARKETING RESEARCH 

DONE THE OLD-FASHIONED WAY? · 

000 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.greenfleld.com 877·437·7481 

Greenfield Online 
Leading the Research Revolution® 
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Want to know more? 
Give us a call at 1.800.363.4229 
or visit our homepage at 
http://www.opinionsearch.com 

175 state-of-the-art CATI stations l 
in two, fully-interconnected call centers. I 

With our powerful suite of survey software tools we can program 
for both CAll and the Internet in a single pass. Complex 

branching logic. block and question rotation. randomization 
- if you can do it on the phone. we can do it on the Net 

1 ooo;o transparent research process 
.. puts you in control. 

Observe every aspect of the data collection process remotely: 
0 monitor the progress of every call. 
0 view dispositions. quotas and completion rates in real time. 
0 Virtual Private Network (VPN) provides ultra-secure Internet access 

for updates and data files. 
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Qualitative Research More Productive: 
Focus Vision Videoconferencing 

More than 300 leading marketing companies use 
FocusVision to transmit live focus groups directly to 
their offices. Here's why you should choose Focus Vision 
videoconferencing or Internet services: 

You get an unsurpassed viewing experience. 

• Only Focus Vision has a custom two-camera system and special 
software to capture the focus group experience, with smooth tran­
sitions between close-ups and full group views. 

• 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 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 129 top-rated facilities in the U.S. installed 
for Internet or videoconferencing service, with 55 more in inter­
national cities. 

You'll have the assurance of end-to-end service and 
super~ technical support. 

• Only Focus Vision has experience that comes from video transmit­
ting over thousands of live focus groups every year for 302 blue 
chip marketing companies. 

You'll save precious staff time and travel costs, have 
greater exposure for your research, and sharply 
reduce project cycle times. 

• Call l-800-433-8128 option 6 or e-mail ssax®focusvision.com 
to find out more. 

FocusVision Online'· FocusVislon Videoconferencing 
Focus Vision Online's advanced picture-in-picture technology allows you to view extreme closeups from the convenience of your PC, 
while seeing how the whole group reacts. Clients say the viewing experience is often better than being behind the mirror. 

liFocusVision™ 
The best way to view live focus groups. 
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Adults love Halloween 
too 

Sixty-one percent of Americans 
have someone in their household 
who participates in Halloween fes­
tivities, according to a Maritz Poll 
from Maritz Marketing Research 
Inc., St. Louis. 

While Halloween is typically 
thought of as a holiday for small 
children, 39 percent of those getting 
caught up in the Halloween hoopla 
are 45 and older. The survey also 

ing out candy, 49 
percent; while tak­
ing children trick­
or-treating, 27 per­
cent; work, 26 per­
cent; school, 7 per­
cent. 

Almost half of 
respondents (48 
percent) also have 
children in their 
household that will 
dress up in a dis­
guise. Half of them 
will buy their 

Travelers hate to wait 
Although some American business travelers 

brush-off the recent bad press about airline perfor­
mance and travel delays as "business as usual," 
most say that these and other events during busi­
ness travel are quite .----,--::~--------1...­
stressful. According 
to a recent national 
survey of 1,000 U.S. 
households conduct­
ed by TNS 
Intersearch, 
Horsham, Pa., top­
ping the list of trav­
el stress factors is 
waiting in line. Fifty .__---------~'"-_. 
percent of those surveyed admitted that waiting in 
line causes stress while traveling. Americans also 
overwhelmingly agreed that flight or train delays 

H nd out candy •••••••••••••••• &l'MJ 
( 42 percent), bad weather ( 40 percent), travel can­
cellations (37 percent) and overbooked planes (33 
percent) top the list of travel stress factors. 

Take children trick-or-treating ..... . 40DAJ Other causes of stress include: keeping up with 
personal life, 27 percent; driving, 26 percent; keep­
ing to a schedule, 26 percent; making your flight or 
train, 25 percent; driving in unknown areas, 24 
percent; checking or claiming bags, 22 percent; 
packing, 21 percent; carrying luggage, 20 percent. 

Decorate home . . . . . . . . . . . . . . . . .38% 

Hend/gi e 

cary movies 

showed that participation increases 
slightly with income: 75 percent of 
respondents making more than 
$65,000 annually celebrate the scary 
event. 

As October 31 approaches, there is 
a good chance you might see an 
adult sporting Star Wars-inspired 
apparel, an Austin Powers velvet 
suit, or even WWF spandex. That's '. 
because 30 percent of adults cele­
brating Halloween said they wear 
costumes, the biggest group (65 per­
cent) being 18-44 years old. 

Following is a list of where they 
plan to don their Halloween ensem­
bles: parties, 59 percent; while giv-

8 

getup and their 
children's, while 
23 percent make 
their holiday attire. 

With all the 
candy, costumes, 
parties, and deco­
rations that make 
up the Halloween 
celebration, it' 
easy to see how the 

The study also revealed that men and women react 
differently to certain travel-related factors. While 
overall, 41 percent of Americans traveled on business 
away from home during the past year, more men than 
women traveled (53 percent of men traveled in the 
past year versus 30 percent of women). The most 
pronounced difference between men and women 
relates to waiting-in-line. Twice as many men as 
women reported that waiting in line is the most stress­
ful aspect of business travel. Additionally, more men 
find it challenging to keep up with their personal 
lives. Other the other hand, more women than men 
find their stress levels rising highest during packing, 
when flights or trains are delayed and when they are 
carrying luggage. For more information visit 
www.intersearch.tnsofres.com. 

typical respondent .._ __________________ ...J 

spends about $40 on this holiday. 
Close to one-third (29 percent) of 
those participating in Halloween fes­
tivities spends more than $50. The 
biggest group of spenders? Twenty-

nine percent of those spending more 
than $50 are 25-34 years old. Results 
are ba ed on telephone interviews 

continued on p. 64 
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Hilary DeCamp has been named 
director of research services for St. 
Louis-based Maritz Marketin g 
Research Inc. 's Los Angeles division. 
In addition , Jeff Laack has been 
named senior research manager of 
Maritz ' s telecom research group; 
Geoff Roper has been named account 
manager for the St. Louis division of 
the firm 's North American operations 
group; Joe Ziegler has been promoted 
to division vice president and director, 
information technology, for the auto­
motive research group; Jennifer 
Niswander has been promoted to divi­
sion vice president and director, 
research operations, for the automo­
tive research group; and Laura 
Kippen has been named director of 
research services for the North 
American operations group. 

Dorothy McDougall has been 

named branch man ager a t th e 
Philadelphia office of St. Louis-based 
Quality Controlled Services. In addi­
tion, Wanda Myers has been named 
branch manager at the firm ' Los 
Angeles office. 

Galloway Research Service, San 
Antonio, Texas, has promoted Carlos 
Jauregui to its research group. In addi­
tion, John Ucab has been promoted to 
telephone department director. 

Zesearch, Inc., an Alpharetta, Ga. , 
competitive intelligence firm , has 
named Brian Zeman CEO. 

Marketeam Associates, St. Louis, 
has promoted Vicki Thies to vice pres­
ident, field operation . 

£-Tabs, a U.K.-based data delivery 
software firm, has named Jonathan 

Sample Your World! 

• Global Samples ( 18 countries) 
• Random Digit Samples 
• Screening Service 
• Targeted Samples 

Sampling is our only business, which has allowed 
us to develop unparalleled expertise. Survey 
Sampling's 20-member account service 
group is supported by 50 research and 
technical personnel. As a team, we offer a 

broad range of sampling solutions. 

Since 1977, SSI has continually developed 
new sampling techniques, to insure that 

our clients receive the most precise and 
cost-efficient approaches to data collection 

available, including: 

• E-Samples 
• B4siness-to-Business Samples 
• SSI-SNAP Online Sample Ordering System 
• Data Enhancement Services 

Call SSI for sampling solutions at 1-203-255-4200 (00 800 3589 7421 free phone from 
Germany, Netherlands, and the UK), send e-mail to 
info@surveysampling.com, or visit our Web site at 
www.surveysampling.com. 

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

Partners with survey researchers since 1977 

Rabson international sales director. 

Michael Butler and Jennifer Nolan 

have been named research assistant at 
Syrac use, N. Y.- based Knowledge 
Systems & Research, Inc. In addition, 
Patricia Kriegisch Kondapi has been 

named research analyst with the firm's 
health care team. 

Tanya Markovich has been named 

field services manager and Scott Stiles 
research ass istant at Digital Research, 
Inc., Kennebunk, Maine. 

James Sorensen, vice president cl ient 
services, has relocated to the Portland, 
Ore ., headqu arters of Sorensen 
Associates to serve as senior vice presi-

continued on p. 81 
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Surveys examine Web 
purchase process 

Campbell, Calif.-based Talk City, 
Inc., a provider of online communities 
and interactive services for business­
es and consumers, has launched Exit 
Web, an online research application 
designed to provide real-time feed­
back before, during and after pur­
chasing an item on the Web. When a 
customer completes or exits a pur­
chase process, Exit Web generates a 
pop-up survey to capture buyers' reac­
tions to their experiences. The sur­
veys are customizable and can track 
sales motivations, customer prefer­
ences, brand image, demographic 
information and other factors affect­
ing purchasing decisions. Exit Web 
surveys are customized to each 
client's needs. One survey pops up 
precisely when the shopper abandons 

12 

a transaction, and a different one pops 
up when a shopper completes a trans­
action. Exit Web was designed with 
technology that ensures the survey 
will not disrupt normal Web site oper­
ations. Since Exit Web u es a minimal 
amount of code, it can be integrated 
with any e-commerce site. For more 
information call Amy Yoffie at 908-
232-2723 or visit 
www.rci.talkcity.com. 

SPSS back for the Mac 
Chicago-based SPSS has released 

SPSS 10.0 for Macintosh. The first Mac 
release of SPSS since 1995, the soft­
ware features an all-new, native Mac 
user interface. SPSS worked with soft­
ware developer Software MacKiev to 
deliver the new Mac version. Software 
Mac Kiev re-engineered SPSS 10.0 for 
Windows to run as a native Macintosh 
application, compatible with the 

Windows version. The company also 
modified the user interface according to 
standard Macintosh guidelines to make 
it comfortable for the platform 's users. 

SPSS 10.0 is a modular, integrated 
product I ine for data access, data 
preparation, reporting, graphics and 
advanced analysis through statistical 
techniques. The new release updates 
Macinto h users to the latest version 
and delivers new capabilities in all 
areas of the product line, including: 
new modules; predictive capabilities 
for data mining; and dynamic, 
interactive graphics for the first time 
on the Macintosh. The software will 
also be available in a distributed 
analysis architecture (DAA), which 
provides users with improved 
performance with very large datasets. 
The server version is expected to ship 
in the fourth quarter of 2000. 

continued on p. 58 
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WORLD WIDE REACH 

WORLD CLASS RESEARCH 

MODALIS RESEARCH TECHNOLOGIES 
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• Proprietary systems for state-of­
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• Customer Satisfaction programs 

and Market Performance programs 
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expertise 

• Consulting: finding the best 

approach - converting results into 

action 

• More than 1 00 research 
professionals and 300 research 
specialists from 42 countries 



ARF WEEK OF WORKSHOPS: The 
Advertising Research Foundation will 
hold the 2000 Week of Workshops on 
October 16-19 at the Roosevelt Hotel 
in New York. The program will feature 
eight separate one-day workshops that 
will run over consecutive days (two 
parallel tracks) covering topics such as 
brand equity, loyalty marketing, and 
interactive media research. For more 
information call Ajay Durani at 212-
751-5656 or visit www.arfsite.org. 

INTERNET MARKETING CONFER­
ENCE: Greenfield Online will hold its 
second annual Internet marketing con­
ference , Information Edge 2000: 
"Smart Marketers, Online Success, " 
in San Diego on October 16-18. For 
more information call Janice Caston at 
203-846-57 41 or visit www.green­
field.com. 

ORCA CONFERENCE: The 
Qualitative Research Consultants 
Association (ORCA) will hold its 15th 
annual conference in San Diego on 
October 18-21. It will include work­
shops in tools and techniques, new 
qualitative research opportunities, and 
business issues and ethics. 
Attendance is limited to independent 
qualitative research practitioners and 
those working for market research or 
social research firms. For more infor­
mation call 888-67 4-7722 or visit 
www.qrca.org. 

ESOMAR TELECOM CONFERENCE: 
The European Society for Opinion and 
Marketing Research (ESOMAR) will 
hold its telecommunications confer­
ence on October 22-24 in Berlin. For 
more information visit www.esomar.nl. 

CASRO CONFERENCE: The Council 
of American Survey Research 
Organizations (CASRO) will hold its 

14 

WEB RESEARCH TECHNIQUES: The 
Institute for International Research 
(IIR) is presenting "Mastering Web­
based Surveys & Online Research 
Techniques" on October 25-27 at the 
Hyatt Embarcadero, San Francisco. For 
more information call 888-670-8200 
or visit www.iironlineresearch.com. 

ARF ENTERTAINMENT RESEARCH 
CONFERENCE: The Advertis ing 
Research Foundation will hold a con­
ference on entertainment marketing 
and research on November 1-2 at Le 
Meridien Hotel , Beverly Hills, Calif. For 
more information vi sit 
www.arfsite.org. 

SALFORD SYSTEMS SEMINARS: 
San Diego-based Salford Systems will 
hold two seminars, "Building Accurate 
Predictive Models with MARS " 
(November 1) and "An Introduction to 
Tree-Structured Modeling with CART" 
(October 30-31) in Toronto. For more 
information call619-543-8880 or visit 
www.salford-systems.com. 

SENSORY EVALUATION WORK­
SHOP SERIES: As part of its continu­
ing workshop series " Issues in 
Sensory Evaluation ," Tragon 
Corporation will hold a workshop titled 
"Quality Control and Stability Testing" 
from November 6-8 at the Sheraton 
Palo Alto, Calif. The focus of this sem­
inar is the organizational approaches 
to establishing product quality moni­
toring systems within manufacturing 
and R&D; methods for measuring 
product quality and stability, includ­
ing design and analysis. For more 

continued on p. 70 

Intelligex, a New York-based start­
up that will match buyers and suppli­
ers of custom research in a new mar­
ketplace slated for a fall launch, has 
attracted several companies as partic­
ipants. Yankelovich Partners, Opinion 
Research Corporation, and Guideline 
Research are among over a dozen 
research firm which will bid on 
requests for proposals from research 
buyers such as Arthur Andersen and 
2417 Media. Through the www.intel­
ligex.com Web site, Intelligex 's plat­
form will aggregate and match custom 
research buyers with Intelligex-certi­
fied suppliers that best fit their needs 
and allow them to negotiate, collabo­
rate, and transact custom research 
online. 

Princeton, N.J.- based Total 
Research Corporation announced 
that its largest client has advised the 
company that a portion of its current 
marketing research project would be 
reduced. Work on the $8.5 million 
project began in February and was 
scheduled to be completed in 
November. The amount of the reduc­
tion was $3 million, which was sched­
uled to be included as part of the com­
pany's billings on this contract over a 
three-month period. 

Looking Glass, a Denver-based 
marketing firm, is now offering access 
to its Cohorts market segmentation 
system at www.cohorts.com. The 
Cohorts system identifies 27 groups 
of U.S. consumers based on their 
demographic and lifestyle character­
istics. The site includes descriptions 
and illustration of all 27 Cohorts as 
well as case studies and marketing 
applications. 

Minneapolis-based food company 
General Mills has formed a 50/50 
joint venture with MarketTools Inc., 
a Sausalito, Calif., re earch firm, as 
well as taking a minority stake in the 
company. General Mills will also be a 
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significant MarketTools customer, 
which will allow General Mills to 
increasingly conduct consumer 
research over the Internet. "Twenty 
percent of research at General Mills is 
on the Internet," said Gayle Fuguitt, 
vice president of the consumer 
insights division at General Mills, in 
a Reuters article on the joint venture. 
"We plan to expand well beyond that. 
We've found (the) participation rate 
for Internet research to be a high as 
90 percent which is unprecedented. It 
also is a much better way to reach a 
targeted audience." 

South-Western, a division of 
Thomson Learning, has announced a 
partnership with WebSurveyor, an 
Ashburn, Va., online survey technol­
ogy company, to enhance their mar­
keting textbook line. The alliance will 
launch with a CD-ROM bundled in 
the new edition of the textbook 
Contemporary Marketing Research, 
fifth edition. 

A new Internet site, www.atno-

cost.com, lets consumers sample and 
critique a variety of consumer prod­
ucts. The site uses technology called 
Trackable Internet Domain Extension 
(TIDE) which enables manufacturers 
to enter the site and customize their 
research of any possible demograph­
ic profile. Manufacturers can conduct 
market urveys, have products tested 
by members with specific demo­
graphics or from a specific geograph­
ic area and gain consumer feedback 
about their products. 

New York-based research firm 
NPD is partnering with Notara, a 
provider of Web-based services for 
consumer brand companie and their 
licensing, sponsorship and marketing 
partners, to offer news, trend infor­
mation, and online research services 
via the Internet. The partnership 
broadens the audience for NPD's cur­
rent research reports, which are typi­
cally sold to market research execu­
tives. NPD and Notara will co-devel­
op new re earch products that appeal 
to Notara's core audience of licensing, 

sponsorship, and promotions profes­
sionals. Currently, NPD does not offer 
research for that marketplace. Notara 
will publish news, market data, trend 
information, and statistical updates, 
drawn from NPD research, via 
www.notara.net. 

Israel-based NICE Systems , a 
provider of digital recording and qual­
ity management solutions for contact 
centers, and CustomerSat.com, Inc., 
a Menlo Park, Calif., online customer 
satisfaction measurement firm, have 
entered into a strategic alliance 
including a minority investment in 
CustomerSat.com by NICE. The 
alliance involves integration, joint 
development, and marketing of 
CustomerSat.com's solutions by 
NICE. 

Raeleen D' Agostino Mautner has 
founded Italy-U.S. Connection, a 
research, information brokering, and 
cross-cultural training firm, at P.O. 

continued on p. 67 

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

that explores, understands and answers 
the diverse cultural and linguistic 

questions that are vital to the design, 
execution and analysis of every project. 

Domestic and International 
Qualitative and 

Quantitative Research 

October 2000 

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

etc Erlich Transcultural Consultants 
21241 Ventura Boulevard, Suite 193 

Woodland Hills, CA 91364 
Ph: 818/226-1333 Fax: 818/226-1338 

Email: info@etcethnic.com Web: www.etcethnic.com 

www.quirks.com 15 



Editor's note: George Butler provides modeling and 
scoring services through Iona Investment Corp., Redwood 
City, Calif. He can be reached at gabee@mindspring.com 
or 650-365-3127. 

I
f you think of regression modeling as unfathomable ~r 
if you had a hard time with high school algebra, this 
article is for you. For the others, it couldn't hurt. 
Indulge me for a bit and imagine that you are given a 

database containing the age and income of each resident 
in a certain neighborhood. Your boss requests that you use 
this data to come up with a model for that neighborhood 
to estimate someone's income using their age as a pre­
dictor. An urgent call goes out for stalwart statistical help 
in the form of a certain Dr. Sigma over at Information 
Systems. Fortune smiles, the doctor is in. Doc Sigma 
wisely assures himself that there are no extreme values 
of income in the data to warp the analysis. Then he works 
his magic and presents you with a bona fide mathemati­
cal model: "Multiply the age in years by 971.4 and add 
1536.2 and you get annual income in dollars. That's your 
model and it's optimal." 

You are duly grateful to Dr. Sigma and get to work on 
a report for your boss. You use the formula to graph 
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income vertically versus age horizontally and admire the 
economy of this rule relating age to income. It's a straight 
line- and an optimal one, at that. The glow dims some­
what when you see that the model estimates the income 
of 18-year-olds to be $19,021. (These youngsters should 
still be doing homework, not racking up that kind of 
dough.) The luster vanishes completely when you see 
that the estimated income for 70-year-olds is $69,534 
and that each additional year of survival means an auto­
matic $971 boost (hardly accounted for by Social Security 
cost-of-living adjustments). 

Why is Sigma's formula fishy? Because it's a poor 
model. How could it be a poor model when it is "opti­
mal?'' It is optimal only if Sigma's assumption about the 
shape of the model is correct. He assumed that the cor­
rect shape was a straight line. The computer did its part 
by finding a best-fitting straight line of all possible 
straight line , employing a revered technique harking 
back to Karl Gauss ( 1777-185 5). 

Catch-22 
If you sense that there is a Catch-22 here, you are right. 

continued on p. 52 
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Editor's note: Rajesh Nakhwa is 
North American technical support 
manager at Ariba, a Mountain View, 
Calif., e-commerce firm. Monica 
David is vice president of client ser­
vices at CustomerSat.com, a Mountain 
View, Calif., research firm. 

n today's competitive climate of 
global e-commerce, customer loy­
alty is a key factor to success. 
Increasingly, companies are 
demanding immediate access to 

customer feedback in all aspects of 
their business experience. From initial 
purchase to product delivery and tech­
nical support, e-businesses realize that 
sustaining a healthy customer-oriented 
relationship is a full-time endeavor that 
requires constant feedback. 

One such company, Ariba, Inc., a 
Mountain View, Calif., business-to­
business (B2B) e-commerce platform 
and network services provider, is 
using Web-based survey tools to 
improve customer retention. Ariba 
has integrated its Vantive Enterprise 
Customer Relationship Management 
(CRM) system with the Web Survey 
System (WSS) of CustomerS at. com, 
a Mountain View, Calif., research 
firm, to enable its global customer­
support division to collect real-time 
feedback, track trend , get immediate 
notification of less-than-satisfied cus­
tomers, implement department-wide 
best practices procedures, and use 
positive responses to build team 
morale and customer loyalty. 

Tremendous growth 
On the strength of its Ariba B2B 

Commerce Platform - an open, end­
to-end infrastructure of interoperable 
software solutions and hosted Web­
based commerce services - the com­
pany is experiencing tremendous 
growth. It recently posted record rev­
enues of more than $80 million for 
the third quarter of fiscal 2000 - up 
101 percent from the previous quar­
ter and 578 percent from the same 

period last year. 
While Ariba can attribute its indus­

try leadership position to numerous 
reasons, one key factor is its contin­
ued focus on maintaining high levels 
of customer satisfaction. With 
response centers in North America, 
Europe and Asia Pacific, Ariba staffs 
a full-service technical support team, 
which fields inquiries 
from customers around 
the globe via telephone, 
Web or e-mail. Through 
the use of the Vantive 
CRM system, Ariba 
assigns each customer 
inquiry a case number, 
routes it to an appropri­
ate specialist, and pro­
fessionally tracks it from 
initiation to resolution, 
at which time the case is 
closed. 

Prior to using the Web 
Survey System, Ariba 
tracked customer satis­
faction by sending quar­
terly e-mail surveys, 
asking customers who 
used technical support 
during the past three 
months about their sup­
port experience. As 
Ari ba' s business 
expanded, and with 
increases in the diversi­
ty and volume of cus­
tomer calls, its need for 
a real-time feedback sys­
tem grew. 

With the Web Survey System and 
its Vantive CRM integration module, 
Ariba's customer satisfaction mea­
surement program is now an inte­
grated, real-time, two-way relation­
ship, which has empowered Ariba to 
efficiently serve its growing customer 
base. "Customer satisfaction has been 
a key driver of Ariba's phenomenal 
growth," says Ariba CEO Keith 
Krach. "Online customer feedback 
helps us retain valued customers and 
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build lifelong relationships with them." 

A customer service challenge 
Prior to 1999, Ariba' s primary offer­

ing was one product- Ariba Buyer- an 
e-procurement application. Gathering 
customer feedback was accomplished 
quarterly through e-mail surveys. For 
Ariba's customers, who generally had 

multiple inquiries regarding the same 
product, this methodology was suffi­
cient, as customers could accurately 
relay their experiences even several 
months after the trouble case was 
closed. 

Ariba found, however, that as the 
company expanded its offerings, it 
received a higher degree of unique 
inquiries from a broader range of cus­
tomers. This change in technical sup­
port dynamics accelerated the need for 

continued on p. 72 
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Editor's note: Victor Crain is vice 
president, technology division, 
ICR/International Communications 
Research, a Media, Pa., research firm. 
He can be reached at vcrain@mail.icr­
survey.com or at 856-234-1695. James 
King is director of quality, Unisys U.S. 
Federal Government Group. 

U 
nisys U.S. Federal 
Government Group ha been 
serving the federal market for 
more than four decades. The 
Group i an information tech-

nology services and solutions provider 
to the federal government, selected U.S. 
public sector organizations and state 
Medicaid agencie . 

Unisys' successful track record is 
based in part on understanding what it 
takes to serve the federal market, and 
careful attention to customer require­
ments. As a sign of how the company 
has done, in 1998 Unisys received six 
major customer awards including two 
Hammer Awards from Vice President 
Al Gore and an award from the 
Department of State for outstanding ser­
vice. U nisys takes customer satisfac­
tion very seriously. 

Finite number 
Satisfied customers are vital to any 

successful enterprise, especially when 
there are a finite number of customers, 
and each one accounts for mi11ions of 
dollars in potential business. But imag­
ine a situation in which these customers 
share information about how satisfied 
they are with their vendors, and where 
vendor ratings on elect ati faction 
measures are a mandated part of pro­
curement decisions. 

This is the environment facing com­
panies serving federal agencies. Using 
information technology as an example, 
despite the size of the federal govern­
ment, there are a relatively small num­
ber of decision-makers controlling sev­
eral billion dollars in annual spending 
on technology services and products. 
In a highly formalized decision-making 
process, vendor satisfaction rating can 

account for up to half of the criteria for 
procurement decisions. 

To be successful as a vendor to the 
federal government over time, you have 
to make sure your clients are highly sat­
isfied with the products and services 
you provide. This is more difficult to do 
in the technology sector today. 
Contracts are fulfilled globally, and 
technology vendors now have less 
absolute control over what they pro­
vide. Technology has moved beyond 
the point where any one company can 
manufacture all products and services 
needed by a customer for a specific 
assignment. A critical element in ser­
vicing customers involves effective 
management of third-party subcontrac­
tors. Much of what affects customers 
may not be visible directly to vendor 
management. 

One of the key tools in monitoring 
and managing performance is the cus­
tomer satisfaction measurement pro­
gram that the Unisys U.S. Federal 
Government Group has put in place. 
Obviously, when dealing with a small 
number of strategic customers, there is 
rupple opportunity for vendor manage­
ment to hear about problems or com­
plaints. However, this ad hoc feedback 
may not provide a fair picture of the 
overall relationship with a customer. It 
certainly limits the opportunity for 
proactive problem identification and 
prevention. The systematic feedback 
generated by the survey provides a bal­
anced view, as well as insights that can 
contribute both to the conduct of ongo­
ing work and to the design of future 
proposals and project plans. 

Federal procurement policies 
Federal procurement is based on a 

competitive bidding process. The crite­
ria used in selecting the bid are explic­
itly stated in the request for information 
(RFI) or request for proposal (RFP). The 
weighting assigned to each criteria is 
denoted by a number of points (e.g., out 
of a total of 1 00) assigned to the item. 

In 1994, the federal government for­
malized cu tomer satisfaction as a cri-
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terion in procurement decisions with 
passage of the Federal Acquisitions 
Streamlining Act. The Office of Federal 
Procurement Policy issued a report on 

, best practices for considering vendor 
: past performance in procurement deci­

sions in May 1995. In the federal gov­
ernment's view, "The use of past per­
formance as an evaluation factor in the 
contract award process ... enables agen­
cies to better predict the quality of, and 
customer satisfaction with, future work. 
It also provides the contractors with a 
powerful incentive to strive for excel­
lence."1 This logical view of vendors is 
not so very different from how con­
sumers think about service providers. 

The inclusion of past performance 
measures was a major break from a tra­
ditional, proposal-driven selection 
approach. "To select a high quality con­
tractor, commercial firms rely on infor­
mation about a contractor's past per­
formance as a major part of the evalu­
ation process. The government, on the 
other hand, for large contracts attempts 
to select a quality contractor by analyz­
ing elaborate proposals describing how 
the work will be done and the manage­
ment systems that will be used to ensure 
good performance. The current prac­
tice allows offerors that can write out­
standing proposals, but may not per­
form accordingly, to continue to 'win' 
contracts when other competing offer­
ors have significantly better perfor­
mance records, and therefore, offer a 
higher probability of meeting the con­
tract requirements." 

The goal of procurement is to meet 
the contract requirements as cost effec­
tively as possible, not merely reward 
excellence in writing. 

Satisfaction assessment is based in 
part on prior experience with a vendor 
by the agency in question, and on the 
past experience of the vendor in serving 
other agencies with similar procure­
ment requirements. Typical questions 
on which vendors are rated include: 

• conformance to specifications and 
to standards of good workmanship; 

continued on p. 76 
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Editors note: Tom Logue is a project 
manager at Message Factors, Inc., a 
Memphis, Tenn., research firm. He can 
be reached at tlogue@messagefac­
tors.com. 

It's a CEO's dream: Every time the 
office doors open, customers by the 
thousands show up to greet arriving 

employees with wild cheers of sup-
port. Many are long-time customers 
while others have just discovered the 
company, but ' all proudly display its 
logo on everything from hats and key ·. 
chains tot-shirts and bumper stickers. 
When the newest employee walks in, 
these avid patrons know not only his 
name, but his record of professional 
achievement too. "Hey, that's John 
Wilkinson from Tulsa," they say. "He's 
going to do great things for this orga­
nization!" Their enthusiasm can't be 

contained. It spills all over town as 
customers tell everyone how the com­
pany is beating the competition sense­
less. 

Welcome to the world of baseball, an 
industry that instills rabid loyalty in 
its customers. A loyalty that is passed 
from generation to generation, that 
makes friends out of strangers and ene­
mies out of friends. However, for peo­
ple in the sports business, it poses dif­
ficult questions. What should we do 
with this loyalty? How do we keep it, 
grow it and take advantage of it with­
out compromising it? 

These were the questions posed by 
the West Michigan Whitecaps, a minor 
league baseball team in Grand Rapids 
that asked Message Factors, a 
Memphis, Tenn., research firm, to help 
them determine how to effectively 
maintain fan loyalty on a limited bud-

get. They had gleaned a few ideas from 
fan complaint - like the possibility of 
undertaking a major construction pro­
ject to ease parking-lot congestion -
but otherwise lacked clear direction in 
their approach to fan loyalty. 

Message Factors developed a study 
for the Whitecaps using its proprietary 
Value Analysis technique, which 
examines the relationship between 
overall perceived value and specific 
satisfaction attributes to determine loy­
alty drivers. Value Analysis goes 
beyond the numbers to tell a company 
"The Four Things Your Customers 
Want To Tell You." They are: 

• The Basics - what customers 
expect of the company. 

• Value Issue- what customers value 
about the company. 

• Irritations - what customers don't 
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like about the company. 
• Unimportants - what customers 

don't care about. 

Which to test? 
The first and most crucial step in 

finding out what fans wanted to tell 
the Whitecaps was determining which 
issues to test. Through detailed one-on­
one interviews with team staff and 
fans, and selections from our own data­
base of industry-specific issues, we 
identified every point of contact 
between the Whitecaps and their fans. 
We designed a questionnaire that incor­
porated these 71 attributes, as well as 
general demographics and additional 
questions needed for our proprietary 
analysi , and distributed surveys to 
fans at a Whitecaps game. They were 
asked to rate the Whitecaps on each 
attribute, and were also asked to rate 
another familiar sporting event. 

From the 1,010 questionnaires that 
were returned, we determined which 
attributes were Basics, Value Issues, 
and Irritations (there were no issues 
considered Unimportant in the study). 
The Basics included attributes such as 
stadium safety, restroom cleanliness, 
and variety of food items. 

For the Whitecaps, meeting cus­
tomers' basic expectations only guar­
antees that they will not be removed 
from consideration among available 
attractions. Exceeding basic expecta­
tions would yield no extra benefit, but 
underperforming in thi area would 
cost them customers. 

To build loyalty among their fans, 
the Whitecaps needed to focus on 
Value Issues. These included attribut­
es such as helpful box office personnel, 
convenience of purchasing tickets and 
opportunities for autographs. These 
attributes had the highest contribution 
to overall value perception, and there­
fore also the highest contribution to 
loyalty. 

When customer Irritations were 
identified, it was not surprising that 
many involved souvenirs, including 
price, quality, variety and shop hours. 
Although fans aren't very satisfied 
with these attributes, they don't expect 
to be satisfied. They know that anyone 
who goes to a sporting event hoping for 
quality souvenirs at a fair price is 

www.quirks.com Quirk's Marketing Research Review 



bound to return home disappointed. In 
general, if innovation cannot redefine 
how customers think of an Irritation 
and add value to the concept, these 
attribute can be ignored without harm­
ing loyalty. 

The next step wa Theme Analysis, 
which examines the interrelationships 
among issues to identify overarching 
patterns and concepts. This step is usu­
ally the most helpful for our clients 
because it provide two unique bene­
fits. First, it defines a clear message 
that can be communicated more direct­
ly - both inside the organization and 
when marketing externally- than a net­
work of specific attributes. Second, it 
determines areas where performance 
increases on one attribute can lead to 
perceptions of progress on other attrib­
utes, increasing the impact of each dol­
lar spent on improvements. 

Key themes 
For the Whitecaps, several key 

themes emerged. The most notable 
theme was personnel, which consisted 
almost entirely of Value Issues. Almost 
every point of contact with fans -
including the box office staff, vendors, 
concessionaires, even the P.A. 
announcer - was a high contributor to 
value perception. Both the Whitecaps 
and their competition scored about 
average on personnel issues, giving the 
Whitecaps an opportunity to differen­
tiate themselves from other competi­
tive sports by becoming even more 
fan-friendly. 

Finally, a segmentation analysis was 
performed on several groups, including 
heavy users (those who attended five 
games or more per season) and lawn 
seating patrons. Each of these seg­
mentations gave insights into the 
unique loyalty drivers for each group. 
For example, heavy users value con­
venience of purchasing tickets more 
than the general population, while fans 
seated on the lawn were more con­
cerned about clarity of the sound sys­
tem. 

Based on these finding , the 
Whitecaps were able to follow a spe­
cific course of action. Since they per­
formed well on the Basics, they were 
able to shift their focus to improving 
and communicating Value Issues. The 

Theme Analysis provided broad, easi­
ly-grasped concepts to target in inter­
nal planning and external marketing 
efforts. Value Analysis transformed fan 
loyalty from a vague, intangible phe­
nomenon into a clearly defined cause­
and-effect relationship. 

In addition to gaining long-term 
strategic advantages, the Whitecaps 
also enjoyed an immediate and dra­
matic financial windfall. They 
learned that the post-game parking­
lot congestion they were planning to 

address was only an Irritation to fans. 
Yes, they were complaining, but the 
crowded exits weren't keeping any­
one away from the games. Thus the 
Whitecaps not only avoided the 
headaches of a major construction 
project, but saved nearly a half-mil­
lion dollars as well. 

And what about the Whitecaps fan 
loyalty? The following season, the 
team raised its season ticket prices 
25 percent - and got a 100-percent 
renewal! r~ 
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Visit www.Cu6tomer5at.com/CRM to see how you can connect with 
your customers - turning them into advocates! 

CustomerSat.com 1-800-372-7772 Leading the Way in Building Customer Loyalty-OnLine. 
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Customer Satisfaction Research 

Editor's note: Colleen Currier is 
marketing resources manager at 
BASF Corporation, Mount Olive, 
N.J. She can be reached at 973-426-
2834. Arthur H. Schultz is director of 
advanced analysis at RSVP Research 
Services, Philadelphia. He can be 
reached at 215-969-8500. 

I 
n customer satisfaction research, a 
frequent practice is to compare the 
satisfaction levels that customers 

say they experience in doing busi-, 
ness with the study sponsor against 
their experience with several differ­
ent competitors. Comparisons are 
made for overall satisfaction, and for 
each of several product and service 
characteristics (product quality, cus­
tomer service, timely delivery, etc.). 

Typically the respondent-provided 

ratings for each supplier are aggre­
gated, using either an average or a 
top-box percentage. Then the aggre­
gated values are compared. Below 

Supplier 

Competitor 1 

Sponsor 

Competitor 2 

Competitor 3 

are the top-three box (scale of 1 to 
1 0) percentages for overall satisfac­
tion that were computed in a recent 

study of the suppliers of an industri­
al commodity. 

Based on the top-box analysis, 
competitor one was clearly the satis-

Overall Satisfaction 
Top 3 Box 0/o 

(8, 9, 10) 
77 

56 

52 

31 

faction leader, and competitor three 
was clearly the worst performer. The 
study sponsor and competitor two 
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were essentially tied for second 
place. 

Limitations of top-box percentages 
and averages 

Let's first describe just two of the 
limitations of top-box percentages 
and averages as mea ures of satis­
faction, and then see how a imple 
alternative analysis can provide addi­
tional insights. 

1. Top-box percentages and aver­
ages are aggregate values, and they 
lose the fine-grain detail that is avail­
able from each respondent. 

Imagine that respondent 001 rated 
the study sponsor with a 10, and 
competitor one with a 6. Imagine fur­
ther that respondent 002 did just the 
opposite, rated the study sponsor a 6 
and competitor one a 10. 

The actuality is that the study 
sponsor and competitor one each 
have one customer that regards 
them favorably, and one that does 
not. However, an average (for 
just these two respondents) would 
be 8 for the study sponsor and 8 
for competitor one. Top-box per­
centages would both be 50 per­
cent. 

If we knew only the average or 
the top-box percentage, we would 
infer that the performance of the 
two suppliers is identical. We 
could not tell whether individual 
respondents gave similar rating , 
or gave different and opposed rat­
ings. For our example, the fact 
that the respondents hold different 
views is lost as a result of making 
the comparison after aggregating. 

2. Top-box percentages and 
averages cannot deal simultane­
ously with the ratings of both 
"hard scorers" and the ratings of 
"easy scorers ." (We ca11 this effect 
"scale bias," that is, the tendency 
of some respondents to concen­
trate their answers in just one part 
of the provided cale.) 

Imagine that respondent 001, a 
generous and easygoing soul, rated 
the study sponsor a 10, and com­
petitor two an 8. The respondent 
prefers the study sponsor over 
competitor two, but both suppli-

ers would benefit equally in a top­
box computation. 

And imagine that respondent 
002, a severe and demanding indi­
vidual, rates the study sponsor a 7, 
and competitor two a 5. Again, the 
respondent has a clear preference 
for the sponsor, but both suppliers 
are penalized equally in a top-box 
computation. 

Finally there is respondent 003, 
a middle-of-the-roader. She rates 
the sponsor 9 and competitor two 
a 7. Finally we have a respondent 
who does what we expect: puts one 
supplier in the top-three box range 
and one outside. 

We have three respondents, each 
preferring the sponsor, and each 
giving the sponsor a two-point 
edge over competitor two. But top­
box analysis only sees one of 
them. 

What to do? 

Discrete satisfaction-gap profiling 
We have developed a simple pro­

cedure that does not aggregate the 
respondent data. This procedure just 
counts. It makes no use of either top­
box ratings or averages. It can be 
used to supplement comparisons of 
top-box rating and averages, or to 
replace them. 

We call this procedure process 
Discrete Satisfaction-Gap Profiling: 

• Discrete ... because we do not 
aggregate the data before we make 
the comparisons between suppliers. 
Instead we look at each re pondent' 
ratings individually, one at a time. 

• Satisfaction-gap ... because that 
is exactly what we are examining, 
the satisfaction gap between the 
study sponsor and the competitor. 

• Profiling ... because the end­
result is a three-value profile that 
describes the relationship between 
the study sponsor and each competi­
tor. 

Discrete satisfaction-gap profiling 
has several benefits: 

• It retains the full information con­
tent of the data set, and can thus can 
provide insights not available from 
averages or top-box percentages. 

• It avoids all "scale bias" effects. 
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• And, perhaps the biggest advan­
tage of all, it is unequivocal. 

Each respondent has weighed the 
two suppliers and made a choice. 
There is no need to explain the use of 
sophisticated statistical tools to the 
clients. Like a boxer or a basketball 
team , their company has a record: 
win, lose, draw. End of story. 

These are the steps: 

Overall Satisfaction 

competitor one, the percentage that 
gave a tie versus competitor one, and 
the percentage that gave an unfavor­
able gap versus competitor one. 

We repeat this process for each 
competitor. 

An application 
We' ll examine the results of apply­

ing discrete satisfaction-gap profiling 

Satisfaction Gaps(%) 
(Sponsor - Competitor) 

although these values are not used in 
the profiling. Since a gap is the dif­
ference between ratings of the spon­
sor and each competitor, the row in 
the table for "sponsor" is empty.) 

The three rows in the satisfaction 
gap section of the table provide the 
profile for the sponsor versus each 
competitor. 

Some things have not changed. 

Supplier Top 3 Box 
(8 , 9, 10) Unfavorable Tied Favorable 

The top-box analysis concluded that 
competitor one was ahead of the 
sponsor in providing overall satis­
faction. Discrete satisfaction-gap 
profiling supports this finding. 
Versus competitor one, 30 percent of 
the respondents who directly com­
pared the sponsor and competitor one 
preferred competitor one; only 13 
percent preferred the sponsor. (And 
58 percent saw little difference 
between them.) 

(-2 or worse) (-1,0,+1) ( +2 or better) 
Competitor 1 77 

Sponsor 56 

Competitor 2 52 

Competitor 3 31 

I . For each respondent we com­
pute a sati sfaction-gap between the 
study sponsor and the competitor. 
The satisfaction gap is the differ­
ence between the satisfaction rat­
ing the respondent gave the study 
sponsor and the rating the respon­
dent gave the competitor. 

Our convention is always to sub­
tract the ratings of the competitor 
from the study sponsor. Thus if 
respondent 001 gave a rating of 10 to 
the sponsor and 7 to competitor one, 
the sati sfaction gap was 3. If respon­
dent 002 gave a rating of 6 to the 
sponsor and 8 to competitor one, the 
satisfaction gap was -2. 

2. Next, we classify each respon­
dent' s gap as being favorable (to the 
sponsor), a tie , or unfavorable. 

To class ify the gaps , we mu st first 
make a key assumption: 

- Gaps of +2 or greater are favor­
able for the sponsor. 

- Gaps of+ 1, 0, or -1 are ties. 
-Gaps of -2 or worse are unfavor-

able for the sponsor. 
Thi s assumption is arbitrary, but 

we think sensible. Other classifica­
tion s might be appropriate under 
other circumstances. If a scale other 
than 1 to 10 is used, some other 
scheme is necessary. 

3. Then we compute the percentage 
ofresponden~thatgavethesponsor 

a favorable sati sfaction gap versus 

30 58 13 

-- -- --

11 59 30 

15 48 39 

to the suppliers of the industrial com­
modity mentioned earlier. Likewise, the top-box analysis 

concluded that competitor three 
trailed the sponsor, and the satisfac­
tion gap profile supports this con­
clusion. Thirty-nine percent of the 

The end result is a table similar to 
the one shown. (We have included 
the overall satisfaction top-three box 
data shown earlier for comparison, 
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is a good way to lose them . 

Customer sat i sfaction doesn't guarantee customer loyalty. 
To retain customers in today's marketplace, you must offer 
them something of real value. Fortunately, Value Analysis ™ 
helps you determine what your customers value. It can keep 
your customers loyal and persuade your J 
competition's customers to become 
your loyal customers as well. For more 
information on Value Analysis, call MESSAGE FACTORS, INC." 

Message Factors at 800-300-2516. Insightful Marketing Research 

www. messogefoctors. com 
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respondents who directly com­
pared the sponsor and competi­
tor three preferred the sponsor; 
only 15 percent preferred com- 40 
petitor three. (And 48 percent 
saw little difference between 
them.) 

30 
But some information is new, ...... 

and startling. For one thing, c 
:>. 

roughly half ( 48 percent to 59 g 
Q) 20 percent) of the respondents see :::1 
tT 

the sponsor and the competitors e 
u. 

as tied in providing overall sat-
isfaction (by our definition of 10 

±1 rating point equals a tie). 
This is true regardless of the 
competitor to which respon­
dents compared the sponsor. 

0 

The fact that for every com­
petitor, half or more of the 
respondents were about as satisfied 
with the sponsor as with the com­
petitor could not have been inferred 
from the top-box analysis. This find­
ing has many critical implications 
for sales management and advertis­
ing. 

Sponsor vs. Competitor 2 
Satisfaction-Gap Profile 

Percent of Respondents Showing Specific Gaps 

23 
21 -
-

15 
-

11 11 
- 9 r--

-

-7 ·6 -5 ·4 ·3 ·2 ·1 0 2 3 .. 

6 

2 n D 
4 5 

Unfavorable (11%) Tie (59%) Favorable (30%) 

2 

D 
6 7 

Further, the top-box overall satis- good; about three times as many 
faction rating implied that the spon- respondents favor the sponsor as 
sor and competitor two are tied in favor competitor two (30 percent 
the minds of the respondents (top- favorable comparisons versus 11 
box ratings of 56 percent versus 52 percent unfavorable). 
percent). Yet the profile of the sppn- (The reason for the failure of the 
sor versus competitor two was quite top-box comparison to detect this 
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fact was because, for 57 percent of 
the direct comparisons of the sponsor 
and competitor two, the ratings for 
both the sponsor and competitor two 
were either both within the 8, 9, or 10 
top-box range, or both outside it. 
Compar ing top-box percentages 
detects a difference only when one 
rating is within the top-box range and 
one is outside it. For this set of data, 
using a top-box percentage compar­
ison effectively ignored 57 percent of 
the comparisons the respondents pro­
vided.) 

Using graphs 
Although we did make our suppli­

er comparisons before we combined 
any results, we nevertheless did then 
lose some detail when we combined 
gaps into just three categories -
favorab le, ties, and unfavorable. 

We can turn up the magnification 
of our analytical microscope by look­
ing at all the gaps. A table can present 
this data, but we have found that a 
chart is more quickly gra ped by 
client management. The chart looks 
more closely at competitor two. 

Here we learn more. The entire 11 
percent of respondents who favored 
competitor two over the sponsor all 
did so by a difference of only two 
rating points (in the rating cale of 1 
to 10). But the 30 percent who 
favored the sponsor mostly did so 
by a difference of three or more. 
Thu graphical analy is reinforces 
our conclusion that, although the 
top-box ratings for overall satisfac­
tion indicate that the sponsor and 
competitor two are tied for overall 
satisfaction, the sponsor does in fact 
have a perceived advantage over 
competitor two in the minds of those 
respondents who rated both (but 
always remembering that 59 percent 
of those respondents saw little dif­
ference between the sponsor and 
competitor two). 

Disadvantages of discrete satisfac­
tion-gap profiling 

Does discrete satisfaction-gap pro­
filing have any drawbacks? We see 
two. 

1. The first is that the work of 

analysis increases. Simply compar­
ing averages or top-box percentages 
and noting who comes in first is a 
quick and undemanding procedure. 
The computer provides a sorted list, 
and the analysis is finished. 

Discrete satisfaction-gap profiling 
requires that a thoughtful analyst put 
some time into examining all of the 
three-value profiles, and that the ana­
lyst also in some cases looks at the 
underlying frequency distributions. 
Increased effort equals increased 
cost. 

2. The second is that the data can 
get rather sparse. The study under 
discussion had 150 respondents from 
a survey candidate list of about 450, 
a typical mid-sized study for indus­
trial work. (Many industrial studies 
have a survey candidate list of under 
100, and total respondents number­
ing in the 20s or 30s.) To keep the 
phone interview to a reasonable 
length, each respondent was asked 
to rate only the sponsor and two other 
suppliers. As a result of this design, 
the number of direct comparisons 
available for discrete satisfaction­
gap profiling was about 50 for each 
competitor. We think this level is 
adequate, but would be concerned 
should it be much lower. 

. In summary: 
• Comparing averages and top-box 

percentages to learn which supplier 
has the satisfaction advantage can 
Jose some of the information the 
respondents have provided. 

• The cause of this loss is that aver­
ages and top-box percentages make 
the comparison after the data has 
been aggregated, losing the informa­
tion on perceived satisfaction gaps 
that is available when we look at 
each respondent individually. 

• Counting the perceived satisfac­
tion gaps reported by each re pan­
dent keeps this information, and pro­
vides a deeper insight into the nature 
of satisfaction differences among 
competing suppliers. 

• Discrete satisfaction-gap profil­
ing provides a more unequivocal 
description of customer preferences 
among competitors than can aver­
ages or top-box percentages. r~ 

October 2000 www.quirks.com 

ATTENTION HEALTH CARE 
RESEARCHERS! 

Introducing the 
Medical Marketing 

Service 
Market Research 

Data Resource Center 

Official Source for 
American Medical Association 
Masterfile 
Data Service Requests: 

• Current Historical, 
Physician Data 

• Current Group Practice, 
Student Data 

Overlay Data for Targeting, 
and Contacting Physicians 

• NDC Prescriber Profiles 

• Accurate office phone, 
fax and e-mail addresses 

Full Data Services Available: 

• Sample selection 

• Special tabulations 

• Ana lyses 

For a capabi lities brochure, 
call Rick Fleming at 
1-800-MED-LIST (633-5478), 
X 3322 

E-mail: 
R-Fieming@mmslists.com 

or see our Web Site: 
www.mmslists.com/research 

31 



Customer Satisfaction Research 

Editor's note: Tim Glowa and Sean 
Lawson are principals of North 
Country Research, a Calgary, 
Alberta, research firm. They can be 
reached at 
Tim. Glowa@ ncResearch. com or 
Sean. Lawson@ ncResearch. com. 

T
here are many approaches used 
for satisfaction monitoring and 
just as many scales for measur­

ing and reporting the results. 
Unfortunately, the measurement of 
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By Tim Glowa and Sean Lawson 

satisfaction is often considered to be 
an end goal, and the impact of 
achieving satisfaction ratings upon 
the bottom line is often completely 
ignored. 

This article investigates common 
misconceptions about satisfaction 
measurement and the assumptions 
inherent in many satisfaction stud­
ies. Then, through a discussion of 
how satisfaction is typically mea­
sured, a new scale is introduced that 
provides increased descriptiveness 

and strategic insight for satisfaction 
researchers. Finally, we suggest how 
satisfaction measurement results can 
be made actionable by linking satis­
faction measures to customer behav­
ior through predictive modeling tech­
niques. 

Obsession with satisfaction 
Management is seemingly 

obsessed with satisfaction ratings. 
They refer to them in reports, encour­
age staff to help increase client sat-
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isfaction, tie bonus packages to sat­
isfaction indexes, and they do a lot of 
surveys to find out how clients feel 
about their product/service. 

Many companies sponsor recur­
ring satisfaction studies that are com­
pared against previous studies in an 
effort to benchmark corporate per­
formance. This satisfaction obses­
sion has led companies to think of 
satisfaction measurement as an indi­
cator of performance - a proxy for 
profit or market-share numbers. 
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Although the relationship between 
satisfaction and corporate earnings 
has a visceral appeal, there is some­
thing overly simplistic about the 
assumption that a simple index of 
satisfaction has the import of a prof­
it calculation. 

The reason for this misconception 
lies in two common assumptions that 
most satisfaction measurement pro­
jects have in common: 

1) that satisfaction and the bottom 
line are positively correlated; and, 

2) that satisfaction metrics suggest 
a strategy for increasing satisfaction. 

Let us consider these assumptions. 
If we invoke the fundamental eco­
nomic assumption (and there is no 
reason not to in this context) of the 
"profit motive," then it is safe to say 
that management should be interest­
ed in increasing revenues and 
decreasing costs above all else. 
Further, management, employees , 
and consultants will all tell you that 
higher levels of client satisfaction 
are better for the company, but no 
one discusses the cost of achieving 
the higher ratings. The costs are not 
considered to be real, or more accu­
rately they are always assumed to be 
economic - worth the expenditure. 
Certainly, it makes sense that, as cus­
tomers are increasingly happy with a 
product, they may demand more of it, 
but certainly there is a limit. This is 
an example of decreasing returns to 
investment. However, it is rare that a 
satisfaction measurement study con­
siders the costs of achieving an 
increased satisfaction ranking or 
what that increased level of satisfac­
tion (or service) would be worth to 
the consumer. 

Satisfaction studies need to con­
sider what the end goal of manage­
ment and the corporation is- in most 
cases, to increase profits (or, very 
often, market share)- and define the 
linkage between satisfaction and that 
goal. 

The second assumption (that satis­
faction measurement implies strate­
gies for improvement) is best con­
sidered in the context of some exam­
ples. Look at the ways that satisfac­
tion is usually measured. Some 
scales use biased wording (e.g., "not 
satisfied" to "very satisfied"); some 
try to gauge satisfaction based on 
expectations (e.g., "worse than 
expected" to "better than expected"); 
others use terminology open to inter­
pretation (e.g., "not very important" 
to "very important"). In the end, 
there is nothing about the previous 
measurement scales that would imply 
a strategy for improving satisfaction 
any more than a bathroom scale pro-
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vides nutritional insights. 
What good wi 11 it do to know that 

your company scored a "3 out of 5" 
or a "very good" when you have no 
idea ho w impro ve that ratin g or 
whether it is even worth improving? 

Management needs more informa­
ti on and the burden to provide it falls 
naturall y to the researcher. 

How should satisfaction be mea­
sured? 

Ideally, satisfaction should be mea-
sured in the same context in which it 
is supposed to exist or be provided. 
That is, just like you measure a per­
son's weight by putting them on a 
scale rather than asking them out­
right. The sati sfaction of a group 
should be measured by examining 
how differing levels of service affect 
the choices made by the group. Now, 
while putting people on a scale to 
measure their weight is within the 
realm of possibility, examining an 
infinite number of real-life situations 
in which the members of a group 
behave in response to varied service 
levels is definitely not. As much as 
we w i s h o th e rw i se, m arket 
researc he r s do not have a ll th e 
answers. 

The key to successful and mean­
ingful meas ure ment is getting as 
close to thi s ideal as possible. There 
are two main components . First, the 
scale used to measure performance 
should provide succinct guidance on 
how to improve the measure. Second, 
there should be an unders tanding of 
the linkage between satisfaction and 
behavior. 

What is your scale telling you? 
The standard measurement tool is 

the Likert scale (or mu ltiple choice 
cale). It allows the researcher to 

offer a variety of op tio ns to the 
respondent, but as suggested previ­
ously there are some problems with 
th e inte rpre ta ti o n of the scales. 
Joseph Duket explains that according 
to the standard dictionary definitions 
"poor" means "inferior and un atis­
fac tory," whil e " in fer ior" means 
"lower in quali ty, worth or adequacy; 

mediocre." Finally, " mediocre" is 
defined as "of only average quality." 
Does thi s mean that a "poor" rating 
is average? Probably not. The point 
he re i s th a t th e rese arch e r a nd 
respondent can become swallowed 
up in a sea of semantic conflations 
that makes meaningful analysis very 
difficult. 

satisfaction variables have different 
meanings in other countries, and pro­
poses using a dichotomous adjective 
scale where only the definitive end­
points are defined (e.g. , such as 
"totally satisfied" to "totally unsat­
isfied"). This is an improvement over 
traditional scales since a "totally sat­
isfied" customer cannot be satisfied 

Another approach, suggested by further. However, a problem arises 
Steven Lewis, argues that the inter- ' if management tries to act upon mea­
mediate rating terms used to describe surements like these. Where do they 
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tart? Simply knowing a sati faction 
rating provides little direction on 
how a performance or satisfaction 
attribute could be improved. 

Likert (and the related, semantic 
differential scale) scales are efficient 
ways to collect data but they often 
need to be augmented by qualitative 
responses in the re pondent's own 
words (written answers) to fully 
understand why the respondent gave 
the answer they did. What is needed 
is a hybrid between the efficiency of 
a multiple-choice style scale and the 
descriptiveness of written answers. 

One alternative is to replace the 
standard increments of a Likert scale 
with carefully constructed propo i­
tions that provide the respondents 
with a clear articulation of their expe­
riences. Compare the following 
scales from an airline satisfaction 
study: The first is a typical Likert 
scale; the second is a propo itional­
descriptive scale. 

Scale A: Standard Satisfaction Scale 
How would you rate the performance of 
the in-flight crew today? 

(1) Poor 
(2) Fair 
(3) Good 
( 4) Very Good 
(5) Excellent 

Scale B: Propositional-Descriptive 
Scale 
How would you rate the performance of 
the in-flight crew today? 

(1) anticipated your needs and made you 
feel that they were genuinely pleased 
to serve you; 

(2) were pleased to serve you and 
provided assistance when asked; 

(3) made you feel like they were just 
doing their jobs; 

(4) often neglected your needs even 
when asked. 

Clients who have used proposi­
tional-descriptive scales feel they 
provide a cleaner measure of satis­
faction and better strategic direction. 
Although the above scales were not 
tested in the field, similar tests of 
standard-Likert or semantic differ­
ential scales versus propositional-

descriptive scales suggest that 
respondents are less likely to cluster 
towards the middle or top of the 
scale, as often happens when respon­
dents are reluctant to say something 
critical. 

The u e of propositional-descrip­
tive scales gets us closer to under­
stand in g what strategie can be 
employed to increase satisfaction. If 
the results of the study show that air­
line travelers general1y feel that the 
in-flight crew was "just doing their 
jobs" then that is something that can 
be communicated to management, 
who, in turn, can promote increased 
service levels or add more staff to an 
in-flight crew. 

Using a propositional-descriptive 
scale may provide more information 
about satisfaction level s and how to 
improve them but there is more to 
the equation than that. What is the 
value of achieving higher satisfac­
tion levels? Is it worth it? 

How satisfied? 
How satisfied do you want them to 

be? Management must answer this 
question . However, in order to 
answer it they will need to know 
what drives client satisfaction and 
how they can affect atisfaction rat­
ings. Once the satisfaction level of a 
group is clearly understood in terms 
of its determinants then management 
can decide whether the efforts (and 
costs) required to increase satisfac­
tion are worth it. 

It should be noted that, regardless 
of the research methodology and 
tools employed, many researchers 
are bypassing an opportunity to 
increase the value of satisfaction 
re earch to the client. What good is 
it to know the determinants of satis­
faction when the end goal is the bot­
tom line? The vast majority of satis­
faction measurement techniques fail 
to clearly demonstrate the linkage 
between changes in satisfaction per­
ceptions and changes in market 
share. As such, they may be able to 
tell that overall satisfaction of a 
group will increase should the per­
ceived satisfaction of a specific 
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attribute improve, but there is no 
linkage made to the bottom line. In 
some cases, researchers simply 
assume that increases in satisfaction 
result in a corresponding increase in 
market share. There is no necessary 
connection between satisfaction and 
market share that would support this 
blanket assumption. 

If management is ultimately con­
cerned with the bottom line, then 
increasing sati faction in a group 
should increase the client's market 
share enough to justify the resources 
required to achieve the higher rat­
ing. If this is not the case then high­
er satisfaction ratings, for that client, 
have become counterproductive. The 
research into satisfaction must be tied 
to the costs of achieving higher sat­
isfaction and whether there will be an 
offsetting increase in demand to jus­
tify the expenditure. Again, the 
approach to consider is the one that 
most closely resembles the decision 
environment of the respondents. 

Discrete choice modeling and sat­
isfaction measurement 

The decision environment can best 
be approximated by asking the 
respondent to participate in a repeat­
ed set of hypothetical situations 
where they make decisions just as 
they would if they were faced with 
the situation in real life. The tool in 
this case is discrete choice model­
ing. (For a longer discussion on dis­
crete choice modeling, please see the 
article by Steven Struhl mentioned in 
the section on further reading.) 

Discrete choice models are derived 
by placing respondents in hypothet­
ical situations where they are asked 
to choose between two or more com­
petitors offering a product or service 
that is defined by a series of satis­
faction attributes. Since respondents 
are stating a choice for which prod­
uct they prefer, inclusive of various 
levels of defined service, the model 
is able to predict the impact on mar­
ket share of not only any change in 
client-perceived satisfaction, but also 
for changes to satisfaction levels of 
competitors. 

October 2000 www.quirks.com 

BEST PEOPLE. BEST PRACTICES. 

www.burke.com 

INCORPORATED 

37 



Discrete choice modeling allows 
for the inclusion of price as a factor 
influencing choice. By including 
price, respondents are able to make 
trade-offs between service levels and 
price, thereby determining how much 
they are willing to pay for a given 
level of service. Ultimately, this 
information can be used to calculate 
the amount of a premium that could 
be charged for providing higher lev­
els of service. 

A problem with most satisfaction 
measurement methodologies is that 
satisfaction for an individual com­
pany or organization is measured in 
isolation from other competitors. 
This unrealistic environment creates 
false impressions about the impor­
tance of satisfaction since in the real 
world, consumers can and do switch 
between competitors when presented 
with unsatisfactory levels of service 
- they can even choose not to partic­
ipate in the market at all. Discrete 
choice modeling enables the respon­
dent to clearly indicate which levels 

of service are sufficient enough to 
cause a behavioral change in pur­
chasing characteristics. 

As Bill Etter points out, the mar­
riage between discrete choice mod­
eling and satisfaction measurement is 
a perfect one. With discrete choice 
modeling, the data collection 
methodology closely resembles the 
actual decision-making process, in 
that respondents are able to evaluate 
all the attributes of a choice situa­
tion simultaneously rather than con­
sider them individually. Thus, the 
respondents' choices in the hypo­
thetical scenarios reflect their own 
perceived value of service or product 
attributes in a similar marketplace. 

The researcher can combine key 
attributes (price, competitors, etc.) 
with satisfaction scales such as the 
propositional-descriptive scales to 
model their market and tie current 
satisfaction levels to current market 
share. More importantly, the 
researcher can also measure how 
changes in attribute levels, includ-
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ing satisfaction levels, will impact 
market share, thus enabling the 
researcher to provide management 
with information regarding the 
potential revenues associated with 
changing satisfaction levels, and 
helping to answer the question of "Is 
it worth it?" 

The end goal 
If the end goal of satisfaction 

research i to positively affect the 
bottom line of the corporation then 
the corresponding research needs to 
reflect that goal. Satisfaction mea­
surement hould suggest how the rat­
ing can be improved and be able to 
tie the suggested strategies to cost 
data. Further, if management is to 
make informed decisions they must 
be aware of the revenue implications 
of any satisfaction initiatives. To do 
this, it is optimal to model the impacts 
of proposed changes on the decision 
behavior of the market. By compar­
ing the cost and revenue side of a 
marketing strategy, it is possible to 
evaluate its effectiveness and worth. 
And that is the bottom line. r~ 
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Customer SatisfactionResearch 

1ranslate 

complaints 

into 

solutions 
By David Glenn 

Editor's note: David Glenn is pres­
ident of Connected Inc., a Cos Cob, 
Conn., research firm. He can be 
reached at 203-661-0629 or at 
dg lenn@ Pipe line. com. 

M any companies now provide 
toll-free telephone numbers 
on their packaging to encour­

age customer. feedback to the con­
sumer affairs (complaint) department. , 
But what happens next? How do ' 
companies use this information, if at 
all? Are complaints problems, or just 
symptoms of problems? What is the 
connection between customer com­
plaints and problems? It is pre­
dictable? Should companies spend 
money fixing problems based on 
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complaint data? 
Companies make three main choic­

es with regard to complaint data: 1) 
do nothing, 2) treat the complaints as 
problems, 3) figure out the connec­
tion between complaints and under­
lying problems. This brief article 
describes each. 

The decision to do nothing merits 
little discussion. Some companies 
view customer feedback as an annoy­
ance, whether it takes the form of 
complaints, surveys , or any other 
marketing research. At these compa­
nies, one may hear such statements as 
"We'lllet the cash register tell us how 
we're doing." One problem with this 
approach is that cash registers are not 
very diagnostic when it comes to 

telling which of the hundreds of 
things that could have gone wrong 
actually did go wrong. 

The second approach is to treat a 
complaint as if the complaint itself is 
the problem. For example, I once 
worked for a large research company 
that provided syndicated sales data 
to marketing researchers. One year, 
the company decided to cut costs by 
not attending a major syndicated sales 
data conference. This started a rumor 
that my company was going out of 
business . When I told the president, 
he said the rumor was fal se and 
demanded the names of the few 
clients who had expressed the issue 
aloud. He said he would call them 
and "straighten them out." This pres-

www.quirks.com Quirk's Marketing Research Review 





ident was unable or unwilling to gen­
eralize beyond the people who were 
more vocal than the thousands of 
clients who did not speak out. Less 
than two years later, the company 
actually did go out of business, a vic­
tim of many such myopic decisions. 

A less dramatic example of treating 
complaints as problems is the practice 
of sending apology letters to the com­
plainers, along with a coupon to buy 
more of the offending product. The 
problem that triggered the complaint 
goes on, as do the consumers in 
search of an alternative brand. 

Why is it so hard to generalize 
beyond the complaint to a root source 
of dissatisfaction? First, the number of 
complaints is usually very low, and 
therefore hard for management to take 
seriously. It is not unusual for a brand 
with over $100 million in sales to gen­
erate less than 10,000 complaints in a 
year. Only handfuls of customers will 
complain about any one issue. So if 
one believes that everybody with a 
problem complains, then the brand can 
well afford to withstand the com-
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plaints! Consumer affairs departments 
are partly to blame for this compla­
cency. In addition to their focus on 
complaints as opposed to all customers 
with problems, consumer affairs 
reports to management show mind­
numbing detail, not 

consumer affairs departments so that 
they answer to marketing research 
managers. Senior management usu­
ally hopes that researchers will be able 
to connect all sources of consumer 
feedback, whether from toll-free num-

calls to action. A ,....--P-ro_b_l_e_m_B_o_t_h_e_r_so_m_e_n_e_s_s_a_n_d_In_c_i_d_e_n_c_e__, 
recent report stated 
such facts as "foreign 
matter in product 
complaints remain B 

constant at 23 per ~ 
10,000 packages h 

I Quadrant I I 

sold." 
However, most 

0 

dissatisfied cus- m 

tomers do not com­
plain. They either 
just silently put up 
with the problems or 
switch brands. This 
means that com-

n 
e 

I Quadrant 4 I 

plaints are a market signal of some 
kind, and therefore worth under-
standing. ~ 

In recent years, more and more 
companies have reorganized their 

• 

. 

I Quadrant 2 I 
• 

• 

. 
• • I Quadrant 3 I 

. . 
Incidence 

bers, product tests, tracking studies, or 
any other source. Senior management 
wants researchers to seek out conver­
gence of information, and now this 
includes consumer affairs data. 
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Therefore, the third approach is to 
make a connection between com­
plaints and problems. This is easily 
solved usi ng a problem detection 
methodology in which the researcher 
surveys a representative sample of 
past customers to see which prob­
lems, if any, occurred, and how both­
ersome they were to the cu tomer. 
The problem list should be the same 
detailed list from the complaint data 
archives, o that a multiplier can be 
produced for each problem and each 
brand . For example, suppose 250 
complaints registered for "package 
top difficult to open" for Brand A. If 
the problem detection study shows 
that 10 percent of the 20 million buy­
ing hou seholds had that problem, 
then the multiplier is 8,000 (2 mil­
lion/250). Every complaint of this 
type for this brand represents 8,000 
problems of this type. 

It is easy to plot problem data in a 
way that motivates discussion and, 
hopefully, action. For example, Fig. 1 
(at left) shows that problems in quad­
rant two, which irritate more people 
and annoy them more when they hap­
pen, deserve more action than prob­
lems in other quadrants. 

Sometimes clients ask us if there 
are rules of thumb they can use for 
multipliers instead of conducting the 
research. We have two findings on 
this topic. We found that rules of 
thumb do not hold up to management 
scrutiny a well as real data from real 
research. Remember that the con­
sumer affairs data are usually starting 
out without much credibility in the 
first place. It is worthwhile to quan­
tify the issues accurately. Our second 
finding is that complaints and prob­
lems are subject to consumer expec­
tations, and expectations vary by 
brand. Therefore, a rule of thumb for 
one brand does not translate well to 
another in a predicable way. 

After making an explicit connection 
between complaints and problems, 
researchers can start reporting prob­
lems as well as economic conse­
quences of them (using purchase intent 
data from the problem detection study), 
giving management the information 
they need to eliminate the problems 
and increase satisfaction. r~ 
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Customer SatisfactionResearch 

Editor's note: Tammy Humm 
Donelson works in marketing and pub­
lic relations at Metaphase Design 
Group, St. Louis. She can be reached 
at 314-721-0700 ext. 124 or at 
tammy@ metaphase. com. 

M ost companies concentrate their 
customer satisfaction research 
after the buying experience in 

a post-purchase analysis. Mystery 
shops, mail surveys, and one-on-one 
interviews with customers reveal per­
ceptions of the product or service they •, 
have experienced. Mystery shops offer 
an inside look at the point of purchase. 
Surveys provide quantifiable data that 
can be very valuable when the right 
questions are asked. The same applies 
to one-on-one interviews. With the 
right questions and a bit of probing, 
customers may provide significant 

insights into the quality of the product 
or service they received and the asso­
ciated satisfaction. With the research 
data in hand, you can tell Mr. Big that 
customers are not happy; the product 
needs to be redesigned and the manu­
facturing equipment retooled. Not 
good. So what's missing? 

Begin at the beginning 
Customer satisfaction research that 

takes place before product develop­
ment, even before product conception, 
can create products and services that 
thrive in the market. This pre-emptive 
customer satisfaction research allows 
the experience to be designed around 
customers' task and usage situations, 
thereby eliminating failures in the mar­
ketplace due to products that don't 
match customer needs and expecta­
tions. In this early phase of product 

development, prior to manufacture, it 
is much easier to pecify a product that 
satisfies customers. Customer satis­
faction research conducted after the 
buying experience occurs when design 
changes are most difficult and most 
expensive. 

At the front end, customer satisfac­
tion research is accomplished through 
reality-based observation to gain an 
understanding of customer needs. This 
approach to customer satisfaction 
begins with an analysis of customer 
needs long before product conception. 
By placing an emphasis on research 
before product conception, product 
developers can incorporate the insights 
derived from the research into a new 
product. 

At this early stage the research ques­
tions focus on usage environment, pre­
ferred product features and task analy-
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sis rather than the post-experience 
focus on attitude. A thorough, on-tar­
get understanding of customer needs in 
the pre-development phase leads the 
way to products that are targeted to 
their respective audience. Pre-devel­
opment research may include tradi­
tional measuring sticks such as numer­
ic ratings derived from phone and mail 
surveys and focus groups. This type 
of research quantifies the magnitude of 
preference. A deeper analysis requires 
observational research. Like a heat­
sensing missile, observational research 
gets to the heart of the matter. Video 
observation, direct observation and 
surveillance techniques capture the 
habits and behaviors of customers in 
their natural environments. By record­
ing the subconscious and unconscious 
actions of customers, observational 
research captures how customers actu­
ally interact with the product. 

The changing view 
In the changing marketplace, cus­

tomer satisfaction is a moving target. 
Customer needs, perceptions, desires 

and the associated levels of satisfaction 
are continually changing as the pur­
chasing climate, technology and the 
customers themselves change. As the 
market constantly evolves, customer 
expectations change. They want a 
product to do more, do it faster and 
better. They want services that keep 
pace with technology. The changing 
market requires customer satisfaction 
research techniques that accommodate 
the shifts and speed facilitated by the 
new economy. In this environment, sta­
tic quantitative research quickly loses 
its clarity. Part of the story is missing 
from the numeric data. How do cus­
tomers really use this product? How do 
we need to change our services? 

Observational research provides 
some of the missing information by 
capturing the small details unavailable 
through quantitative studies. These 
details are the key to customer satis­
faction because they can create the sub­
tle differences between your product 
and the competitors'. Let's face it: .all 
the players will get the big issues right 
or be out of business in a hurry. The 
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superior product comes from knowing 
the exact environment and circum-
tances in which the customer uses the 

product and how the customer is like­
ly to interact with the product. 
Observational research gleans impor­
tant information from what customers 
aren't saying as well as what they are 
saying to provide a more complete 
understanding of customer perception, 
response and behavior. 

Understand what they aren't saying 
Your impression of someone on the 

phone often changes somewhat when 
you meet him. Similarly, direct obser­
vation supplies the subtle nuances that 
promote a more complete understand­
ing. Direct observation eliminates the 
blind leaps from straight quantitative 
research to product development. 
Direct observation brings in the reali­
ty. Manufacturers may think they know 
how their product is used. But where is 
it stored? Who is actually using it? Is 
the same person buying it? 

Effective customer satisfaction 
research begins in customer's homes, 
cars, and other fields of use. Here 
researchers can observe customers in 
their natural surroundings and mini­
mize the resistance that occurs in an 
artificial environment. Customers 
respond unconsciously. Video or self­
portrait action shots of customers using 
products capture the reality that can be 
missed through interviews and surveys. 
Video research and direct observation 
help capture the unconscious actions 
and habits that people aren't aware of. 
("Oh, did I do that? I didn't realize it.") 
The unconscious behavior may mani­
fest itself as individuals naturally seek 
their comfort zone. Studies show that 
humans and animals consistently seek 
the most ergonomic conditions for 
themselves. More than just proper 
physical fit, proper ergonomics 
embraces cognitive and behavioral fit. 
Placing customer satisfaction at the 
front of the development process allows 
proper ergonomics and intuitiveness to 
be designed into the product. 

A case in point 
A client hired Metaphase Design 

Group for a facelift on an existing 
home health care device whose sales 
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were drooping. The client wanted to 
know which design had the most 
appeal. Research participants evaluat­
ed the existing product and the new 
prototype. The choice of the research 
participants was clear: They liked the 
new styling. 

On the surface, the client had the 
information it wanted. But further 
observation research and deeper ques­
tioning revealed that styling wasn't 
important. The customers' main con­
cern was the mechanical operation of 
the product not the aesthetics. A prod­
uct that simply had stronger visual 
appeal did not pacify them. The new 
design would not persuade them to buy 
the device. They wanted a product that 
worked better. Since the facelift would 
be a significant investment with little 
anticipated return, the research team 
recommended that the client delay cre­
ating a new package exterior until the 
client had the resources to redesign 
and retool the operation of the device. 

Without an understanding of the 
issues most critical to customers the 
client could have spent hundreds of 
thousands of dollars and valuable time 
developing a new package that didn't 
address the customer's true needs. The 
client went back to the drawing board 
to ensure that customer would be fully 
satisfied with the new device when it 
reached production. 

Commit to listening 
This client avoided the trap of suc­

cumbing to the pressures of internal 
timeframes. They sought the objectiv­
ity of an outside research firm. They 
listened to the research, believed what 
the video clips revealed and refused to 
rush to market with a product destined 
to fail. The objectivity of an outside 
team is important in delivering impar­
tial untainted data. The manufacturers 
have the very real pressures of getting 
product into the market, but it may 
obscure their vision of reality. Even 
when they do hire an outside firm, they 
have to commit to listening to the data, 
accepting the results and being pre­
pared to change their thinking. If your 
company can't commit to listening and 
changing, don't wa te your time and 
money on any form of customer satis­
faction research. r~ 
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Editors note: Gene Leichter, president 
of Leichter Research for 13 years, has 
joined with New York research firm Eric 
Marder Associates to extol the benefits of 
choice research. He can be reached at 
212-986-2130 or at research@usa.com. 

ver the last two decades, compa­
nies across corporate America 
have learned that they must listen 
to their customers to keep product 

offerings current, competitive, and on­
target. Maintaining customer satisfaction 
is an essential element of building brands 
and building customer loyalty. 
Monitoring satisfaction with all aspects 
of the business enables marketers to 
anticipate and respond to perceived prob­
lems before they can cause damage. 

Customer satisfaction research has 
become so widely used and specialized 
that many companies consider it an 
entirely separate discipline from mar­
keting research. It has grown and 
matured over the years, as illustrated by 
the many ways companies use the results 
of sati faction research. Satisfaction 
research data provide: 

• a single "point in time" report card to 
businesses; 

• a benchmark to track the success of 
product and service delivery; 

• a measure of management perfor­
mance against goals; 

• an objective measure on which to 
base compensation; 

• an internal measure to evaluate per­
formance of divisions, regions or other 
business units; 

• attributes to track satisfaction, not 
just a single score; 

• attribute ratings as a diagnostic tool 
for improvements. 

The methods of data collection, analy­
sis and reporting have also matured. 
Many years ago I worked on a customer 
satisfaction program that provided busi­
ness reply cards to fast-food customers at 
the point of purchase. Data was often 
unavailable for several months. In anoth­
er instance, I designed a program in 
which customers were interviewed by 
telephone to gather their opinions on a 
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recent purchase. Reports were gener­
ated in only a few weeks. 

Now we can collect the same 
amount of data using a self-adminis­
tered questionnaire, completed at the 
customer's convenience through an 
e-mailed link to a survey Web site. 
Tabular data can be compiled, updat­
ed and reported in real time. 

In early customer satisfaction stud­
ies management was primarily inter­
ested in answering the perennial 
question "How am I doing?" As stud­
ies became more sophisticated and 
the interviews became longer, ques­
tioning covered more aspects of the 
customer's experience. How this new 
data is used represents the next stage 
in the evolution of customer satisfac­
tion research. 

Considering the great expenditure 
of money and effort put into customer 
satisfaction research, you would 
expect there would be detailed analy­
ses and actionable recommendations 
resulting in a direct impact on rev­
enues. This is rarely the case. 

Savvy marketers are beginning to 
realize you can get more from your 
customer satisfaction research bud­
get. By using a choice research 
model, you can obtain all of the key 
customer satisfaction data you did 
before. In addition, you can generate 
accurate category share data and be 
able to conduct an unlimited variety 
of simulations and assess the impact 
of alternative strategies on repurchase 
rate- the "ultimate" measure of cus­
tomer satisfaction. 

Eric Marder Associates (EMA) has 
sought to understand and predict 

behavior. Through this process, EMA 
has developed a theory of choice 
behavior and proprietary techniques 
for gathering and analyzing data to 
predict how people will behave. 

In his book The Laws of Choice, 
Predicting Customer Behavior Eric 
Marder summarizes his opinions about 
customer satisfaction research in his 
"Customer Satisfaction Principle." He 
states: "Customer satisfaction is noth­
ing but a brand's deserved share among 
its own customers." 

EMA's approach to measuring 
choice flows directly from the theo­
ry of how people make choices. 
Whether people are choosing a brand 
of facial tissue, or deciding which car 
to buy, the elements of the choice 
process remain the same. 

• People have specific needs. 
• People have unique perceptions 

about the choices available to meet 
those needs. 

If we look at the intersection of 
each person's needs and their subjec­
tive evaluation of the choices avail­
able to them, we can determine the 
value of each choice to that person. 
Through simulations, we can also 
determine the extent to which each 
choice would change if a new strate­
gy were implemented. 

These are the underlying principles 
ofthe SUMM (Single Unit Marketing 
Model) technique. This technique 
uses choice research to estimate 
deserved market share, which is what 
customer satisfaction is all about. 
This single research tool can provide 
a multitude of data: 

• traditional customer satisfaction 

metrics; 
• accurate estimates of share for 

your brand and for your category; · 
• a tool for modeling and simula­

tions. 
SUMM predicts choice by inte­

grating what people want (their 
desires) with what people believe. 
Data are not averaged; instead, all 
analysis is done at the single unit or 
respondent level. 

The model differs from others in its 
reliance on respondents' beliefs. The 
premise is that what people actually 
believe is more important than objec­
tive characteristics. For example, if a 
respondent believes your product has 
a great warranty, this belief influences 
their choice. The objective "fact" that 
your warranty is no better than the 
competition's, is, for that respondent, 
largely irrelevant. 

The SUMM technique has replaced 
traditional numerical and semantic 
scales with an open-ended behavioral 
scale to reduce order effect and 
increase sensitivity. It uses the 
unbounded write-in scale to collect rat­
ings that represent desirability. This 
proprietary scale has several distinct 
advantages. Unlike bounded scales (1 
to 10, very important to not important), 
the unbounded write-in scale permits 
full freedom of expression. 

If a respondent likes one attribute a 
certain amount and then comes across 
something he likes even more, the 
unbounded scale does not limit him. 
Bounded scales cannot distinguish 
between a respondent's most impor­
tant choice element and others. The 
unbounded write-in scale can and 
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does determine ranked importance 
for every respondent. 

Bounded scales are subject to 
"bunching." Typically, many respon­
dents bunch at the poles or ends of the 
scale. For example using a +5 to -5 
scale, 76 percent of people rated a 
food product a +5, implying that they 
liked this product so much that its 
desirability could not be increased 
further - an unrealistic conclusion. 
The unbounded write-in scale is more 
likely to generate a distribution of the 
desirability of a product or charac­
teristic resembling a normal curve. 

The model examines the desires 
and beliefs of each respondent and 
generates chooser shares, which 
closely parallel actual shares. 

Simulations are the most valuable 
product of a SUMM study. 
Simulations, or games, allow the 
evaluation of countless strategies . In 
each game you are essentially ask­
ing, "If our advertising increases the 
perception that our product can do 
this, or our competitor initiates this 
new offer, or we make physical 
changes to our product, or all of the 
above occur, how will this impact 
people's choices about our product?" 
In each case, the output provides 
unambiguous information about the 
impact of those changes on the choic­
es people will make. 

This simulation model is an endur­
ing tool. Simulations can continue to 
be run for years , or for as long as the 
basic beliefs and value structure 
remain valid. 

A client and dedicated user of 
choice research recently described 
how his company has integrated this 
modeling methodology into its cus­
tomer satisfaction tracking process. 
"Instead of traditional satisfaction 
measures, we focus our attention on 
the 'chooser share' among customers. 
SUMM has been a powerful ally in 
maintaining and improving our mar­
keting competitiveness. It lets us 
' simulate mistakes and introduce 
winners! "' 

Traditional customer satisfaction 
research alone, or with the added ben­
efits of a choice research modeling 
methodology. The choice is yours. r~ 
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Data Use 
continued from p. 16 

If you knew the correct shape before­
hand, you wouldn't have much need 
for Doc Sigma. Doc didn't know the 
correct shape either, so in a busy 
moment he did the convenient thing 
and presumed that it was a straight 
line. The equation for a straight line 
has the look of science but, in this 
instance at least, none of its sub­
stance. Straight lines often capture 

marvelous physical laws in science 
and engineering but there is no reason 
to be assuming them in commercial 
applications. An algebraic formula 
does have the virtue of simplicity and 
economy, but who needs an econom­
ical description of a poor model? 

Surely the combined powers of 
mathematic and the Pentium chip 
wrested what was wanted from the 
data? Nope. What Doc did happens 
all too often because it is tempting to 
make casual use of a ubiquitous tool 
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* Over 350 CAT! stations * ACS Query, CfMC Survent, SurveyCraft 
* Hi- Tech Business to Business Specialists 

Advanced Technologies 
*. Web & E-mail Surveys 
* Voice Automated Surveys (!VR) * T-1 Access for Internet Groups 

Qualitative & Food Research 
* Two well-appointed focus group suites * Two 2, 000 sq.ft. commercial test kitchens * Industrial-strength restaurant equipment 

called linear regression. 

Linear regression 
The formula that Doc gave you 

multiplies age by 971.4 and adds 
1536.2 to the result. He got the 971.4 
and 1536.2 from linear regression 
software, which carried out the oner­
ous computation needed to find these 
numbers . These numbers define a 
specific line that fits the data. 

Linear regression is a mathematical 
method of estimating some quantity 
(such as a dollar amount) by "weight­
ing" one or more predictor measure­
ments, such as age, number of chil­
dren , bowling average, and so on. It 
was developed long before the digi­
tal computer and its eternal reign is 
assured because of its appeal as an 
academic ubject. 

If the only modeling tool that Doc 
had on the shelf was a linear regres­
sion package we can see how hi s 
expedient model came about. Such 
packages assume that straight lines 
are the correct shapes relating each of 
the predictors to the quantity to be 
estimated. Suppose that, in addition 
to age, your data contained "number 
of children" as a predictor of income. 
Putting both predictors into the 
regression package would hatch a for­
mula like: 
Income= 1007.8*Age -752 .35 *Number of 
Children +933.6 

The asterisk is a multiplication 
symbol. The impact of our newcom­
er, number of children, is also linear. 
That 's so because, totally indepen­
dent of age, the estimated income 
drops , in straight line fashion, 
$752.35 with each additional child. 
We ' 11 use this formula relating age 
and number of children to income to 
illustrate what it is most important to 
know about the numbers that regres­
sion provides: 

1) It is common, but misleading at 
best, to think of I 007.8 as a "weight" 
for age and -752.35 as a "weight" for 
number of children. If age had been 
expressed in months rather than in 
years, the new "weight" would be 
smaller by a factor of 12, si mply to 
reflect the change of scale. The mag-
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nitude of the "weight" is therefore parameter values that it 
not a measure of the importance of comes up with. But what if 
the predictor that it is applied to. Call the relationship isn't linear? 
these multipliers "coefficients" You can toss the data into lin­
instead, and you' II be absolutely cor- ear regression uncritically 
rect and avoid the semantic danger anyway, but what you will get 
of "weight." There will be as many is a linear approximation to 
coefficients as there are predictors in the correct shape. The more 
the model. the correct shape departs from 

The only purpose of the coeffi- flatness , the more accuracy 
cients and, indeed, all numbers (tech- you will lose. 
nically, parameter values) produced Because the linear regres­
by regression, is to make the formu- sion procedure is chiseled in 
la fit the past data well. classical granite, the burden 

2) Note that the coefficient(- ofbendingthedataintosome-
752.35), the multiplier for number of thing resembling a straight 
children, is negative. This must not be line falls upon the conscien­
interpreted to mean that as the num- tious user. The technical word 
ber of children goes up the estimated for bending is "transforming." 
income must necessarily go down in Because of his propensities, 
the real world. The sign of the coef- Doc Sigma would probably 
ficient wi11 only have a trustworthy try something mathematical 
directional meaning when there is just to do the transforming. For 
one predictor. If there are two or more example, if age and income 
predictors and they are correlated, don't have a straight-line rela­

Linear regression is a 
mathematical method 
of estimating some 
quantity (such as a 
dallar amount) tiJ 
''weighting" one or 
more predictor 
measurements, such as 
age, number of 
children, bowling 
average, and so on. 

cal about a square root. It is one of 
many mathematical functions that 
might be tried in an attempt to trans-

one predictor can end up with a pos- tionship, perhaps the square root of 
itive coefficient and the other with a age has a straight-line relationship 
negative coefficient to confound with income. There is nothing magi-

r---------------------~--~------------------------------common sense. For our data, in fact, 
if number of children had been the 
sole predictor it would have gotten a 
positive coefficient! Combining num­
ber of children with age, with which 
it had some correlation, gave rise to 
the misleading negative coefficient. 

3) The last regression parameter, 
the constant +933.6, exists to ensure 
that if each predictor takes on its aver­
age value, the resulting income esti­
mate will also be the average. Linear 
regression always works that way. 
Given an average age of 45.67 and an 
average number of children of 1.41, 
we can plug these values into the 
regression equation as fo11ows: 
1007.8*45 .67 -752 .35 *1.41 +933.56 = 45899 

and 45899 is indeed the average 
income in the data. After the coeffi­
cients are multiplied by their predic­
tors and summed, there will always 
be that constant (even if is zero) to 
add at the end. 

Mathematical heroics 
Thus far we've talked about linear 

regression's assumptions of linear 
relationships and how to interpret the 

Having Trouble Communicating 
With Your Field Service? 
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form age into something new that will 
work better with linear regression. A 
transformation here and there might 
be fun and challenging, but what if 
you have a hundred or more candi­
date predictors to deal with? 

A 1995 book written for the direct 
marketing industry has this to say on 
the subject of transformations [our 
comments are in square brackets]: 

" .. .it is also fairly easy to look at a 
scatter plot [a plot of individual data 
points, with the predictor plotted hor-

izontally versus the variable being 
predicted vertically] of the relation­
ship and determine if the relationship 
is linear or if the relationship needs to 
be straightened by the use of some 
transformation." 

The above statement is true if 
there are a small number of cases 
and the relationship is so strong as to 
be obvious to the eye. If there is a 
weak relationship buried in 50,000 
cases, Sherlock Holmes , armed with 
his magnifying glass, couldn't find 
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it. A similar tack, with the same dif­
ficulty, is to plot the errors ("resid­
ual s") of a linear model to look for 
obvious patterns of missed informa­
tion. Recently we were shown a very 
slow (but dogged) computer pro­
gram that tries one transforming 
equation after another, dutifully plot­
ting each formula that it finds on the 
monitor. You literally could let this 
thing run all night. Such fanatical 
devotion to analytical functions is 
hard to justify because the end user, 
the one paying the bills, undoubted­
ly has no intuitive interpretation of 
any of them. 

Let 's return to the original prob-
lem of predicting income using age. 
To illu strate our point, suppose that 
the following heroic model provides 
a better fit to your data: 
I nco me = 46001 -exp(0.01355 * (Age-46) * *2) 

Not a good bet to give your boss 
warm and fuzzy feelings. There is 
absolutely no meaning to the above 
equation other than that it is a smooth 
curve that happens to fit the data bet­
ter than a straight line. Even more 
exotic equations can always be found 
to fit the data ever tighter. These 
curve-fitting exercises are not only 
devoid of meaning, they can overfit 
and engender a false confidence that 
something scientific is being accom­
plished. Complexity often masquer­
ades as sophistication, form as sub­
stance. 

Mundane heroics 
Let's begin with what a model is 

and what it isn't. A model is just a set 
of rules to take you from what you 
already know to an estimate of what 
you want to know. Getting back to 
our original hypothetical problem, 
you want to go from what you know 
(age) in order to estimate what you 
want to know (income). There will 
be some error, of course, but you 
would like to be right on average, 
being neither consistently high nor 
consistently low with your income 
estimates for any particular age 
range. Any set of rules that accurate­
ly describes the relationship between 
age and income is a valid model. 

You would be better off by con­
structin g your own tabular model 

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



along these lines: 
Age Income 
18-22 ...... $7,500 
23-33 ...... $25,000 
34-44 ...... $38,000 
45-55 ...... $58,000 
56-60 ...... $30,000 
61-up ...... $21,000 

At least this table reflects the real­
ity that students and retirees make 
less, on average. It may not be alge­
braic or optimal but it is a model, 
and a nice nonlinear one, at that. 
Here is the essential difference 
between Doc's linear model and your 
pragmatic table. Doc' s equation is 
"global," meaning that it will deter­
ministically come up with an esti­
mate of income for any age, from 
zero to infinity. If, through a data 
entry or programming error, the 
value of age plugged into the formu­
la were 999, it would cheerfully esti­
mate Income to be $971,965. Be 
aware that many mathematical 
expressions will project into the wild 
blue yonder without regret if they are 
given predictor values ridiculously 
far outside the legitimate range. It is 
not always easy to find mathematical 
expressions that bend with the data in 
all the right places within the legiti­
mate range! 

There is a more practical approach 
to this transforming business. It is 
suggested by the way we tabulated 
that the income for the 56-60 age 
range was about four times that of 
the 18-22 range - more or less by 
grouping contiguous age ranges and 
noting how the average income 
changed. The computer procedure for 
doing this is called local smoothing. 
In local smoothing it is assumed that 
in estimating, say, the income for age 
35, ages 34 and 36 will have very 
similar incomes to those aged 35 and 
therefore get almost as big a weight in 
the averaging. The incomes for age 
18 or age 70 would have no relevance 
to the 35-year-olds and get a weight 
of zero in the averaging. It is more 
sensible to use the computer to find 
thi local information directly than 
to hunt for a shape (mathematical 
function) that will undulate fortu-
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itously in just the right places. The 
figure illustrates the result of a local 
smooth. 

Categorical predictors 
Linear regression assumes that the 

predictors measure something. 
Suppose that we have as a predictor 

marital status, and it is coded 1 =mar­
ried, 2 = single, 3 = divorced, 4 = 
widow(er). These four numerical 
codes don't measure anything; they 
are arbitrarily assigned to label the 
categories. The user of linear regres­
sion has to tap dance around this 
problem by the creation of addition-

r-------------------------------------------------------

voice: 847•390•8666 fax: 847•390•8885 
www.preres.com e-mail: info@preres.com 

October 2000 www.quirks.com 55 



The Worldwide Directory of Market Research Reports, Studies, and Surveys 

With over 8,000 new abstracts, Findex 2000 is the one source for the latest market research. 

Findex 2000 remains simple and user-friendly-inside and out. 

Findex 2000 lets you spend your time and energy using industry information rather than locating it. 

,.....-------- Findex 2000 is ... 

For over 20 years, Findex 2000 has served as the industry standard for 

excellence in market research resources. Arm yourself with the most 

current and correct information available, backed by the best in the business. 

Access more than 200 categories with information from over 1 ,500 

publishers. Create and support your strategic initiatives with the 

comprehensive data from Findex 2000. 

Organized by category, publisher and subject, Findex 2000 lets you 

locate research hassle-free. Find exactly what you need when you need it. 

Available in print, CD·ROM & online versions 

I ACCESS FINDEX FOR A MONTH-FREE! (VALUE: $58.25) I 

Get your Findex password today! Call our customer service department at 
800.298.5699 and mention this media code: PS1 01. 

Try Findex for a month. If you're not satisfied, cancel your password and owe nothing! 

Available Exclusively Through 

MarketResearc 
Or Call 1-800-298-5699 to speak with 
one of our Client Information Specialists. 

om 



al predictors called dummy variables. 
We won't get into all of that , but 
advise you to note that it is another 
awkward aspect of trying to accom­
modate to the assumptions of linear 
regression. We don ' t envy anyone 
who has to deal with dozens of can­
didate predictors that require the 
transformation trick or the dummy 
variable trick. 

Is the model significant? 
In evaluating how good a model is, 

the only thing that counts is how well 
it predicts on data that it ha n 't seen 
before. Always hold out some data 
from the modeling process for that 
purpose. When the score for the out­
side data are sorted from lowest to 
highest, do the lowest and highest 
scores obviously separate the oppor­
tunitie from the risks? Comparing 
the discrimination of the lowest 10 
percent of the scores versus the high­
est 10 percent of the scores is a com­
mon measure of goodness . There is 
nothing special about grouping the 
scores by deciles. A good rule of 
thumb is to make the groupings as 
small as poss ible while the pattern of 
gradual discrimination from group to 
group is preserved. If the gradation is 
obviou ly present and the result on 
out-of-sample data looks good 
enough for you to use, it is signifi­
cant, period. 

The ordinary semantic meaning of 
the word "s ignificant" is " meaning­
ful" or " important." The statistical 
meaning of the word is a judgment 
that a departure from a hypothesis is 
too large to be reasonably attributed 
to chance. "Significant" in the statis­
tical sense has nothing whatsoever to 
do with whether a result is good. It 
only has to do with the odds that the 
result isn' t random. Keep it simple: If 
it looks good enough for you to use, 
it surely is stati stically significant and 
you will be spared expert advice of 
the following kind (from the previ­
ously-cited book): 

"The ratio of model sum of squares 
divided by its degrees of freedom to 
error sum of squares divided by its 
degrees of freedom is the F stati stic . 
If the p value is less than 5 percent, 

then the model is considered statisti­
cally significant with 95 percent con­
fidence." 

Guarding the temple 
If you look at linear regression as 

mathematics , it is beautiful. If you 
look at it a a tool for modeling and 
scoring it has many blemishes. To 
approach the mathematical temple 
you need a priesthood that knows 
how to manipulate the data to con­
form to the linear canon, talk about F 
tests, and issue these kinds of warn­
ings (same book again): 

" ... we should keep in mind the fact 
that a final regression model may have 
to be applied to a customer file of mil­
lions of names, and the more compli­
cated the model , the more difficult it 
may be for programmers, who are not 
statisticians, and who may not have 
the programming tools required to deal 
with logs, to score the database." 

This is an incredible statement. 
After all the folderol to get the model , 
the poor programmer may not have 

the wherewithal to use it! 

Conclusion 
There is much more to the subject 

of linear regression. We 've offered 
the most practical tips because regres­
sion is everywhere and has so much 
tradition behind it that it will be 
around for a long time. Linear regres­
sion is a legacy of the pre-computer 

· days and requires experts to service it 
properly. This is backwards and 
expensive. Software should serve 
people. If you really know what you 
want, you can render it in software. 
Modern, computer-oriented methods 
can take care of those linear regres­
sion strictures that now require a 
high-priced attendant, including the 
screening out of extreme values, per­
forming transformations, and dealing 
with categoricals. When it comes 
time to predict, there is no reason why 
it cannot be done automatically and 
embody the ability to handle data that 
fall outside the range of the data used 
to build the model. r~ 
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Product & Service Update 
continued from p. 12 

SPSS has also released SPSS Data 
Entry 2.0, which includes everything 
needed to build custom online or paper 
survey forms, enter data and check for 
accuracy through the use of rules. Its 
drag and drop graphical interface is 
designed to simplify the survey­
building process and make defining 
variables and questions easier. Once 
created, questionnaires can be 
completed onscreen, online in a 
browser (in conjunction with SPSS 
Data Entry Enterprise Server) or 
printed out and filled in by hand. Data 
entered into the forms, labels and 
dictionary are immediately ready for 
analysis using SPSS Base, SPSS' 
flagship data analysis software. For 
more information visit www.spss.com. 

New books from New 
Strategist 

New Strategist, Ithaca, N.Y., has 

publi shed three new books. 
American Attitudes: Who Thinks 
What about the Issues That Shape 
Our Lives examines changes in the 
opinions of Americans in 1998, 1988 
and 1978 and analyzes the social and 
demographic trends behind these 
changes. The book uses data from 
the General Social Survey of the 
University of Chicago 's National 
Opinion Research Center and con­
tains chapters on topics such as the 
arts, health and medicine , and 
women's roles. The nine chapters of 
American Men and Women: 
Demographics of the Sexes cover 
attitudes and behavior, education, 
health , income, labor force, living 
arrangements, population, spending, 
and wealth. Ra cial and Ethnic 
Diversity : Asians, Bla cks, 
Hispanics, Native Americans, and 
Whites profiles the important char­
acteristics of these ethnic groups 
using data on categories such as 
spending, education, life expectan­
cy and housing. For more inform·a­
tion call 800-848-0842 or visit 
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Survey System updated · 
Creative Research Systems (CRS), 

Petaluma, Calif., is offering The 
Survey System Release 7.0 Internet 
Module for creating Web-based ques­
tionnaires and reporting the results 
online. The Survey System's Web 
page surveys include capabilities 
such as skipping question or limiting 
respondents' answer choices based 
on their answers to previous ques­
tions, randomizing question- or 
answer choice-order, showing previ­
ous answers in the text of questions 
and more. A researcher can either post 
a questionnaire on their own Web site 
or upload it to ervers hosted by CRS. 
The Survey System also offers 
options for changing the appearance 
of Web page questionnaires. Tables 
can also be custom-configured using 
a range of content, formatting, color 
and font choices. In addition, the pro­
gram allows the Webmaster to control 
access to sens itive data by assigning 
either standard or individual pass­
words on a need-to-know basis. Both 
tabular and verbatim reports can be 
di splayed on the site using similar 
password access . Rele ase 7 .O's 
Internet Module incorporates an 
existing E-mail Module, which 
allows users to gather survey infor­
mation through standard e-mail chan­
nel s. The program automatically 
scree ns out duplicate entries and 
incorrect multiple answers and cap­
tures valid replies in a Survey System 
data file. For more information call 
707-765-1001 or visit www.sur­
veysystem.com. 

Online physician panel 
New York research firm Ziment Inc. 

has launched the first of a series of 
online professional communities 
designed to facilitate marketing 
research through the Internet. Through 
WebSurveyMD.com, a dedicated panel 
of physicians in the U.S., Ziment will 
provide both qualitative and quantita­
tive research to several charter clients 
who will retain exclusive use of the 
physician panel. The physicians who 
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New version of Remark 
Office OMR 

Principia Products, Inc., a Paoli, Pa., 
research software firm, has launched 
version 5 of its data collection product, 
Remark Office OMR. Remark Office 
OMR is a Windows software package 
that allows a user to scan plain-paper 
forms using a PC-compatible image 
scanner. Remark is an alternative to 
traditional OMR (optical mark recog­
nition) systems, manual data entry, and 
data entry service bureaus. Rather than 
purchasing pre-printed OMR forms, 
users can create, print and copy their 
own scannable survey or test forms. 
The forms can then be scanned using 
a commonly available desktop scanner. 
The software can grade tests and tab­
ulate survey results, provide data 
analysis and graphs, or produce data 
that is compatible with any database, 

question, a new comment report, 
updated file formats for Access 2000 
and Survey Pro and improved ODBC 
support. For more information call 
800-858-0860 or visit 
www.PrincipiaProducts.com. 

SVSTAT 10 from SPSS 
Science 
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includes GraphExpress, new technol­
ogy that enables users to create any 
SYSTAT graph from within SAS soft­
ware for Windows with the click of a 
button. SYSTAT 10 also includes new 
statistics capabilities, including mixed 
regression and power analysis, as well 
as a range of user interface enhance­
ments. 

GraphExpress provide a straight­
forward way to create any SYSTAT 
graph from the SAS software for 
Windows environment. Users choose 
from more than 20 general graphics 
toolbar buttons that call up dialog 
boxes of plot options to create cus­
tomized graphs. GraphExpress also 
creates immediate diagnostic plots for 
common analytical procedures such as 
GLM, correspondence analysis, factor 
analysis, and discriminant analysis. In 
addition, users can select an image 
from the Graph Gallery to quickly plot 
their data from existing graph tem­
plates. For more information visit 
www.spssscience.com. 

Reach energy decision­
makers online 

Applied Marketing Science, Inc., a 
Waltham, Mass., research and con­
s ulting firm, has launched 
Panalyst.com, an Internet panel of 
bu siness e nergy decision-makers. 
These individuals are pre-screened, 
pre-recruited and available to give util­
ities, energy suppliers, and energy ser­
vice companies quick answers to 
research questions. A panel is already 
in place in Pennsylvania, the state with 
the most active deregulated energy 
market. Other states will be added on 
a roll ing basis, including Connecticut, 
Illinois and Maryland in 2000, and 
Texas, Ohio, California, 
Massachusetts, and New Jersey in 
2001. For more information call Eileen 
Moran at 781-684-1230, x 127. 

Scantron updates 
elisten 

Scantron Corp., a Tustin, Calif., 
research software firm, has introduced 
eListen 3.0, a new platform release of 
the company's universal electronic sur-

vey and data collection software sys­
tem. The new version provides inte­
grated software tools for all major sur­
vey deployment and collection meth­
ods, including optical mark read 
(OMR) technology, from a single 32-
bit Windows-based application. 

The eListen 3.0 version allows users 
to preview the look-and-feel of a sur­
vey on the Web, e-mail, network, or 
OMR paper during the survey-build­
ing process. They can then distribute 
the survey to one or more of the 
deployment methods in a single step, 
followed by the collection of respons­
es into an eListen database for report­
ing and analysis. Other major 
enhancements in the new release 
include: a response scale library that 
allows users to save and reuse Likert 
scales; save-and-resume capabilities 
for Web-deployed surveys; a 
spellchecker with dictionaries; direct 
import of PulseSurvey or Corporate 
Pulse survey files; and an enhanced 
analyzer featuring more output 
options, improved filter criteria, and 
the integration of third-party reporting 
tools such as Seagate Crystal Reports. 
For more information visit www.elis­
ten.com. 

Program looks at small­
business financial 
market 

Barlow Research Associates, Inc., 
Minneapolis, has announced a market 
research program focused on the small­
busine banking and financial services 
marketplace. The firm is conducting 
3,600 interviews with small-business 
owners continuously throughout the 
year. Clients use an online database to 
access their market share and customer 
satisfaction and to evaluate sales per­
formance. The research will utilize the 
Membership Research Group (MRG), 
a team of professionals whose prima­
ry focus is measuring the small-busi­
ness financial marketplace on an ongo­
ing basis. The Member hip Research 
Group's Web site is www.member­
shipresearch.com. Preliminary 
research findings and small business 
analysts' reports are available to the 
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general public on the MRG site. For 
more information call John Barlow at 
612-545-6620. 

Products for data 
collection with Palm OS 

Techneos Systems Inc., Vancouver, 
B.C., has introduced Entryware soft­
ware, which allows electronic data col­
lection using handheld computers run­
ning Palm OS. The Entryware product 
line, version 2.0, consists of three soft­
ware components. The Survey 
Workbench is a Windows program that 
enables questionnaire design, down­
loading to a handheld computer, 
uploading of response data, and cre­
ation of a data set in industry-standard 
formats such as SPSS. The Survey 
Dataport includes the same function­
ality, with the exception of question­
naire design. It provides an alternative 
for data exchange at field locations. 
The Mobile Interviewer product runs 
on any Palm OS handheld computer. It 
manages presentation of the question­
naire to the interviewer, simplifying 
the interviewing process and reducing 
data entry errors. Entryware 2.0 soft­
ware is available free for a 30-day eval­
uation at www.techneos.com or on CD 
by calling 888-282-0641. 

Process Web info with 
Knowledgist 

Software Boston-based Invention 
Machine Corporation has released 
Knowledgist 2.0 for market and tech­
nical research and analysis. The soft­
ware tool has been enhanced to now 
analyze Web-based sources in addition 
to local information sources. This soft­
ware is designed to reduce the amount 
of time people spend identifying per­
tinent information on the Internet, 
intranets, and on their own computer. 

Using the company's semantic tech­
nology engine, the product processes 
large volumes of information and ana­
lyzes the interaction between words 
and the meaning of word combina­
tions. Based on complex algorithms, 
the semantic processing engine divides 
the content into sentences, preserving 
the contextual relationships that aid in 

understanding meaning. It then ana­
lyzes the sentences and creates a struc­
tured Knowledge Index based on the 
meaning of word combinations. 

Knowledgist 2.0 includes expanded 
Web processing capabilities, including 
search access to over 700 Web sites 
grouped by industry. The Web search 
feature enables users to simultaneous­
ly search all site included in user­
selected industry groups, or specific · 
sites within industry groups. The 
default group is General Search 
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Engines, which concurrently accesses 
·multiple search sites such as Alta Vi ta, 
Excite, Google, and Northern Light. 
Knowledgist then reads and under­
stands the results, analyzing the con­
tent to create the structured Knowledge 
Index. 

The Web site processing feature has 
application in market research and 
competitive analysis. The software 
semantically analyzes a Web site based 
on a user-defined level of links 
explored during processing. For exam-
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pie, a user can enter the Web address of 
a site containing links to white 
papers, and then semantically process 
not only the specified Web site, but 
also the white paper and links to 
Web sites included in the white 
papers. 

Other enhancements introduced 
with Knowledge 2.0 include expand­
ed personalization features, improve­
ments to the user interface, and a 
graphical representation of the pro­
cessing results as a chart. Users can 
save the results of their search, 
including the links to the ource doc­
uments, and then merge the 
Knowledge Indexes. For more infor­
mation VISit www.invention­
machine.com or call 800-595-5500. 

New online research 
product from 
MarketTools 

Sausalito, 
MarketTools 

Calif.-based 
has debuted 

zTelligence, an online research and 
feedback tool for capturing and 
reporting relationship and market 
information. This Web-hosted appli­
cation allows businesses to gather, 
analyze and share interactive data 
from customers, partners , vendors, 
investors and employees. ZTelligence 

is an automated tool with a graphical 
interface that allows users to create 
and deploy surveys via e-mail, Web 
si te or Web intercept. Users can view 
their results in real-time, and 
zTelligence's reporting features pro­
vide data in a presentation-ready for­
mat. ZTelligence can be use d 
throughout the enterprise, across mul­
tiple departments. Administrative and 
security features give the organiza­
tion the ability to specify user access 
and permission to all areas and func­
tions of the tool. It provides a com­
mon platform to gather, analyze and 
share research data and allows for 
group collaboration on projects. For 
more information visit www.market­
tools.com. 

Digital Dashboard from 
Burke 

Cincinnati-based Burke Interactive 
is now offering Digital Dashboard, a 
new way of reporting research 
results, including survey data and 
open-end responses, us ing the 
Internet. Individual s navigating 
Digital Dashboard can access survey 
results on a custom-designed Web ite 
created to speed up the time-co!l-
uming process of research analysis. 

Data collected via Internet, phone, 
mail , mall-intercept or some combi-

What can 1,200 SurveyGuardian™ 
interviewers do for your web survey? 

Keep it clean! 
SurveyQualify'" 

Online interviewers screen your respondents 

Survey Assistant'" 
Immediate online access to research interviewers 

Survey Ask'" 
Live probing and clarifying 

SurveySupervisor'" 
Online panel, sample, and quota control 

Call SurveyGuardian at 801 -344-5500 to put these people 
to work for you . Visit us at SurveyGuardian.com 

®) 
SurveyGuardian· 
a Western Wats Company 

Kathy Johnston 
SurveySupervisor"' 

nation of methods may be reported 
through Digital Dashboard. It' s also 
poss ible to incorporate data from 
other so urces, s uch as financial 
records, quality statistics or Web site 
log data. While users can access their 
findings at any time , their Digital 
Dashboard site is secure and pass­
word-protected, ensuring data confi­
dentiality. A demo is available at 
http://report.burke.com/dd_demo. 

Elevation data from 
Spatial Insights 

Vienna, Va., software firm Spatial 
In s ights, Inc. ha s completed the 
development of seam le Digital 
Elevation Model (OEM) data cover­
ing the continental United States. The 
OEM data were assembled from over 
45,000 USGS 7.5 ' quadrangles after 
sys tematically correcting for pre­
existing artifacts. The 30-meter data 
are available as pre-assembled seam­
less coverages by county, metropoli­
tan area (MSA), or by any custom 
client-specified boundary. OEM data 
with I 0-meter reso lution are also 
available over some selected areas. 
The elevation data work directly with 
Arclnfo , ArcView, Maplnfo 
Profess ion al, Vertical Mapper, or 
decibel Planner, and are available in 
a number of industry standard for­
mats, including .OEM , .GRD, and 
.MIG. For more information visit 
www.spatialinsights.com/data/eleva­
tion/dem. 

Briefly ... 
Mature Marketing Re searc h , 

Boston, has published "The Boomer 
Report," a quarterly survey of con­
sumers aged 45-59. Categories 
include: automotive, computers and 
Internet usage and buying behavior, 
technology/electronic ownership, 
financial serv ice s (banking and 
investing), travel and vacation plan­
ning , re taurant usage, and health 
care/personal care. For more infor­
mation call Leslie Harri s at 617-720-
4158 or visit www.maturemarket­
ing.com. 
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Nameless Corp., Ogden, Utah, is 
offering a way for employers to sur­
vey and interact with employees, 
and for clients to offer critiques of 
companies, anonymously and pri­
vately, using the Nameless Email 
Internet site, 
www.namelessemai l.com. 

Minneapolis-based data processing 
firm ADAPT Inc. has expanded its 
comment-coding operation to 
include online coding of open-ends 
from CATI and Internet surveys. The 
new service, ADAPT-CODE, uses 
proprietary software to manage, code, 
quality-check and output descriptive 
codes for open-ends provided in an 
ASCII format. For more information 
call Dave Koch at 888-52ADAPT. 

Scantron Corporation, Tustin, 
Calif., has launched www.course­
val.com, a Web site offering free 
Web-based course and instructor 
evaluations and reports. The site 
gives course instructors and adminis­
trators the ability to deploy secure 
Web-based surveys to students free of 
charge and without software down­
loads. 

Profiware, a Bucharest, Romania 
software firm, is offering a free eval­
uation copy of its time series soft­
ware product, Prognosis, at 
www.profiware.com. Prognosis uses 
artificial intelligence and statistical 
methodology to achieve foreca·sting 
accuracy. The program does not 
require any background in statistics 
or time series analysis. 

Greenwich, Conn.-based online 
research firm lnsightExpress has 
expanded its offerings to support 20 
new business-to-business audi­
ences, including industry groups such 
as automotive, education, and health 
care and job functions such as human 
resources, customer service and soft­
ware development. For more infor­
mation visit 
www.insightexpress.com. 

The services of Hamilton, Va.-

based Info-stop.com, a custom 
research company, are now available 
online at www.info-stop.com. Info­
stop.com 's range of research services 
includes information searches, 
reports, topic summaries, periodic 
monitoring, abstracting and 
PowerPoint presentations. Info­
stop.com 's associates cull through 
information from a variety of sources, 
extracting what clients need and pre­
senting it in a usable format. Info­
stop.com's associates have expertise 
in a variety of disciplines including e­
commerce, market research and 
analysis, international economics, 
telecommunications, health care, GIS 
technology, case law, funding and 
legislation. 

Perseus Development Corporation, 
Braintree, Mass., a provider of Web­
based survey research, has announced 
the Enterprise Service, an integrated, 
Web-survey research solution. The 
Enterprise Service is a combined ser­
vice of several components: desktop 
survey design tools, Web-based 
analysis and reporting services, 
research consulting support, technical 
support services, and access to 
research information, resources and 
tr~ining. For more information visit 
www.perseus.com. 

The L Report has launched an 
online youth trend tracking study' 
Lreport.com, which will track the 
behavior and attitudes of the early 
adopters in urban youth communi­
ties. The study will use Urban 
Pioneers, hand-selected young trend­
setters who screen and recruit respon­
dents for the quantitative study. 
Lreport.com will include extracts 
from interviews with urban young 
adults as well as visuals, street 
footage, and music links to bring the 
data to life. For more information call 
Claire Brooks at 858-794-6444 or 
visit www.lreport.com. 

!tracks, Saskatoon, Saskatchewan, 
is now offering version 2.11 of its 
online focus group software. The 
update features automatic e-mail invi­
tation capabilities, downloadable 
moderator's guides, transferable 
moderator's guides, recorded play­
back, and a review button. Users can 
accommodate a variety of browsers, 
and varying hardware and Internet 
connections. All activities are pass­
word-protected and hosted on a 
secure Web site and allow full access 
through firewalls. For more informa­
tion call Doug Bates at 306-665-5026 
or visit www.itracks.com. 

Scrank! Disqualified 
by the dudes at 
SurveyGuardian™! 
"I used to make a ton of money filling out web 
surveys. All I gotta do is enter the screening 
info they want to see. I can be whoever they 
want me to be. Then some research compa­
nies hired SurveyGuardian 'M and my profes­
sional respondent career track got derailed. 
I can't snake past a live interviewer when 
I'm jammin' on web surveys anymore!" 
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Survey Monitor 
continued from p. 8 

with American adults. Accuracy of 
the results is within ±3.09 percent. 
For more information visit www.mar­
itzpoll.com. 

Respondents give 
Internet research 
high marks 

A look at research methodology by 
Cincinnati-based Burke Interactive has 
determined that respondents find the 
Internet a fast, friendly and functional 
tool for data collection. In a study of 
nearly 900 people - all with Internet 
access - Burke found that an online 
survey took respondents, on average, 
just 12.5 minutes to complete, com­
pared with 19.4 minutes for a tele­
phone survey. At the end of the survey, 
33 percent of those completing the 
questionnaire online indicated they 
definitely would participate in future 
studies, compared with 18 percent of 
the telephone respondents. 

"These results indicate that Internet 
surveys can be shorter and sweeter than 
phone surveys," says Jeff Miller, senior 
vice president, Burke Interactive. 
"Saving time is something that both 
the researcher and the respondent can 
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appreciate, and the fact that partici­
pants are willing to help again adds to 
the appeal of Internet surveys." 

The study attempted to isolate dif­
ferences in responses directly related to 
the survey method. Participants were 
recruited over the telephone using a 
random-digit dialing technique. Only 
those with access to the Internet were 
given an option to participate in the 
study and individual were randomly 
assigned to take the survey using the 
Web or the telephone. Burke conduct­
ed 386 Web interviews and 500 tele­
phone interviews for the project. 

Other key findings from the study: 
• The Web can be an excellent 

avenue for measuring opinions on 
social, political, or other sensitive 
issues. Survey findings, however, can 
be interpreted very differently depend­
ing upon whether a "don't know/no 
response" option is included. If respon­
dents are provided a "don't know/no 
response" option in a Web survey, a 
significantly higher percentage ';.Vill 
select it than do so in phone surveys -
particularly on sensitive issues. 

In most cases, there is not a com­
pelling reason to include "don't 
know/no response" options in Web sur­
veys. If not given this "out," respon­
dents tend to answer the questions. 

There was no greater tendency for 
Web respondents to terminate the inter-

view if they were not provided these 
options, and these respondents actual­
ly responded more positively to the 
survey experience than Web respon­
dents given the "don't know /no 
response" option. 

• New-product demand forecasts 
might have to be readjusted if based on 
responses to Web surveys. Traditional 
purchase-intent surveys ask people if 
they "definitely will," "probably will," 
"might or might not," "probably will 
not," or "definitely will not" buy a new 
product. 

Respondents to traditional phone 
surveys are more likely to use one of 
the extremes of the scale- "definitely 
will" or "definitely will not"- than are 
respondents to Web surveys. The study 
found, however, that question response 
options can be reworked in ways for 
which Web and phone respondents 
provide much more similar responses, 
opening the way for research programs 
to use combinations of phone and Web 
interviewing. 

Despite the random assignment of 
respondents to cells, respondents who 
completed the survey over the Web 
tended to be more experienced Internet 
users than respondents who completed 
the survey over the phone. This sug­
gests that any research on the Web is 
really done among a sub-sample of 
individuals with online access- those 
willing and able to make the necessary 
effort to complete the interview. For 
more information visit 
www.burke.com. 

Barbecues not just for 
summer weekends 

Eight out of every 10 adults grilled 
last year, according to a tudy by The 
NPD Group, Inc., a Port Washington, 
N.Y., research firm. People are grilling 
year-round, making barbecue grills one 
of the most popular heating appliances 
in the American home and creating 
new opportunities for marketers, 
reveals NPD's latest "Grilling In 
America" report, a survey of 12,800 
nationally representative households. 

As consumers look for ways to sim­
plify food preparation, more people 
are relying on their grill for fast, con-
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venient family dinner meals. Seventy 
percent of grilled dinner meals take 
thirty minutes or less to prepare, com­
pared to half of dinner meals overall. 
In keeping with the changing needs of 
meal preparers, 31 percent of adults 
agree that grilling involves less 
cleanup, takes less time, and allows 
them to capitalize on convenience and 
health-consciousness without sacri­
ficing taste, the number one reason 
that consumers grill. 

"Americans turn to the grill for a 
few reasons," says Arnie Schwartz, 
NPD's vice president of National 
Eating Trends. "While it adds taste 
varieties to the meal routine, it also 
makes life a little easier. There aren't 
any pots and pans to clean up; the 
meals tend to be simpler; and if mom 
is clever, she can recruit dad to actu­
ally do the grilling since the numbers 
show that men cook on the grill more 
frequently than women." 

This combination of taste and con­
venience is prompting Americans to 
fire up their grills throughout the 
week. Although grill usage skews 
more toward the weekend, especially 
Sunday, which accounts for 23 per­
cent of all grilling, 60 percent of 
grilling takes place on weekdays . 
Nine out of every I 0 grilled meals are 
prepared for family members only. 

Summer months are peak season 
for barbecuing, but winter, spring, and 
fall are also popular. Surprisingly, 
growth is occurring in all regions dur­
ing the winter season, with one out of 
every five households grilling during 
the colder months. Gas grill users tend 
to grill more year-round than char­
coal grill users. 

While virtually all household seg­
ments have seen growth in gril1 usage 
over time, the research found that 
higher household income translates 
into higher grill usage. Of all the 
household segments polled, working 
parents have increased their use of the 
grill most dramatically over the past 
decade to become the largest sector of 
the population who gri1ls. 

Throughout the 1990s, the gas grill 
has advanced as the most popular type 
of grill. More households (over one­
half) own gas grills than any other 
type of grill; 30 percent own charcoal 

grills and 14 percent own indoor 
grills. 

The six most popular items for 
grilling account for two-thirds of all 
foods prepared on the grill. Steak ( 19 
percent), chicken (15 percent) and 
burgers ( 13 percent), the top three, 
account for 47 percent. Hot dogs (8 
percent) and pork chops (6 percent) 
are next on the list. One of the fastest­
growing foods grilled is potatoes, ·, 
which doubled in popularity since 
1996 (1996, 3 percent; 1999, 6 per-

cent). 
· As Americans grow more accus­
tomed to preparing their entrees on 
the grill, NPD predicts side dishes 
may provide marketers the next big 
opportunity. Despite potatoes' grilling 
popularity, only 7 percent of dinner 
meals include a grilled side dish. 

"There's an untapped opportunity to 
offer side dish products or packages 
that can be cooked on the grill, right 
next to the steak or chicken," says 
Schwartz. "Manufacturers who want 
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to take advantage of thi market 
should work towards creating good­
tasting products that leave nothing to 
clean up afterwards." 

The "Grilling In America" study is 
a combined study of more than 12,800 
households surveyed from 1990 
through 1999 by N a tiona] Eating 
Trends, The NPD Kitchen Audit, 
CREST, and NPD Online. The sample 
is demographically and geographi­
cally balanced to U.S. Census Bureau 
statistics. Results are balanced to 
reflect total behavior across the U.S. 
For more information visit 
www.npd.com. 

Study looks at 
e-shopping cart 
abandonment 

"Click-Here Commerce 2000," a 
study of the success factors of online 
stores, has identified the source of the 
disturbing consumer disease: shop­
ping cart abandonment syndrome. 
The research, by Shelley Taylor & 
Associates, a Palo Alto, Calif., con­
sulting firm, found that online ven­
dors, some of the hottest names in e­
tailing, are responsible for the latest 
outbreak in customer frustration, anx­
iety and shopping cart abandonment, 
symptoms caused by poor Web site 
design. Further, the research has 
found that the disease is highly con­
tagious and is spreading rapidly to 
business-to-business online pur­
chasers. 

The study evaluates 100 online 
stores- 70 U.S. and 30 U.K.- repre­
senting a cross-industry sample, 
including: apparel, books/CDs/enter­
tainment, flowers & gifts, food & 
wine, health & beauty, home & gar­
den, office supplies, pets, software, 
sporting goods and toys. Sites were 
evaluated using more than 350 pro­

, prietary evaluation criteria. Some of 
the online stores that have been eval­
uated include: Amazon.com, 
CDNow, Gigabuys.com, Nordstrom, 
Toys R Us, Victoria's Secret in the 
U.S. and Boots, Debenhams, Thomas 
Cook, Waitrose and W.H. Smith in 
the U.K. 

Web site content is extremely 
dependent on available navigation 
tools. If users cannot find needed 
information quickly and easily, the 
content- whatever its quality - is vir­
tually useless. Only 8 percent of 
online stores provide telephone num­
bers on their home pages. Only 37 
percent of U.S. and 50 percent of U.K. 
sites have a first-time user 's guide. 
The absence of pre-sale assistance is 
probably the No. 1 reason for shop­
ping cart abandonment in the online 
store. Shoppers will simply leave 
without their desired goods if they 
don't get answers to their questions. 

The most useful product informa­
tion to a critical shopper is most often 
neglected. E-commerce sites should 
therefore endeavor to provide multi­
ple levels of product information and 
take advantage of traditional mer­
chandising wisdom. Only 16 percent 
of U.S. and 3 percent of U.K. sites 
present customer reviews; even fewer 
provide third-party reviews. Only 8 
percent provide feature/benefit com­
parisons of products. 

A good way to frustrate and alien­
ate customers is to have them decide 
to purchase an item and go through 
the trouble of entering credit card 
information - only to learn that the 
item is not in stock! Only 29 per­
cent of U.S. and 13 percent of U.K. 
sites state whether products are actu­
ally available in the online shopping 
cart. 

Post-sale product service and sup­
port determines customer loyalty. It 
gives customers the opportunity to 
voice their needs and creates a potent 
source of ideas for future product 
development. Building and sustain­
ing relationships with existing cus­
tomers creates the potential for 
repeat business and cost less than 
acquiring new customers. "Virtual" 
support must become actual support 
in order to create repeat business. 
Less than half of sites, 44 percent, 
contain some form of post-sale sup­
port. Only 14 percent of sites pro­
vide a direct link to a shopper's order 
status on their global navigation bar 
and only 22 percent have a link on 
their home page. For more informa­
tion call 650-4 73-6514. 
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Box 185724, Hamden, Conn., 06518. 
Ph. 203-387-4211. E-mail 
RADM@att.net. 

IBM has acquired Aragon 
Consulting Group, a St. Louis mar­
keting research and strategy firm. 
Financial terms of the acquisition 
were not disclosed. 

Chicago-based Information 
Resources, Inc. has formed an 
alliance with technology information 
provider PC Data which will link PC 
Data's Internet metering technology 
with IRI's Shoppers' Hotline panel of 
55,000 households to help consumer 
packaged goods manufacturers tie 
Internet usage to online and offline 
consumer behavior. Additionally, PC 
Data's own panel of 120,000 house­
holds will be available to IRI cus­
tomers for custom online survey 
research. 

Honduras-based research firm Le 
Vote and Roche ster, N. Y.-based 
Harris Interactive have signed an 
exclusive agreement which adds Le 
Vote/Harris Interactive as a member 
of Harris Interactive's global network. 
Le Vote/Harris Interactive will devel­
op a database of cooperative respon­
dents in Central America for market 
research project s. In addition, 
MASMI Research, a research firm 
in Rus sia , the Commonwealth of 
Independent States and Eastern 
Europe, has also joined the Harris 
Interactive global network. 

Concord, Mass.-based MORPACE 
Pharma Group, Ltd. (MPG), a 
health care information and analysis 
company, has collaborated with 
Viridien Technologies, a developer 
of e-business services and solutions, 
to build five new Web sites designed 
to leverage the Web's capabilities for 
collecting data and enhancing infor­
mation flow between MPG and its 
physician network. 

Media Metrix, a New York Internet 

and digital media measurement firm, 
has announced enhancements to its 
Local Market Report on Internet and 
digital media usage in local markets. 
Through an alliance with International 
Demographics, Inc., a local-market 
qualitative research firm, Media 
Metrix will provide clients with 
expanded profiles of online users, 
enabling them to better understand . 
and target audiences on a local level. 

MarketTools, Inc. and Sawtooth 
Software, Inc. , Sequim, Wash., have 
formed a partnership that will enhance 
MarketTools' zTelligence system 
through the development of Web­
based conjoint analysis modules 
based on Sawtooth Software's 
research software products. 
ZTelligence, an online platform for 
collecting, analyzing and reporting 
relationship and market information, 
will be used to deliver these jointly­
developed applications. Separately, 
MarketTools has partnered with 
Internet content provider ChinaLOOP 
to conduct consumer and market 
research in China via the Internet. 

St. Louis-based Maritz Marketing 
Research Inc. has acquired Basis­
Kontakt, a Hamburg, Germany, 
r~search firm. The terms of the acqui­
sition were not made public; Basis­
Kontakt's 1999 revenues were $3 mil­
lion. 

In August, Rochester, N.Y.-based 
Harris Interactive filed a lawsuit in 
U.S. District Court for the Western 
District of New York against anum­
ber of Internet service providers 
(ISPs) which Harris claims have 
blocked it from corresponding with 
some of its registered online panelists. 
The company is seeking injunctive 
relief and significant monetary dam­
ages from America Online (AOL), 
HotMail, Qwest (USWEST) and oth­
ers. These ISPs all subscribe to the 
Realtime Blackhole List (RBL), 
which is maintained by Mail Abuse 
Prevention System, LLC (MAPS), a 
Redwood City, Calif., monitor of elec­
tronic mail abuse. MAPS is also 
named as a defendant in the suit. 
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"MAPS has listed some of Harris 
Interactive's network resources 
because we have received complaints 
about their mailing practices, and they 
are not willing to provide meaningful 
assurances that Harris will protect the 
rights of consumers and network own­
ers by confirming that the person to 
whom they are sending e-mail actual­
ly wants to receive that e-mail. We 
tried to work with them, but they were 
unwilling to make substantive 
changes. RBL listings are always a 
last resort," said MAPS spokesperson 
Kelly Thompson in an August 2 
MAPS press release on the matter. 

The decision by MAPS to add 
Harris Interactive to the RBL prompt­
ed the ISPs to block the company 
from corresponding with the ISPs' 
subscribers. The blocking affected 
approximately 2.7 million of Harris 
Interactive's panel members, includ­
ing approximately 600,000 panelists 
who have participated in Harris 
Interactive-conducted market 
research. The blocking also is pre­
venting certain interested parties from 
accessing Harris Interactive's Web 
sites and joining the Harris Interactive 
panel. The "causes of action" against 
the plaintiffs in this case include anti­
trust violations and range from inter­
ference with business and commer­
cial disparagement to negligence and 
defamation. In addition to the other 
defendants, Harris Interactive named 
market research firm !neon and its 
president, Martin Roth, separately as 
defendants due to their role in "nom­
inating" Harris Interactive for the 
MAPS RBL. 

In a related action, the suit also 
includes an anti-trust complaint 
against AOL, which owns both 
Netscape and a market research com­
petitor of Harris Interactive's, 
Lewisville, Texas-based Digital 
Marketing Services (DMS). Harris 
Interactive contends that AOL's block 
gives DMS an effective way to limit 
Harris Interactive's ability to compete 
against DMS in the marketplace. 

Minneapolis-based marketing 
agency Gage Marketing Group 
LLC has joined with Leede 
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Research, Manitowoc, Wis., to form 
a new marketing research firm called 
The Leede Group. The Leede Group 
will provide qualitative and quantita­
tive marketing research to Gage's 
clients as well as to its own clients. 
Located in Gage's headquarters in 
Minneapolis, Leede will have focus 
group facilities and usability labora­
tories for Internet and Web design 
testing. Dean Halverson, CEO of 
Leede Research, will become CEO of 
The Leede Group. 

Greenfield Online , a Wilton 
Conn., research firm, has launched 
Greenfield Online Mexico, bringing 
its Web-based research tools, market 
trend reports, syndicated and other 
studies to businesses in Mexico and 
sub sequently, Latin America. 
Blockbuster Mexico is Greenfield 
Online Mexico's first client. 

St. Louis research firm Marketeam 
Associates, celebrating its 30th year 
as a market research provider, has 
launched a new Web site at 

www.mkteam.com. 

Modalis Research Technologies, 
Inc. , San Francisco, announced that 
bmp eBusiness AG, a Berlin-based 
venture capital firm, has taken a 6 per­
cent stake in the company. The pro­
ceeds of the transaction will be used 
to expedite the opening of local 
offices around the world. The total 
amount of funding acquired in this 
round of financing amounts to ju t 
over $5 million. 

New York-based Cyber Dialogue 
ha launched the marketing intelli­
gence portal for its Arc 360° eCRM 
platform. The portal enables Cyber 
Dialogue 's clients to manage their 
marketing initiatives by providing 
Web-based access to customer activ­
ity reports, strategic data and eCRM 
trends and by permitting clients to 
select market segment for targeted 
acquisition, retention and cross-sell 
campaigns. 

Separately, the firm announced that 
Talkcast, a U.K.-based digital media 

has become 

Still the intelligence of a best practices researcher. 

Still the best CATI value on the market. 

Now also: 

·.Support for Wide Area Networks (WAN) 

• Voice C t 

• Proactive and Predictive Dialing 

Beauty, Brains and Brawn. Call us. 
84 7-866-0870 www.sawtooth.com 

and communications company, will 
use Arc 360° to integrate visitor data 
in a centralized database for reporting, 
analysis, predictive modeling and 
campaign management. 

The Marketing Research 
Association, Rocky Hill, Conn., has 
launched an online bookstore as part 
of the Amazon.com Associates 
Program. The bookstore, accessible 
at www.mra-net.org, will provide a 
direct link to over 1,200 titles that fall 
into the opinion and marketing 
re earch category. 

New York-based 
MarketResearch.com, Inc. has 
entered into an agreement to acquire 
key assets of Newsletters.com, Inc. , 
Rockville, Md. Under the terms of the 
agreement, MarketResearch.com will 
acquire relation hips with over 100 
market research and business-to-busi­
ness newsletter publishers, as well as 
technology infrastructure for the man­
agement and delivery of digital con­
tent. 

Separately, the firm has launched 
an updated version of its Web site, 
including its proprietary "slice and 
price" technology that allows clients 
to order discrete segments such as 
chapters, charts, tables or individual 
pages and review and print the content 
at their desktop. 

Consumers Union, publisher of 
Consumer Reports magazine and 
Consumer Reports Online, and Active 
Research, Burlingame, Calif., have 
announced an agreement to make 
Active Research's product data and 
information on a broad range of con­
sumer goods available to Consumer 
Reports subscribers. Active Research 
will provide detailed product infor­
mation and image on consumer elec­
tronics, baby products, home office 
equipment, appliances, lawn and gar­
den products, and tools. 

Minneapolis-based Interelate, a 
business analytics application service 
provider, has released the research 
paper, "Outsourcing Customer 
Relationship Management Functions," 
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written by Doran Levy, the firm's 
senior analytics officer. The paper 
reviews trends and issues an organi­
zation faces in outsourcing IT func­
tions. It also explores the concept of 
outsourcing CRM functions in the 
ASP business model, particularly for 
marketing analysis. The paper is avail­
able on Interelate's Web site at 
www.interelate.com/ourmarket.res.asp. 

Seattle-based online research infor­
mation provider DeepCanyon has 
expanded the media, telecommunica­
tions and wireless industries research 
offerings on the DeepCanyon.com site 
through new agreeme nts with 
Pyramid Research and Veronis Suhler. 
Pyramid Research specializes in the 
telecom and wireless industries and 
their component parts, while Veronis 
Suhler's expertise is in the media, 
communications, and information 
industries. Separately, DeepCanyon 
also announced a strategic alli ance 
with Reuters Business Insight to bring 
Reuters Business Insight to the 
DeepCanyon site. Reuters Business 
Insight is a series of management 
reports jointly produced by Reuters 
and Datamonitor PLC. 

DecisionVelocity, an affi li ate of 
Kansas City research firm Decision 
Insight, has obtained seed capital to 
finance the next growth phase, the 
market rollout to research buyers. 
Decision Velocity, a business-to-busi­
ness ASP, specialize in customized 
applications for buyers of marketing 
research who are open to nontradi­
tional techniques. The 
DecisionVelocity process delivers 
multimedia-enriched research appli ­
cations via the Internet. New applica­
tions incorporate sound, visuals and 
motion. 

Q2 Brand Intelligence, a Seattle 
brand research and business strategy 
company, has opened a Boston divi­
sion. 

Greenwich, Conn.-based 
InsightExpress.com, an online mar­
ket research service, has signed 13 
strategic alli ances with media outlets, 

busines portals and software compa­
nies which will offer automated mar­
ket research services to a wider audi­
ence. 

Advantis Research & Consulting, 
St. Paul , has introduced a Web site at 
www.advantisresearch.com. 

Catapult Systems Corp. , an 
Austin, Texas, provider of e-business 
products and services, has announced 
that Griffin Bacal ad age ncy has 
selected Catapult's Inquisite survey 
system for its online marketing 
research surveys. Separately, 
StorageTek, a Louisville, Colo.-based 
global information storage provider, 
has also selected Inquisite for its 
online customer and employee sur­
veys. 

Lothar Fritsch has opened a new 
fu ll -service research firm, 
MinetheSoul , at 1 Wiltshire Ave., 
Studio 127, Toronto, Canada, M6N 
2V7. Phone 416-653-0168. Fax 416-
653-6031. E-mail Lothar@minethe­
soul. siteaction.com. 

Michael Zicha has opened Zicha 
& Associates, a research firm located 
at 12 Manchester, Streamwood, Ill. , 
60107. Ph. 630-289-9147. E-mail 
zicham @ aol.com. 

Stamford, Conn.-based @plan, an 
Internet marketing research firm, has 
launched the Institute for Online 
Commerce. The @plan Institute For 
Online Commerce will offer con­
sumers, the media, opinion leaders 
and market analysts data concerning 
online consumer preferences, behav­
ior, and attitudes towards key online 
·issues. 

In June, New York Internet traffic 
measurement firm M edia M etrix 
announced it would acquire New 
York-based Jupiter 
Communications for $414 million in 
stock to create a new company that 
will combine Internet tracking with 
market research and analysis. Earlier 
this year, Jupiter paid $50.6 million in 
cash and stock to acquire privately 
held Internet Research Group and Net 
Market Makers in an attempt to offer 
more business-to-business research. 

Opinion Research Corporation, 
Princeton, N.J., has signed $2.3 mil­
lion in contracts with a global high­
technology company for the continu­
ation of a global brand image tracking 
program and related re search. 
Separately, the firm announced that 
its offices in Maumee, Ohio, and 
Bingham Farms, Mich. , have 

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

over 100 phones to assist your Research 
+ e-mystery shop, e-CSM 
+ e-mail address verification 
+ PIN delivery and tracking 
+ e-respondent, screen, qualify, recruit 

+ Ca llback, follow-up, quot a-fil l 
+ Co-op fee coordination 
+ Full IVR integration 

We ex pertly 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, pha rmaceutical 
+ Road warriors 

gordon@office.WesternWats.com 
ph: 801-344-5600 fax: 801-344-5700 
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Research Calendar 
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information call650-365-1833 or visit 
www.tragon.com. 

FALL EDUCATION CONFERENCE: 
The Marketing Research Association 
(MRA) will hold its fall education con­
ference on November 8-10 in Ft. 
Lauderdale, Fla. For more information 
visit www.mra-net.org. 

CONFERENCE ON AGING: William 
Paterson University is sponsoring a 
conference on aging entitled "Aging in 
America: Economic, Social and 
Political Points of View." on November 
9-10 at the Marriott Hotel in Teaneck, 
N.J. For more information contact 
Leslie M. Harris at 617-720-4158 or at 
MMRHarris@aol.com. 

INSURANCE RESEARCH CONFER­
ENCE: The Society of Insurance 
Research will hold its annual confer­
ence on November 12-15 at the Hyatt 
Regency Riverwalk Hotel in San 
Antonio, Texas. For more information 

achieved ISO 9001 Certification. 

In ternet a udience measurement 
firm Nielsen//NetRatings announced 
that Yahoo! Inc. has subscribed to the 
Nielsen//NetRatings service in 14 
countries in North America, Europe, 
Latin America and Asia Pacific . 

Broomfield, Colo.-based Abacus 
Direct, a divis ion of Doubl eClick 
Inc., has launched a series of syndi­
cated market research products which 
will target Abacus' core market seg­
ments: catalog, retai l, business-to­
business, publishing, and online areas. 
To complete the market research pro­
ject, Abacus has formed a partnership 

contact Stan Hopp at 770-426-9270 
or at stanhopp@mindspring.com or 
visit www.sirnet.org. 

ESOMAR ADVERTISING CONFER­
ENCE: The European Society for 
Opinion and Marketing Research 
(ESOMAR) will hold its "Advertising 
2000" conference on November 12-14 
in Rio de Janeiro. For more informa­
tion visit www.esomar.nl. 

SEGMENTATION CONFERENCE: 
The Institute for International 
Research (IIR) is sponsoring SCOPE 
2000, a customer segmentation and 
relationship marketing conference 
with the theme "Integrating Customer 
Knowledge Across the Organization 
to Build Profit," on November 12-15 at 
the Hyatt Regency Scottsdale at 
Gainey Ranch , Scottsdale, Ariz. For 
more information call 888-670-8200 
or visit www.iir-ny.com. 

ASIA MARKETING CONFERENCE: 
The European Society for Opinion and 
Marketing Research (ESOMAR) will 
hold a conference on marketing in 

with Dipankar Chakravarti and the 
University of Colorado. 

Schaumburg, 111.-based ACNielsen 
U.S. and Norwalk, Conn.-based 
Adams Business Research, an oper­
ating unit of Adams Trade Pres , Inc. , 
will expand their multi-channelliquor 
sales information service, 
LiquorScan . The service now 
includes census-based, account-spe­
cific reporting for liquor store retail­
ers ABC Fine Wine & Spirits, 
B oston-based Kappy' s, Spirit s 
Unlimited of New Jersey and Goody­
Goody of Dallas. 

New York-based Arbitron 

Asia-Pacific on November 26-28 in 
Bangkok. For more information vis it 
www.esomar.nl. 

SAWTOOTH TECHNOLOGIES SEM­
INARS: Sawtooth Technologies will 
hold the following seminars near the 
company's offices in Evanston , Ill.: 
conjoint analysis: theory and practice, 
December 4-5 ; introduction to the 
ACA System, December 6; introduc­
tion to choice-based conjoint , 
December 7. The seminars are 
designed for researchers who have 
had little or no practical exposure to 
the techniques. For more information 
call Sue Tavitas 84 7-866-0870 or visit 
the company's Web site at www.saw­
tooth.com. 

ONLINE RESEARCH STRATEGIES: 
The International Qua lity & 
Productivity Center will hold a con­
ference titled "Strategies to Improve 
Online Market Research " on 
December 12-13 at the Hyatt Regency, 
New Orleans. For more information 
call 800-882-8684 or visit 
www.iqpc.com. 

s treamin g media se rvers for the 
InfoStream rating . 

Hudson , Mass.-based C Me Run 
Corp., an Internet computing compa­
ny, has announced that Ma rket 
Perspectives, Inc. will provide online 
survey tools to help C Me Run garner 
and act on user response to C Me 
Run 's services. 

..--=========================;::::, Company has entered into a strategic 
alliance with Lariat Software, Inc., 

San Diego marketing information 
firm Claritas Inc., has announced the 
formation of the MyBest... uite of 
Internet-deliverable products with the 
first in the series of Web ites called 
MyBestProspects . The new sites will 
be a component of the ClaritasExpress 
portal site. MyBestProspects allows 
the user to identify and target quali­
fied prospects by providing over 500 
product and service usage categories, 
ranging from restaurant preferences 
to media behavior. The only Internet method dedicated solely to name research. 

[ ] 
moil: nomequest@ool.com • www.nomequestonline.com 

Voice: 480-488-9660 • Fax: 800-962-9614 
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a developer of streaming media infra­
structure solutions, to power 
InfoStream, a Webcast audience rat­
ings service. Under the terms of the 
agreement, Lariat will license its 
MediaReports software to Arbitron 
for use in the collection of data from 

E l rick & Lavidge Marketin g 
Research (E&L), Atlanta, has formed 
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an agreement with America Online 
under which it will provide visitors to 
Shop @AOL with indepe ndent 
reviews of merchants, including rat­
ings of key factors that lead to a suc­
cessful online shopping experience. 
In addition to providing independent 
merchant reviews to the consumers, 
E&L's research will offer feedback to 
Shop @ AOL merchants regardin g 
consumers' experience on the mer­
chants' Web sites, which they obtain 
from consumers by giving them the 
opportunity to parti c ipate in short 
online surveys . 

The United States District Court for 
the Southern Di stri ct of New York 
di smissed a part of an anti tru st lawsuit 
brought by Information Resources, 
Inc. ag ain s t th e ACNielsen 
Corporation . ACNi e lsen and the 
other defendants moved for partial 
summary judgment on IRI's non-U.S. 
antitrust claims. The court granted the 
motion and di smi ssed those claims, 
ruling that IRI could not assert claims 
based on defendants' alleged activities 
in foreign markets where IRI oper­
ates through subsidiari es, companies 
owned by joint ventures, or relation­
ship s with loca l compani es . IRI 
brought its lawsuit in 1996, all eging a 
vari ety of anticompetiti ve activities 
b y Th e Dun & Brad s tr eet 
Corporation , ACNielsen, and IMS 
International , Inc. abroad, as well as 
in th e United States . IRI claimed 
worldwide antitrust damage . 

Survey.com has moved to 1282 
White Oaks Rd. , Campbell , Calif. , 
95008 . Phone 408 -907 -0001. Fax 
408-369-9746. 

Jim Shur, president and owner of 
Pathfinder Research Group, Acton, 
M ass ., has sold hi bu siness to Q 
Research, Newton , Mass . The new 
bu s in ess w ill op e ra te und e r the 
Pathfinder Research Group name in 
its present location and be owned and 
managed by Karen Dail y Stahl and 
Ed Stahl. 

St. Loui s- based resea rc h f irm 
Quality Controlled Services has 
opened a new facility near Phoeni x in 

the Papago Spectrum in Tempe, Ariz. 

Qualitative re search firm T he 
Clowes Partnership has moved to 
373 Saybrook Rd. , Higganum, Conn., 
06441. Phone 860-345-4570. Fax 
860-345-4860. 

Results Thru Research has moved 
to 12 W. 37th St. , 4th fl. , New York, 
N.Y. , 10018. Phone 212-736-0008. 
Fax 212-736-0794. 

INRA (EUROPE), in partnership 
with GfK Group, has won the contract 
to conduct the European Commission's 
standard Eurobarometer survey, which 
poll over 85 ,000 people in 15 coun­
tries each year about issues of concern 
to the European Union. 

Decision Analyst, Inc., Arlington, 
Texas, has created an advisory coun­
cil designed to give physicians and 
surgeons a greater say in the shaping 
of health care policy and products. 
Called the Phy sicians Advi sory 
Council, the program includes a Web 
site (www.physicianscouncil.com) 
where physicians worldwide can par­
ticipate in Decision Analyst surveys 
perta ining to health care iss ues . 
Separately, the firm has expanded to 
100,000 the number of Europeans 
who are member s of American 

Consumer Opinion Online, Decision 
Analyst's online panel. 

In July, Nat ional Computer 
Systems. Eden Prairie , Minn. , 
announced it was being sold to 
Pearson PLC, an international media, 
publishing and education company. 
The transaction is valued at about $2.5 
billion. The deal was expected to be 
'completed in September. 

T he Coleman Group , a 
Minneapolis-based design consulting 
firm, has introduced its Brand 
Strategy Team, headed by Rina 
Papler, which will integrate brand 
strategy development with naming, 
product design and packaging efforts. 

Opinion Access Corp. , Long 
Island City, has expanded its tele­
phone interviewing capacity to 200 
stations. The stations are 100-percent 
CATI , using both TelAthena and 
CfMC software integrated with EIS 
predictive dialers. 

Essman/Research, Des Moines , 
Iowa, has been chosen as one of the 
top 10 focu s facilitie s in North 
America by the moderators and 
researchers who participated in the 
2000 edition of the Impulse Survey of 
Focus Facilities. 

FOCUS GROUPS/ 
CLEVELAND SURVEY CENTER 

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

Litigation Research, Consumer 
Product Placement, Taste Tests, Seniors 
Pre-Recruits, Videoconferencing On-Site 

Excellent Recruiting - Project Management 
Moderators - Reports 

We are the only centrally located facility serving all 
parts of greater Cleveland/ Akron & vicinity 

Call: 800-950-9010 or 216-901-8075 
Fax: 216-901-8085 or 216-642-8876 

Email: focusclv@en.com Web: www. focusgroupsofcleveland.com 
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Ariba 
continued from p. 19 
a system that could help them evaluate 
the quality of their customers ' experi­
ence immediately after their technical 
support issue was resolved. 

"We are now receiving many more 
calls from a more diverse customer 
base, each using different products. In 

FIGURE 1: The CRM Integration System 

the past, our total monthly call volume 
was generated by a relatively low num­
ber customers; 100 customers could 
have been responsible for 600 calls 
into the center," says Ariba's North 
American Technical Support Manager 
Rajesh Nakhwa. "It was fairly easy for 
those customers to recall their experi­
ences in a quarterly survey. But as new 
products resulted in more single-time 
inquiries, we required a system that 
allowed our customers to give us 
instant feedback." 

With this information in hand, 
Ariba's technical support managers 
knew they needed to better determine 
key drivers for customer satisfaction. 
In tum, they could implement employ­
ee training programs targeting specif~ 
ic client concerns, isolate best/worst 
practices scenarios, and more. 
Additionally, Ariba's management 
thought if they could pinpoint a set of 
standard problem-solving strategies 
that were most effective in similar sce­
narios over time, they could standard­
ize the solution - saving both time and 
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money while improving the customer 
experience. 

Ariba also determined it would be 
useful to isolate any technical-support 
trends specific to a certain customer 
parameter - such as the region where 
the cu tomer was located, or product 
the client was using- to deal with them 
more efficiently. Customers in Asia­
Pacific, for example, dealt with differ-

ent challenges than customers in North 
America. Thus, Ariba needed region­
specific solutions that could be imple­
mented in its technical support sys­
tem to better serve these distinct cus-

FIGURE 2: Personalized Email Invitations 

A RIB A 

John Smith 
ABC Company 

Dear John: 

tomer groups. 
That was the missing ingredient in 

Ariba' s previou s CRM syste m: a 
transaction-based, uniform, real-time 
customer feedback solution that could 
provide actionable information for 
Ariba employees at all level s. 
Furthermore, because of Ariba's glob­
al reach, any system needed to be 
accessible on-line and include report­
ing capabilities tailored to fit Ariba's 
employee needs. This type of solution 
would allow Ariba to streamline its 
processes and improve responsiveness 
to its customers. 

The solution 
CustomerSat.com provided a solu­

tion to Ariba's challenges with its Web 
Survey System and automated CRM 
Integration Module. Working with 
Ari ba ' s technical s taff, 
CustomerSat.com consultants were 
able to customize a transaction-based 
customer satisfaction survey system 
that integrated with Ariba 's existing 
Vantive CRM system (Fig. 1). 

Ariba customers are now invited to 
rate and comment on their technical 
support experience within 24 hours 
after the case is closed. This allows 
customers enough time to reflect on 
their experience while ensuring that 
the response accurately reflects their 
true feelings. The system deploys a 
personalized survey invitation via e­
mail to each customer after the case is 

Thank you for calling the Ariba today about ticket number 12345: Unable to load printer driver. 

Your satisfaction and feedback are important to us. Would you please take a moment to complete a 

brief survey on the ervice you received, to help us serve you better? To go to the survey, simply click 

on the following address: 

http:// \·vww.Customer$at.net /Ariba /survey1.htmi7314DFHJ 

; or copy and paste it into your browser. 

lf you need assistance, please call (650) 234-8000 x8 or email Ariba@customersat.com. Thank you! 

Sincerely, 
Rajesh akhwa 
Ariba Corporation 
Customer Advocacy 

A personalized e-mail survey invitation customized from Ariba is sent containing survey URL with Positive Respondent 
Identification. 
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FIGURE 3: Customized Surveys 

Makmg the net work for 828 '"' 
15 

Typically, Ariba fields about 
3,000 technical support 
inquiry calls a month. "We get 
calls as simple as 'I can't log 
in' to very complex questions 
that take several days to 
resolve," Nakhwa says. 
"Every inquiry, however sim­
ple or complex, gets an instant 
survey as soon as that case 
ticket is closed." 

Wnlco me l o The AriiJd Techmcill Support 
Cust o m e r Sat1s t ar.:t1on Surve 1 

Ariba continuously strives for consistent responsiveness, quollty, delivery - communlcatJon on the Is-sues tbot you log 
J with us . Your feedbftd< Is an Important port of this proarss. 

I For this survey, please provide teedbodt on your re<:ent e><perience with Aribe Tedtnk:ol Support. 

Case 10: 

I ~= ~~::~~~~ ; 
Agent Nome: 

1 
1 . Considering your recent experience, how sotlsfied were you overlllll with Ariba Technlc:al SUpport? The Web Survey System 

checks that each customer data 

2 . For each statement below, please rote your experience with Ariba Technlcm Support Orgonization tor the case -ed 
above . In the scale below, l iS 1/ery O.ssatisfoed, .5 IS NeutTal , 10 tS Very 5atJsfied and N/A IS NOt Apillicable. 
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record is complete and that e­
mail addresses are meaning­
ful (for example, containing 
an"@" and a"."). The record 
is then encoded to ensure that 
only the invited customer can 
respond to the survey and 
respond only once. At that 

"•--.. ... ,. .. - • ......._. _ _, •--··- ··-· -•• ~-- • _. ... T......_.__, o---~ "-• cl point, a customized e-mail sur-

The survey is customized to reflect the "look and feel" desired by Ariba in order to ensure proper branding vey invitation from Ariba is 
and corporate identity. generated and sent to each 

customer (Fig . 2). 
resolved, in accordance to bu iness 
rules set by Ariba. When the case tick­
et is closed, CustomerSat.com's CRM 
Integration Module saves contact and 

ticket information from the Vantive 
sys tem to a file, which is then 
uploaded to CustomerSat.com's Web 
site. 

To guarantee maximum response 
rates, the e-mail survey invitation and 
the survey itself are personalized, 

How To Find '1he Best Deal 
On WATS Interviewing. 

The high costs of telephone interviewing getting you down? I/H/R Research Group can help - with the 
highest quality, lowest price. , and best service avai lable 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 supervisors . .. But, 
what seems to make our clients even happier are the really competitive prices. we·re growing, so we can 
afford to bid very aggressively. 

If you ·retired of the same old song and dance, give I/H/R Research Group a call. w e· ll make sure your job 's 
done right and at a cost you can li ve 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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FIGURE 4: Uploading Variables from Ariba s Vantive CRM System ny name, the WSS can 
upload variables from 
Ariba's customer infor­
mation and case informa­
tion databases including, 
address, region, technical 
support representative 
ID, product ID, date, 
time, etc. All of this data 
is se nt to the WSS 
through the CRM 
Integration Module. This 
was a critical component 
for Ariba in its efforts to 

Ariba and CustomerSat.com agree on contact, demographic, case-specific, and other relevant data to be isolate trends in its tech-
~,__a_ut_o_m_a_ti_ca_l..:!..ly_u..!.p_lo:...:a:...:d-=.e...:...d-=.a:..:.s....::e:..:.a:..:.c:..:.h -=.c.::.us:..:t:.:.o:..:..m:..:e.:...r .:..:is....::s:.:u:.:_rv:...:e:Ly:..:e.::.d:..:... _________________ _j nical support solutions. 

including Ariba's company logo and 
customer-specific information such as 
first and last name, e-mail address, 
company name, case ticket number 
and case description, pertinent to each 
individual customer. Additionally, to 
facilitate candid responses, 
CustomerSat.com hosts the survey, 
assuring the respondent of confiden­
tiality, if desired. The customer then 
clicks on the URL to view and com­
plete the survey (Fig. 3). 

"A key driver for Ariba is respecting 
the customer's time," says Jose Ver, 
CustomerS at. com senior project man-

FIGURE 5: Real-time Online Reporting 

Other demographics 
Personalization of the survey invita­

tion is a key component in generating 
survey responses from customers. But 
beyond that, Ariba wanted a host of 
other customer and case demographics 
to be uploadable from their CRM so 
that the views of survey results (the 
data that is actually displayed on ~he 
computer monitor or in printouts) 
could contain reporting data from a 
variety of perspectives. This required 
a system that allowed multiple meth­
ods of data filtering, "slicing and die-
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Using CustomerSat.com's Web Survey System tools, Ariba can view results in real-time in any number of formats 
including bar charts, pie charts, trend lines, and more. 

ager. "Ariba is extremely concerned 
that the survey be brief; at most a few 
minutes should be required to respond, 
a message which was clearly con­
veyed in the invitation." 

ing," as well as reporting capabi lities 
and the ability to manage users through 
a master account holder. 

Along with case number, case 
description, e-mail, name, and compa-

Ariba decides on which 
variables it uses to key its reports, 
based on its own business rules (Fig . 
4). 

A range of real-time analyses and 
reports are available to Ariba's autho­
rized personnel at any time in Ariba's 
password-protected account; they are 
always current as of the most recent 
survey response. The reporting system 
can display the survey information 
based on any number of variables, uch 
as geography, call center ID, represen­
tative ID, product line, etc. In addi­
tion, these queries can be viewed in 
different chart formats (Fig. 5) 

Managing users 
The Web Survey System allows hier­

archical access to survey results, allow­
ing a master account holder atAriba to 
administer levels of access for other 
users. Through this feature, different 
regional and product managers may 
access and view customer feedback 
that is pertinent to their particular job 
responsibilities. 

For example, a manager of a call 
center in Europe may need to see the 
survey data that involves calls handled 
throughout Europe as well as or with­
in a spec ific region. Similarly, a prod­
uct manager for the Ariba Buyer prod­
uct line may only need customer feed­
back on that particular product. In addi­
tion, managers can compare these seg­
mented views with the global view of 
data. The "controlled access and man­
aged users" features make data analy­
sis manageable and allow cross-seg­
ment comparisons. "The overall trends 
are important to the company at large, 
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but I want to know specifically how my 
group is doing in relationship to the 
overall technical support division," 
Nakhwa says. 

Alerted immediately 
In certain situations, Ariba wants to 

be alerted immediately about the 
results of a survey. For example, if a 
customer responds with a low satis­
faction rating to a question asking for 
overall impressions of a technical sup­
port experience, Ariba wants to know 
about it and respond to the problem 
quickly. In these instances, an e-mail 
message is automatically generated by 
the WSS and sent to an appropriate 
representative at Ariba, who can then 
resolve the issue. 

Ariba has experienced measurable 
results since implementing the new 
system, including: 

• When Ariba receives a low overall 
satisfaction score, the representative 
can immediately contact the customer 
to determine the key reasons for the 
dissatisfaction. This has helped in 
resolving customer issues, and moved 
customers from dissatisfied to satis­
fied. 

• Results have demonstrated to Ariba 
officials that customer satisfaction rat­
ings of the technical support division 
have exceeded expectations. 

• One of Ariba's primary goals is to 
move customers rating their service as 
7 or below (on a scale of 1 to 1 0) up the 
scale to a satisfied or very satisfied 
customer. Already, the open-ended cus­
tomer comments portion of the survey 
have yielded immediate results in this 
area. 

• The system has helped Ariba team 
morale. For the first time ever, Ariba 
customers can nominate representa­
tives for exce11ent support services 
commendations through a question 
contained in the Web survey. 

"This is a great way to measure and 
actually track and get trends so we can 
intervene before things blow up," says 
Nakhwa, who was a lead contact for 
Ariba in bringing the system online. 
"We've found that sometimes a simple 
fo11ow-up phone call or e-mail after 
the case is closed can be the difference 
between a customer being satisfied or 
very satisfied. So now, even if my rep-

resentatives are 100-percent sure the 
solution worked, I tell them to give 
that extra call or send that extra e-mail. 
It makes a difference." 

And to Ariba, customer satisfaction 
makes all the difference. 

Surveying the future 
As an e-commerce provider, Ariba 

maintains a strong relationship with its 
customers. Its global technical support 
division, with offices in North 
America, Europe and Asia Pacific, pro­
vides both regional as well as product­
based expertise for its clients. 
Customer feedback will continue to be 
a critical driver in product support. 

Ariba envisions a myriad of oppor­
tunities to expand its use of WSS. 
Cultural considerations when devising 
unique Web surveys and e-mail invita­
tions, for example, will become more 
critical as the global economy expands. 
A Web-survey invitation written in 
French as well as English, for instance, 
is more likely to elicit a higher per­
centage of respondents than if it were 
written in English only when the audi-

ence is French-speaking. 
· Ariba also foresees the expansion of 

its WSS into all phases of its operation. 
As the task of assuring customer loy­
alty continues growing into a round­
the-clock job - whereby every single 
customer experience is seen in the larg­
er context of the customer's ongoing 
relationship with the company - real­
time feedback will play an even more 
crucial role. Down the line, Ariba envi­
sions WSS becoming a 360-degree 
solution, where the survey information 
is fed back into Ariba's CRM to be 
used by other departments, including 
sales, marketing and product develop­
ment. 

As the Internet continues to become 
more widely used as a customer support 
tool, conventional distinctions between 
receiving service, providing feedback 
on service, and customer-initiated train­
ing and development programs will 
continue to blur. All will present new 
challenges and opportunities, and Ariba 
promises to be at the forefront, striving 
to improve and sustain its strong cus­
tomer relationships. r~ 

"SSI has a wonderful 
team approach:' 

----. 
Gregg Lindner; 

Scarborough Research 

"We use SSI for the expertise that its staff of profes­
sionals offer ... not only from the 'front-end' people 
that handle our account, but also from the 'back­
end' people that develop the methodology. 
It's just a wonderful team approach. 

SSI listened well to our needs and developed a process 
that enabled us to improve response rates and the 
quality of what we provide to the end users of our data. SSI 
offers quality and expertise that you don't get 
from other sampling houses." 

Call SSI for sampling solutions at 
1-203-255-4200 (00 800 3589 7421 free 
phone from Germany. Netherlands, and the 
UK), send e-mail to infc@surveysampling.com or 
visit our Web site at www.surveysampling.com. 

~ Survey 
• ~ Sampling, 
=... Inc.® 

Partners with survey researchers since 1977 
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Unisys 
continued from p. 21 

• containment and forecasting of 
costs; 

• adherence to contract schedules, 
including administrative performance; 

• history of reasonable and coopera­
tive behavior and business-like concern 
for the interests of the customer; and 

• service to the end user of the prod­
uct or service. 

These topics address some of the key 

issues for technology buyers. However, 
what buyers need to know in order to 
make intelligent choices is less than 
what vendors need to know to manage 
their business effectively. 

Developing the measurement system 
Unisys U.S. Federal Government 

Group actually began monitoring cus­
tomer satisfaction in 1984. This was a 
natural outgrowth of a culture of focus­
ing on satisfying customers and of a 
corporate "listening" program, which 

sensitized employees and customers to 
the benefits of listening to one another. 

For almost 13 years, the Group con­
ducted an annual assessment by mail, 
using questionnaires sent to customers 
or distributed by relationship managers. 
The questionnaires were hort and con­
cise, and the data used to create a vari­
ety of reports for multiple levels of man­
agement. 

In 1998, the satisfaction measurement 
team decided to move away from the 
mail survey format. The issues with 

.=======================================================:::;, mail included: 
• A declining response rate. The 

Delivering a Positive 
Customer Experience 

Needs 
Assessment 

Effectiveness 
Evaluation 

1. Needs Assessment 

Site 
Imple­

mentation 

Identify your customer's wants, 
needs and expectations. 

2. Site Implementation 
Develop your site in a test or 
live environment. 

3. Eftectiveness Evaluation 
Evaluate your site to see if it 
meets your objectives. 

Start your FREE trial of the 
NetRaker Suite today! 

www.netraker.com/quirkst/ 
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Usability and Research Applications 
Get Real Time Results 

Discover the NetRaker Suite of usability and 
market research applications - offering you 
complete customer experience measurements 
and competitive comparisons for continuous site 
improvement. 

Used by the Webby Awards® for evaluating 
customer experience, NetRaker gives you 
actionable insights on a continuous, real-time 
basis to maximize your site's: 

CUSTOMER ACQUISITION 

CUSTOM ER RETENTI ON 

Free NetRaker Index provides a personalized 
overall site review, where you can pinpoint the 
hidden barriers to achieving clear superiority. 

NetRaker is used by both clients and market 
research firms. Customizable for your specific 
site needs. 

0 
netRaker·· 

PorfectingthoWfbEl<poritoco• 

NetRaker Corporation 
1190 Mira Lorna Way, Suite U 
Sunnyvale, CA 94086 
tel 877-483.2114 x117 
fax 408.5J0.8939 
contact@netraker.com 

response rate had eroded over time, 
dropping to below 40 percent. At this 
level, management was concerned 
about response bias; were the ratings 
of those responding to the survey truly 
representative of everyone else? 

• Length of the survey. With a differ­
ent format, would respondents accept a 
larger number of questions that might 
provide more specific guidance to the 
Group regarding satisfaction issues? 

Ultimately, management wanted a 
urvey format that would accomplish 

the fo llowing: 
1. Improve the re ponse rate to 

acceptable levels. 
2. Be minimally intrusive and bur­

densome on respondent . 
3. Capture diagnostic information on 

issues that the survey might identify. 
4. Provide information on a timely 

basis. 
5. Allow flexibility in data gathering, 

to accommodate the rules of federal 
procurement. 

6. Ensure continued buy-in to data 
collection and resu lts by management 
and field personnel. 

Let's discuss each of these issues in 
tum. 

Response bias: mail versus phone 
The Unisys U.S. Federal Government 

Group considered and ultimately moved 
to a telephone medium for data collec­
tion. Thi change had two immediate 
results: 

• First, the response rate for the sur­
vey increased. 

While honoraria are occasionally 
u ed in commercial research to boost 
response rates, this is not viable with 
federal re pondents, given federal rules 
about acceptance of gifts from vendors. 
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The change in media allowed us to 
boost the response rate without this 
device. 

• Second, while customer ratings 
remain good, average ratings actually 
declined slightly with the expansion of 
the response base. Managers whose 
compensation was affected by this 
change were not terribly pleased. 
However, ultimately it was accepted 
that the larger response base provided a 
more realistic assessment of customer 
attitudes and experiences than achieved 
with the mail questionnaires. 

Analysis indicates that the change in 
average scores was tied to increased 
participation in the survey and unrelat­
ed to survey media. This also validated 
Unisys concern about the sample being 
representative. 

Reducing burden on respondents: 
multiple data collection media 

The next step toward improving 
response rates was to allow respondents 
a choice of how to complete the survey. 
Some respondents simply don't have 
time for phone interviews, or are 
uncomfortable with the phone format. 
Under the multiple media approach: 

• Targeted respondents receive a let­
ter at the beginning of each field period 
reminding them about the survey, and 
requesting their cooperation. This letter 
is sent on U nisys letterhead and over the 
signature of a senior executive. 

• Within the letter, respondents are 
told to expect a call from an ICR inter­
viewer working on behalf of the Unisys 
U.S. Federal Government Group. If 
they wish, they can complete a Web 
version of the survey, and avoid the cal1. 

Management has received comments 
from various agencies thanking them 
for making this Web option available. 
Some respondents prefer to see ques­
tions, while others like flexibility as to 
when they take the time to do it. 
Historically, about 20 percent of target­
ed respondents use the Web option. 

From a methodological standpoint, 
the combination of phone and Web 
interviewing works because: 

1. There is no impact on the repre­
sentativeness of the data. The Web 
respondents are part of the phone sam­
ple; anyone not completing the survey 
on the Web (including those only com­
pleting a portion of the interview) are 

contacted by phone. This is not a Web 
broadcast methodology. Respondent 
access to the Web survey is carefully 
monitored; each respondent receives a 
unique password, so that we can track 
who accesses the Web questionnaire, 
and how much of the survey they com­
plete. However, the relatively low rate 
of use of the Web option suggests that 
we would not be able to achieve a rep­
resentative sample using only Web 
interviewing, even though all of our tar­
geted respondents are Web users. Phone 
remains an integral element of data col­
lection. 

2. Use of multiple media is facilitat­
ed by complementary software for Web 
and phone interviewing. There are sev­
eral interviewing systems in the market 
that have both phone and Web mod­
ules, and which store data in identical 
structures, allowing data to be combined 
readily for analysis. 

3. There is no evidence of any bias in 
rating scores between interviews com­
pleted by phone and on the Web. Of 
course, we are not asking unaided 
awareness questions, which are affect-

e~ by choice of media. What we do find, 
however, is that open-ended responses 
tend to be truncated on the Web; respon­
dents tend to type less than they would 
say orally to an interviewer. This trun­
cation sometimes leads us to callbacks 
to clarify responses. 

4. On the positive side, the diversion 
of interviews from the phone to the Web 
serves to reduce the cost of data collec-
1tion, for both ICR and Unisys. 

5. Finally, and perhaps most impor­
tantly, respondents like having the 
option of how to participate, and have 
told us about it. 

ICR receives occasional requests for 
mail or fax versions of the survey. We 
honor these requests, although we do 
not advertise this option to respondents. 
In practice, we have found that most 
requests for mail versions of surveys 
(in this and in business decision-maker 
surveys) do not result in completed 
interviews, and we have to follow up 
with these respondents by phone. 
Where we do receive completed mail 
forms, we compare these results to sur­
veys previously completed by the same 

Software Developers of: 
WinCrosslM 

Crosstabulation 

WinQuery"" 
CATI, CAPI 

Services: 
Telephone Interviewing 
Questionnaire Programming 
Data Entry 
Coding 
Data Processing 
Optical Scanning 
Statistical Analysis 
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respondent, and to data from other 
respondents in the same agency, to 
check for possible discrepancies result­
ing from the mail format. To date, we 
have not seen any results suggesting a 
format-based bias. 

Capturing diagnostic information 
Conversion of the survey from mail 

to the phone/web format allowed us to 
increase the number of questions in the 
interview, and to add selected probing 
open-ended questions. This change has 
allowed management to obtain infor-
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Looking for a Scanning Vender 
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ADAPT is the Answer! 
Our state-of-the-art image 
scanning department processed 
over 3,000,000 Market Research 
surveys last year. We utilize the 
most up to date systems, 
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Market Research industry. By 
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technology available, we can get 
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speed, and at 1/2 the price of 
traditional data entry. 

Our service offering: 
I) Survey Printing and mail 

distribution 
2) Returns management for 

follow-up mailings to non­
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3) Return Mail Handling 
4) Survey check-in and editing 
5) Comment coding and 

verbatim transcription 
6) Data Entry 
7) State-of-the-art Character 

Recognition Scanning 
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9) Audio tape transcription 

Get your survey processed by 
Market Research Professionals. 

Contact: Dave Koch 
1-888-SlADAPT 

dkoch@adaptdata.com 
www.adaptdata.com 

ADAPT Inc. 
561 0 Rowland Road, Suite 160 

Minnetonka, MN 55343 

mation on a wider array of issues that 
could potentially impact customer sat­
isfaction and working relationships. 

Open-ended questions actually con­
tribute to data collection. Rating scores 
may mask concerns with issues that are 
only tangentially related to the question 
being asked. A judiciously placed open­
end allows the respondent the opportu­
nity to explain an answer that may not 
quite fit the question, but reflects some­
thing important that the respondent 
wants to communicate. 

In analysis, we of course conduct the 
relatively standard key driver analysis 
on quantitative data. However, we also 
list verbatim responses to open-ended 
questions by respondent, and scan 
those. The purpose of reading verba­
tims by respondent is to understand the 
"story" that the customer is trying to 
convey in the interview, and look for 
patterns of responses that might indicate 
additional issues of concern to multiple 
customers. 

The emphasis placed on open-t:(nds 
impacts interviewer training and even 
the a signment of interviewers to this 
study by I CR. If we are to capture mean­
ingful and detailed information, it is 
essential that interviewers have a base­
line understanding of the Unisy U.S. 
Federal Government Group organiza­
tion, products, services, and solutions in 
order for them to understand what cu -
tomers say to them, and record this 
information accurately. We ensure this 

ATTRIBUTES 

through providing training to inter­
viewers that includes briefing materials 
on company offerings, and by having 
the same interviewers and supervisors 
work on this study each quarter. 

Providing timely information 
Information on customer attitudes 

needs to be disseminated quickly to the 
managers who can take appropriate 
actions. This means: 

• Issues requiring immediate action 
are identified during fieldwork, and this 
information is expedited to the attention 
of the research team and the client. This 
is standard "action item reporting." 
However, for this to be done success­
fully, 

-Interviewers have to be trained to 
recognize what these items are; 
-A report format and procedure has 

to be in place to take this information 
from the phone room to the research 
team. 

-The research team needs to under­
stand the amount of detail the client 
requires for action, and to ensure that the 
action report contain this required 
information. 

- The client should have a central 
clearinghouse for those reports, which 
can direct the report to the appropriate 
manager for action. The function should 
include follow-up to ensure that actions 
are taken on a timely basis, and that the 
customer is satisfied to the extent pos­
sible with the response. 

It is not unusual for customers who 
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have had problems to be more satisfied 
than those who have not, if the cus­
tomer is pleased by the timeliness and 
effort put into the response! 

• The format for providing both action 
reports and other survey information 
has to be one which line managers (non­
researchers) can grasp readily and use. 

For standard survey reporting, U nisys 
U.S. Federal Government Group has 
gone to a color-coded spreadsheet for­
mat, an example of which is shown on 
the facing page. We've defined target 
levels of satisfaction (on the five-point 
rating scale that we use), as well as 
acceptable and unacceptable scores in 
terms of five colors. For any account or 
group of accounts, managers easily can 
see what needs improvement. 

Note that the five-point scoring sys­
tem is not ICR's preference. It was 
grandfathered into the program from 
the firm handling the mail survey, and 
it's what managers are familiar with. 

We've moved the measurement pro­
gram from a once-per-year inquiry to 
quarterly interviewing. Quarterly con­
tact with customers: 

• allows us to detect issues in some 
cases faster than we would on an annu­
al interview schedule, and 

• makes it easier for managers to do 
the internal follow up on issues, by hav­
ing fewer accounts to deal with at any 
one time. 

We limit interviews with any one 
respondent to once per year. Since we 
are in touch with multiple respondents 
from each agency, we try to ensure that 
each agency is represented in every 
wave of interviewing. 

We use a moving average method of 
reporting aggregate performance 
results. The small number of customers 
means that the inclusion or exclusion of 
a specific agency in any one quarter can 
have a dramatic impact on aggregate 
results; use of multi-quarter moving 
averages circumvents this problem. 

Flexible data collection 

What makes people 
do vvhat they do? 

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

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

MODERATOR TRAINING 
FUNDAMENTALS 

Feb. 28 - March 1. 2000 Los Angeles 
(Manhattan Beach) 

May 22- 24. 2000 Washington DC 
July 31 - Aug 2 , 2000 Chicago 
Oct. 1 6- 1 8, 2000 Cincinnati 

TRAINING FOR FOCUS 
GROUP MODERATING: 

APPLICATIONS & APPROACHES 

March 1 3 - 1 6. 2000 Atlanta 
June 5 · 8 , 2000 Cincinnati 
Aug. 21 · 24. 2000 Chicago 

Dec. 5 · 8. 2000 San Francisco 

INTRODUCTION TO 
MARKETING RESEARCH 

Feb. 28 · March 1. 2000 Atlanta 
May 1 · 3 . 2000 Chicago 

July 24 · 26. 2000 Washington DC 
Sept. 25 · 27. 2000 San Francisco 

Nov. 1 3 · 1 5 . 2000 Cincinnati 

APPLIED MARKETING RESEARCH 

Feb. 21 - 23. 2000 Atlanta 
June 26- 28. 2000 Cincinnati 

Oct. 1 6 - 1 8. 2000 Chicago 

DESIGNING EFFECTIVE 
QUESTIONNAIRES 

March 1 - 3. 2000 Wash1ngton DC 
June 1 9 - 21. 2000 Cincinnati 

Aug. 7 - 9. 2000 Chicago 
Nov. 1 3 - 1 5. 2000 Los Angeles 

(Manhattan Beach) 

INTRODUCTION TO 
DATA ANALYSIS 

March 1 3- 1 5 , 2000 Cincinnati 
June 1 2- 1 4. 2000 Washington D C 

Sept. 1 8- 20. 2000 Chicago 
Dec. 4 - 6. 2000 Los Angeles 

(Manhattan Beach) 

MARKETING APPLICATIONS OF 
MULTIVARIATE TECHNIQUES 

April 3 - 5. 2000 Chicago 
July 1 9- 21. 2000 San Francisco 

Oct. 23- 25, 2000 Cincinnati 

MEASURING & MANAGING 
CUSTOMER 

SATISFACTION & LOYAL TV 

March 21 - 23. 2000 Chapel Hil l 
June 26 · 28. 2000 Chicago 

Sept. 25- 27. 2000 Washington DC 
Nov. 29- Dec. 1, 2000 San Francisco 

During procurement decision-mak­
ing, there is a formal "blackout period" 
in which contacts between vendors and 
decision-makers are very tightly con­
trolled. A survey contact during a black­
out period could be seen as an attempt 
in some way to influence the procure­
ment decision, and is not permissible. 

T HE T R A INING & DE V ELOPMENT CENTER 
www.burke.co rn 
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TARGETED • RELIABLE • FAST 

Exact Age_---=' 
Income 

--~·-------~~-~-

Gender 
New Mothers 
Elderly 
Children 
Low Incidence 
Ethnic 
Business • . 
ROD . ~ :· 
Many Others 

Call for quotes or free brochure. 

~%~~~~.f .. tt~~ 
Old Greenwich, CT 06870 

800-784-8016 • FAX 203-637-8569 

e-mail 72672.1 327@compuserve.com 
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Thus it is essential to be able to sched­
ule data collection around these periods. 
However, it is not necessarily possible 
to predict in advance when these black­
outs will occur. 

Each quarter, we review with the field 
the agencies to be contacted in that wave 
of interviewing. We ask the field to 
identify procurement activity; respon­
dents from these agencies then are 
deferred to a later wave of interviewing 
that will not conflict with the procure­
ment. 

Management and field buy-in into 
the measurement process 

Utilization, not methodology, is the 
ultimate measure of the value of any 
research effort. For this program to be 
successful, it is essential that managers 
use the results, and that field personnel 
accept and act on the findings of the 
research. 

We ensure acceptance and utilization 
of the results of this program through 
the following steps: 

• We meet individually with senior 
managers to review the content of the 
questionnaire and obtain their com­
ments at the beginning of each year. 
While most questions remain the same, 
it is essential that the survey stay current 
with management thinking and with 
new technologies, so we allow some 
change in content each year. Managers 
are busy ; the best way to ensure a 
thoughtful review of the content is to 
schedule a time to talk with them about 
it on a face-to-face basis. 

• Unisys U.S. Federal Government 
Group leadership is personally com­
mitted to the satisfaction measurement 
program, and holds managers account­
able for specific plans to improve is ues 
identified in the research. We hold an 
annual review of the program, in which 
the Unisys U.S. Federal Government 
Group and ICR research team present a 
12-month roll-up of research results to 
the senior management team. Following 
the presentation of findings, this meet­
ing includes an immediate discussion of 
actions to be taken by each organization 
leader. 

• Management uses data from the 
program as input into the compen a­
tion plan. 

• Program managers validate whom 

we interview in each agency before we 
conduct the survey each quarter. This 
list goes through several reviews, to 
ensure that it is accurate, comprehen­
sive, and unbiased. It is es entia! that the 
survey interview be administered with 
the appropriate respondents within the 
agency; based on experience, we cannot 
be sure thi will be true using a blind 
screening process. If vendor manage­
ment has input into what is asked, and 
the field validates who is asked, then it 
is difficult to argue with the results. 

Is there a risk in having the field influ­
ence who responds to the urvey? 
Certainly. However, as we are inter­
viewing the same agencies and in many 
cases the same people every year, the 
satisfaction measurement program team 
will notice omissions and take appro­
priate action to explain or correct them. 
This is possible because of the limjted 
size of the target population. 

Consistent with asking the field for 
input about respondents, we do not 
allow interviewers to pursue referrals if 
a particular respondent is no longer 
appropriate at the time the interview is 
conducted. In these cases, the respon­
dent information is referred back to the 
field personnel for correction, and the 
respondent is deferred to a later wave of 
interviewing. 

Where do we go from here? 
Our continuing concern is enhancing 

the involvement of customers with the 
satisfaction program. Customers need to 
see the program as a valuable way to 
improve their relationship with a ven­
dor, and gain better service from the 
vendor. We see the issue of involve­
ment as essential to maintruning an ade­
quate response rate for the survey over 
the long term, and also as essential to 
maintaining the quality and level of 
detrul of the information the survey pro­
duces. 

One way to nurture involvement by 
customers is to ensure that the satisfac­
tion program involves the two-way 
communication of information. It's 
essential for customers to know that the 
information they are contributing is 
being used; the only way they know 
tills is if we tell them. r~ 
10ffice Of Federal Procurement Policy, "Acquisition 
Best Practices," Interim edition (May 1995) . 
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Names of Note 
continued from p. 1 0 
dent. He had been at the firm's 
Minneapolis location. Kathy Bieker ha 
joined Sorensen Associates' client ser­
vices team as a project director in the 
Minneapolis office. Carol Reynolds has 
been promoted to quality officer in 
Portland. 

Plano, Texas-based JCPenney has 
named Mike Itashiki Internet marketing 
research manager. 

Gary Culpepper has been named 
operations director at First Market 
Research, Austin, Texas. 

Julie Fontaine joined Advantis 
Research & Consulting, St. Paul, as 
director of marketing. 

Carole Schmidt has been promoted to 
vice president of Doyle Research 
Associates, Inc., Chicago. 

Patrick Johnston has joined Harris 
Interactive as team leader/senior statisti­
cal programmer in the firm's new 

Chicago office. 

Digital Idea, a new Internet consulting 
firm based in Westport, Conn., has 
named Lisa Jaccoma managing direc­
tor, brand and marketing consulting. Lisa 
Langley, director, business develop­
ment, has joined to build the firm's 
Silicon Valley presence. 

Boston-based Uno Restaurant 
Corporation has named M. Heyward 
Whetsell, Jr. senior vice president of 
marketing. His responsibilities will 
include marketing research. 

Wayne Smith has been named senior 
vice president of services at SPSS, 
Chicago. 

Bo ton-based Welchs has promoted 
Peter Martin to vice president, market­
ing. In his new role, Martin will be 
responsible for all aspects of Welch 's 
domestic marketing programs including 
advertising, corporate communications 
and marketing research. 

New York-based Y&R In c. has 
announced that its Brand Futures Group 
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l)as been restructured as a new line of 
business under the name The Intelligence 
Factory. It will continue to be run by Ira 
Matathia, CEO, and Marian Salzman, 
president , and will count Y &R 
Advertising among its clients. 

InterSurvey has hired Jean Durall to 
work at its Menlo Park, Calif., head­
quarters. In addition, A. Michael 

, Spence, former dean and current facul­
ty member of the Stanford University 
Graduate School of Business, has joined 
the company's board of directors. And 
Catherine S. Edwards has been named 
vice president of marketing. 

Vincent Stolo has joined Boston­
based research fmn Focus On Boston as 
a consultant. 

Louise Rehling has resigned her posi­
tion as executive vice president of prod­
uct development at SPSS, Chicago. 

Net Value, a Hong Kong fmn measur­
ing Internet usage, has appointed 
Darlene Lee as Asia president and CEO 
to expand its services to the region. The 
company aims to set up Internet research 
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busines in China, Hong Kong, Taiwan, 
Singapore and Korea before the end of 
the year. 

Mary Wang, account manager at 
SPSS MR, Chicago, has been named 
director-at-large of the Marketing 
Research Association's New York/New 
England chapter board of directors. 
Separately, SPSS MR has named 
Patrick Quigley senior director for the 
Americas. 

Braintree, Mass., research firm 
Perseus Development Corporation has 
named Bob Kazarian, Jack Brown, 
and Jack Boyles to its senior manage­
ment team. 

ACNielsen U.S., Schaumburg, ill., has 
named Tim Callahan executive vice 
president client service. 

Vancouver-based advertising firm 
Advertain On-Line Inc. has named 
Wayne Kondruk director of market 
research. 

New York-based Arbitron Company 
has appointed Brad Bedford vice pres­
ident of sales for Arbitron's InfoStream 

Webcast audience ratings service. 

David Sackman, president and chief 
executive officer of Lieberman Research 
Worldwide, has joined the board of direc­
tors of BidVantage Inc. , a Camarillo, 
Calif., online electronics marketer. 

Minneapolis-based RocketChips, Inc., 
an integrated chip maker, has named Tim 
Bradow strategic marketing manager. 
Market research will be among his 
responsibilities. 

Christine Miller will join the senior 
management team ofDiscovery.com, the 
Web presence of the Discovery TV net­
work, as executive vice president and 
chief marketing officer. Part of her 
responsibilities include direction of mar­
keting research efforts. 

Jerry R. Mitchell has resigned his 
position as chairman and director, pres­
ident and CEO of ClinTrials Research, 
Research Triangle Park, N.C. Paul J, 
Ottaviano, the firm's COO, will 
replace Mitchell as president and CEO. 
Director Ed Nelson will assume the 
role of chairman. 

The color 
of data 

Many focus group companies seem to think that good data 
comes out of beige rooms. We happen to think otherwise. 

Our new Portland focus group office features all the creature 
comforts, high speed net access and videoconferencing too. But we 
also give you the choice of a relaxing and rich blue themed room or a 
soothing and warm burgundy themed room for your focus group. 

We think good data is best collected in rooms you can actually like. 
Call us with your next focus group assignment. 

' Consumer Opinion Services 
" ~m~~B~~~BI.1iiiil'itBB~ We answer to you 

12825 1st Avenue South Seattle, WA 98168 www.cosvc.com 206-241-6050 

Seattle + Spokane + Boise + Portland + Salt Lake + San Jose 

J efT Staadt has been tapped as man­
aging director for Stratcom, a 
Massapequa, N.Y., market intelligence 
firm. 

DeepCanyon, a Seattle online provider 
of business decision-support tools, infor­
mation and research, has named Yolanda 
Chao vice president of engineering and 
Peggy Sue Heath vice president of strat­
egy and business development. 

Frank Quirk, chairman and CEO of 
ORC Macro , has been elected to the 
board of directors of Opinion Research 
Corporation, Princeton, N.J. ORC Macro 
is a global social research firm acquired 
by Opinion Research Corporation in 
May 1999. 

FreeSamples.com, a San Francisco 
fmn offering product samples over the 
Internet, has named Craig Logan vice 
president of operations and Lawrence J. 
Becker vice president of research tech­
nology and support. 

Mary Ann Pacocha, director of 
Connecticut InFocus, Glastonbury, 
Conn., has been elected to the board of 
the New England chapter of the 
Marketing Research Association. She 
will serve as director-at-large, 
Connecticut representative. 

Gregory Kohs has been promoted to 
vice president, client services, at ICR, a 
Media, Pa., re earch fmn. 

Brenda McFarland has joined Taylor 
Nelson Sofres Intersearch in the research 
firm's White Plain , N.Y., office as senior 
vice president, director. 

Bill Thiel has been promoted to direc­
tor of information technology at Eagle 
Research, Atlanta. In the Denver office 
of Eagle Research, Davida Clark has 
been promoted to quantitative manager 
and Kimberly Whitten has been named 
office manager. 

The NPD Group, Port Washington, 
N.Y., has named Diane Nicholson vice 
president of the fashion team; Michele 
Schmal vice pre ident of client service 
for the NPD Foodservice Information 
Group; Anna Scott vice pre ident of 
NPD's toys, sports and foodservice track­
ing business in the U.K.; and John 
Stebbins vice president and managing 
director of NPD Japan. 
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You just can't get more accurate, on-target results than those from OAC. We are the one­
stop-shop for your telephone interviewing, data management and data processing needs. 

We know what is important to you. Accurate, reliable data that is delivered on time and 
within budget. It is that simple. In order to give you what you need, we make the calls, 
penetrate your sample, process the collected data, then give you trackable results to 
ensure the success of your project. 

OAC is the leader in CATI/Predictive Dialing integration. This means we offer the 
latest and the fastest technology available which translates to cost-effective interviewing. 
Our high technology means greater talk time for better results. All this combined 
guarantees you one-complete-package that can stop on a dime. 

If you're considering telephone interviewing firms, consider OAC. 

We're OAC-Opinion Access Corp. 
We hear you. 

Telephone Interviewing 

Data Management 

Data Processing 

Data Collection 

CATI System 

Predictive Dialing 

Bi-lingual Capabilities 

31-00 47th Avenue. Long Island Ci~. New York 11101 • Phone 718-729-2622 (20AC) or toll free 888-489-DATA • v\ww.opinionacccss.com 
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Moderator MarketPlace TM 

Usted below are names of companies specializing in qualitative research moderating. Included are contact personnel, addresses and phone numbers. 
Companies are listed alphabetically and are also classified by state and specialty for your convenience. Contact publisher for listing rates: Quirk's Marketing 
Research Review, P. 0. Box 23536, Minneapolis, MN 55423. Phone 612-854-5101. Fax 612-854-8191. Or visit www.quirks.com/media/moderator.html. 

Ackermann Public Relations & Mktg. 
1111 Northshore Dr. , Ste. 400 
Knoxville , TN 37919-4046 
Ph. 423-588-9280 
Fax 423-584-5960 
E-mail: rbryant@directionsdata.com 
Contact: Rebecca Bryant 
Advanced R/VA-Trained 
Moderator/Focus Facility/Phonebank. 

Active focus 
P.O. Box 10274 
Pittsburgh, PA 1027 4 
Ph . 412-683-5975 
Fax 412-681-7975 
E-mail: cjrobbins@activefocus.com 
www.activefocus.com 
Contact: Carole J. Robbins 
Meeting Your Business Goals With 
Focused Yet Flexible Designs, Insightful 
Probing & Concise Reports. 

t 
Jeff 

Anderson 
Consulting 

Jeff Anderson Consulting , Inc. 
1545 Hotel CircleS., Ste. 275 
San Diego, CA 921 08 
Ph. 619-682-7272 
Fax 619-682-7277 
E-mail : jeff@jeffandersonconsulting.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. 

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. 

BA I GLOBAL 

BAIGiobal lnc. 
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. 
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Balaban Market Research Consulting 
Phoenix, AZ 
Ph. 602-765-2172 
E-mail : ReprtWrite@aol.com 
Contact: Caryn Balaban, M.P.H. 
Health, Medical & Pharmaceutical. 

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. 

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

Brophy Research 
221 E. 94th St. 
New York, NY 10128 
Ph . 212-348-1041 
E-mail: dbbrophy@worldnet.att.net 
Contact: David B. Brophy, President 
New Product Development; Advertising 
Checks A Specialty. 

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 Specialty 
30+ Yrs. Experience. 

ciR 
RE SEARCH 

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 
Focus Groups, Conjoint Analysis, 
Surveys. Call To Discover The Difference. 

Cambridge Research , Inc. 
3521 W. 24th St. 
Minneapolis, MN 55416 
Ph. 612-929-8450 
Fax 612-929-8460 
E-mail : dalelongfellw@cambridgere­
search.com 
www.cambridgeresearch .com 
Contact: Dale Longfellow 
High Tech, Executives, Bus.-To­
Bus., Ag., Specifying Engineers. 

CAMPOS 
MARKE T RESEARCH , INC . 

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

Chalfont Healthcare Research, Inc. 
4275 County Line Rd ., #1 12 
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 
Contact: Tyler J. Walker 
Full-Service. Have Moderated 
Thousands of Groups. On-Line Exp. 

a 
Cheskin 

Researc h 
Cheskin Research 
255 Shoreline Dr., Ste. 100 
Redwood Shores, CA 94065 
Ph . 650-802-2100 
Fax 650-593-1125 
E-mail : info@cheskin.com 
www.cheskin.com 
Contact: Nancy K. Shimamoto 
Intercultural & lnt'l. Mkt. Cnsltg. & Rsch. 
We Help Firms Compete In The New 
Global Internet Economy Multilingual 
Staff/20+ Cultures. 
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Consumer Network, Inc. 
3624 Market St. 
Philadelphia, PA 19104 
Ph. 215-235-2400 
Fax 215-235-6967 
E-mail : mona@monadoyle.com 
www.monadoyle.com 
Contact: Charles Ebner 
Contact: Mona Doyle 
Contact: Mark Saks 
With Focus Grps., The Consumer 
Network Panel & Her Web Site, Mona 
Doyle Talks With 5,000+ Consumers Per 
Year. Paqckaging/Supermarkets/Mass 
Retailing/Eidercare. 

Cornerstone Research & Marketing, Inc. 
1965 Sheridan Dr., Ste. 8A 
Buffalo, NY 14223 
Ph. 716-871-9123 
Fax 71 6-44 7-1 006 
E-mail : rhoried@pce.net 
www.cornerstoneresearch.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 
Consumer Products, Bus. -to-Bus., 
Technology, Seniors, 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.neV- sdaniel/ 
Contact: Stephen Daniel 
FOCUS/IT Understanding Technology 
Buying Processes. 
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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. 

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

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. 

Erlich Transcultural Consultants 
21241 Ventura Blvd. , Ste. 193 
Woodland Hills, CA 91364 
Ph. 818-226-1333 
Fax 818-226-1338 
E-mail : info@etcethnic.com 
www.etcethnic.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. 
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Fader & Associates 
372 Central Park W. , Ste. 7N 
New York, NY 1 0025 
Ph . 212-749-3986 
Fax 212-749-4087 
E-mail: faderassoc@aol.com 
Contact: Linda Hu 
Exp. In Broad Range of Categories, New 
Products, Repositioning, Concept Dev. , 
Creative Diag. 
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First Market Research Corp. 
656 Beacon St. , 6th floor 
Boston , MA 02215 
Ph . 800-FIRST-11 (347-7811) 
Fax 617-267-9080 
E-mail : jmr1 O@ziplink.net 
www.firstmarket.com 
Contact: Jack M. Reynolds 
Hospitals, Physicians, Bio-Tech, 
Advertising, Retail Chains. 

IA~ j Flrst w Market 
= !Research 

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.fi rstmarket.com 
Contact: James R. Heiman 
High Tech, Publishing, 
Bus.-To-Bus., Telecommunications. 

FOCUStPLUS 
Focus Plus, Inc. 
79 5th Avenue , 5th fl. 
New York, NY 1 0003 
Ph . 212-675-0142 
Fax 212-645-3171 
E-mail : focusplus@msn.com 
www.focusplusny.com 
Contact: John Markham 
Innovative, Reliable Full-Service Qual. 
Research. On-line Access & 
Videoconferencing. Spacious Facility - 3 
Suites. Impeccable Recruiting. 

FOCUSED Marketing Research, Inc. 
P.O. Box 290 
Bedminster, PA 18910-0290 
Ph. 215-795-9993 
Fax 215-795-9992 
E-mail : quirks@focused1 .com 
www.focused1.com 
Contact: Vern Dougherty 
Insightful Analysis & Actionable 
Reports. Consumer, B-to-B, Internet, Rx 
& Pets Products. Call Us Today! 

Global Qualitative Group, LLC 
2 Jefferson Pkwy., Ste. A-2 
Lake Oswego, OR 97035 
Ph . 503-784-511 0 
Fax 253-681-8102 
E-mail : info@globalqualitative.com 
www.globalqualitative.com 
Contact: Greg Hanson 
Focus Grps./ln-Depths/Dyads/Triads/On­
line For Technology & Telecomm. Also 
Edu., Utilities, Gov't., Healthcare. Design/ 
Mgmt.!Recruit/Mod./Analysis/Report. 

~Ul#ITI I I III 
GraffWorks Marketing Research 
10178 Phaeton Dr. 
Eden Prairie, MN 55347 
Ph. 952-829-4640 
Fax 952-829-4645 
E-mail : cgraff@graffworks.com 
www.graffworks.com 
Contact: Carol Graff 
Partnering With Market Leaders to 
Deliver Qualitative B2B Research, 
Competitive Intelligence, Due Diligence 
and Market Planning. 

www.quirks.com 

The Pat Henry Group 
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 
www.thepathenrygroup.com 
Contact: Susan Stone 
Luxurious Facility. Expert Recruiting. 
Central Location. 

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 1 0538 
Ph. 914-834-5999 
Fax 914-834-5998 
E-mail: info@horowitzassociates.com 
www.horowitzassociates.com 
Contact: Howard Horowitz 
CableNideo Marketing-Programming­
Telecommunications-Internet. 

~HYPNOSIS 
~}FOCUS GROUPS 

Hypnosis Focus Groups 
39 Acacia Tree Lane 
Irvine, CA 92612 
Ph. 800-646-4041 or 949-551-3400 
Fax 949-551 -3419 
E-mail : hgqandqres@aol.com 
www.hypnosisfocusgroups.com 
Contact: Hal Goldberg 
Free Demo Video, Fortune 500 & Major 
Ad Agency References. 

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. ig med research .com 
Contact: Monique Rinner, Exec. Rsch. Dir. 
New Product Development, Health Care, 
ORCA Member. 

insight europe gmbh 
Turmstr. 5 
60385 Frankfurt 
Germany 
Ph . +49-69-956366-0 
Fax +49-69-956366-11 
E-mail : eva@insighteurope.de 
www.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 84 7-615-0192 
E-mail : IRVES224@msn.com 
www.irvineconsultinginc.com 
Contact: Ronald J. Irvine 
Pharm/Med: Custom Global Quan./Qua/. 
Res. & Facility. 

JRH Marketing Services, Inc. 
29-27 41st Ave. (Penthouse) 
New York, NY 11101 
Ph. 718-786-9640 
Fax 718-786-9642 
E-mail : 72114.1500@compuserve.com 
Contact: J. Robert Harris II 
Founded 1975. Check Out The Rest But 
Use The Best! 

JUST THE FACTS!::. 
YOUR INFORMATION SOU R CE •:i;: 

Just The Facts, Inc. 
P.O. Box 365 
Mt. Prospect, IL 60056 
Ph . 847-506-0033 
Fax 84 7-506-0018 
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 Sal ina St. , Ste. 900 
Syracuse, NY 13202 
Ph. 315-470-1350 
Fax 315-471-0115 
E-mail : HQ@krsinc.com 
www.krsinc.com 
Contact: Lynne Van 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. 

Loretta Marketing Group 
13935 S.W. 102 Court 
Miami , FL 33176 
Ph. 305-232-5002 
Fax 305-232-801 0 
E-mail : lmg801 O@bellsouth .net 
Contact: Jim Loretta 
U.S. Hispanic/Latin Amer. Consumer 
Rsch. 25 Yrs. Exp. Bilingual/Bicultural. 
Born in Mexico/Educated in the U.S. 
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Low+ Associates, Inc. 
5454 Wisconsin Ave., Ste. 1400 
Chevy Chase, MD 20815 
Ph. 301-951-9200 
Fax 301-986-1641 
E-mail : nrussell@lowassociates.com 
www.lowassociates.com 
Contact: Nan Russell, V.P Mkt. Intel. 
Health/Fin./Cust. Sat. Upscale FG 
Facility. Recruit from MD, DC, N. VA. 

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

" MARKET RESOURCE ASSOCIATES, I C. 

Market Resource Associates 
800 Marquette Ave., Ste. 990 
Minneapolis, MN 55402 
Ph. 800-795-3056 
Fax 612-334-3121 
E-mail: johnMRA@aol.com 
www.mraonline.com 
Contact: John Cashmore 
Exp. with Architects, Builders, Remodlers, 
DIY, Lawn & Garden. 

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

Marketing Matrix International , Inc. 
2566 Overland Ave., Ste. 716 
Los Angeles, CA 90064 
Ph. 310-842-8310 
Fax 310-842-9493 
E-mail: mmatrix@primenet.com 
Contact: Marcia Selz 
Foe. Grps., In-Depth lntvs. & Surveys For 
Financial Svce. Companies. 

MarkatRasponsal m 11; I fill 
MarketResponse International 
6385 Old Shady Oak Rd ., Ste. 270 
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. 
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Mature 
Jl arketing & 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 
100 Plaza Dr. 
Secaucus, NJ 07094 
Ph. 201 -865-4900 or 800-998-4777 
Fax 201 -865-0408 
E-mail: meadowcc@aol.com 
Contact: Andrea Schrager 
Insightful, Innovative, /mpactful, Action­
Oriented Team Approach. 

Meczka Marketing/Research/Cnsltg., Inc. 
5757 W. Century Blvd ., Lobby Level 
Los Angeles, CA 90045 
Ph. 310-670-4824 
Fax 31 0-41 0-0780 
E-mail: adiaz@mmrcinc.com 
www.mmrcinc.com 
Contact: Anthony Diaz 
Contact: Michael Meczka 
Quai./Quant. Rsch. 25 Yrs. Exp. Recruit 
& Facility 

Medical Moderators, Inc. 
1201 Melton Court 
Raleigh, NC 27615 
Ph . 919-848-3807 
Fax 919-848-2465 
E-mail: george@mmrx.com 
www.medicalmoderators.com 
Contact: George Matijow 
Contact: Carol Welch 
Contact: Kathleen Starr, Ph.D. 
Moderate for Pharm. , Med. Equip., Med. 
Device & Tech. Highly Experienced,. 
U.S./Int'l. Cost Competitive. 

MedProbe™ Inc. 
600 S. Hwy. 169, Ste. 1410 
Minneapolis, MN 55426-1218 
Ph. 952-540-0718 
Fax 952-540-0721 
E-mail: MedPr@aol.com 
Contact: Asta Gersovitz, Pharm.D. 
MedProberM Provides Full Qualitative & 
Advanced Quantitative Market Research 
Including SHARECASTsM & 
SHAREMApsM. 

~~?a~~p~ 
Strategic Marketing 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. 

Francesca Moscatelli 
506Ft. Washington Ave. , 3C 
New York, NY 10033 
Ph. 212-7 40-2754 
Fax 212-923-7949 
E-mail : francesca@bigplanet.com 
http://dwp.bigplanet.com/qual itative 
Contact: Francesca Moscatelli 
Latino Bi-Lingual/Bi-Cultural Groups; 
ORCA Member. 

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: Karin Plate 
Qual. & Quant. Strategic Thinkers; Bus., 
Hi-Tech, Med., Cons. 

Outsmart Marketing 
2840 Xenwood Ave. 
Minneapolis, MN 55416 
Ph. 952-924-0053 
Contact: Paul Tuchman 
Ten Years of Full-Service Nationwide 
Research. 

,. , .. ,, •. !"1 ' 1 

R l ~u:•n• 

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. 

Personal Opinion, Inc. 
999 Breckenridge Lane 
Louisville, KY 40207 
Ph . 502-899-2400 
Fax 502-899-2404 
E-mail : rebeccapoi@alltel.net 
www.iglou.com/personal-opinion 
Contact: Rebecca Davis 
Consumers, Kids & Professionals. 1 0+ 
Years Experience. 

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 Casey 
Sensitive Topics. Ideation. In-Depth 
Analysis. Action-Oriented 
Recommendations. 

www.quirks.com 

R E sEA R€0NNECTIONS~ 

Research Connections@ Talk City 
219 E. Broad St. 
Westfield , NJ 07090 
Ph . 908-232-2723 
Fax 908-654-9364 
E-mail : ayoffie@researchconnections.com 
www.rci. talkcity.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-mail: 
JayLRothAssoc@compuserve.com 
Contact: Jay L. Roth 
Expert Moderator & Marketer Delivers 
on Promises! More than 20 Years 
Experience! Great Groups, Insights & 
Reports! 

ScHNELLER ­

~ ualitative 
~ 

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

SIL Group 
413 N.E. 3rd St. 
Delray Beach , FL 33483 
Ph. 561 -997-7270 
Fax 561-997-5844 
E-mail : sil@siltd .com 
www.sil td .com 
Contact: Timm Sweeney 
Qualitative Specialists Since 1983. 
Business-to-Business & International. 
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Moderator MarketPlace TM 

&I 
smith mark] 

Smithmark Corporation 
200 S. Meridian St. , Ste. 260 
Indianapolis , IN 46225 
Ph. 317-822-0778 
Fax 317-822-0970 
E-mail : info@smithmark.com 
www.smithmark.com 
Contact: Michael Smith 
Qualitative: B2B!Consumer, GenX and 
Ethnic Groups. 

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 Conteffs 
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 
E-mail : sunbeltra@aol.com 
www.sunbeltresearch .com 
Contact: Barbara L. Allan 
20+ Years Exp. ; Business & Consumer 
Studies; Nat'/. & lnt'l. Exp. 

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

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

Thorne Creative Research 
480 Mamaroneck Ave. 
Harrison, NY 10528 
Ph. 914-381-5533 or 914-381-5554 
Fax 914-381-5557 
E-mai l: gthorne@thornecreative.com 
www.thornecreative.com 
Contact: Gina Thorne 
Sensitive Issues/Actionable Results With 
Kids, Teens. Hi-Tech, Idea Generation. 

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 211 14 
Ph. 410-721-0500 
Fax 410-721-7571 
E-mai l: 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 +33-1-39-1 6-69-98 
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. 

6E06RAPHIC CROSS-INDEX OF MODERATORS 
Refer to Preceding Pages For Address, Phone Number and Contact Name 

Arizona Illinois Outsmart Marketing Pennsylvania 
Balaban Market Research Consulting The Blackstone Group The TCI Group Active Focus 
Behavior Research Center, Inc. C&R Research Services, Inc. 

New Jersey 
Campos Market Research , Inc. 

Irvine Consulting , Inc. Chalfont Healthcare Research , Inc. 
California Just The Facts, Inc. Hispanic Research Inc. Consumer Network, Inc. 
Jeff Anderson Consulting, Inc. Leichliter Assoc. Mktg. Rsch./ldea Dev. Leflein Associates, Inc. Data & Management Counsel , Inc. 
AutoPacific, Inc. Marketing Advantage Rsch . Cnslts. MCC Qualitative Consulting FOCUSED Marketing Research, Inc. 

Cheskin Research Primary Insights, Inc. Perception Research Services, Inc. 

Erlich Transcultural Consultants Strategic Focus, Inc. Research Connections @Talk City Rhode Island 
Hypnosis Focus Groups Weiss Marketing Research I+G Medical Research International 
Hypnosis Insights Indiana 

New York In Focus Consulting Smith mark Corporation Tennessee 
Marketing Matrix International , Inc. BAIGioballnc. Ackermann Public Relations & Mktg. 
Meczka Mktg ./Rsch ./Cnsltg ., Inc. Iowa Brophy Research 

Essman/Research Cornerstone Research & Marketing, Inc. Texas 
Colorado Decision Drivers 

Cunningham Research Associates 
Kentucky Fader & Associates 

Cambridge Associates, Ltd . Focus Plus, Inc. Decision Analyst, Inc. 
Market Access Partners Personal Opinion, Inc. Horowitz Associates, Inc. First Market Research Corp. (Heiman) 

Maryland JRH Marketing Services, Inc. Opinions Unlimited, Inc. 
Connecticut Knowledge Systems & Research, Inc. Washington Ergo Research Group, Inc. Low+ Associates, Inc. Francesca Moscatelli 

WB&A Market Research The Research Department Burr Research/Reinvention 

Florida Jay L Roth & associates, Inc. Prevention 

AnswerSearch , Inc. Massachusetts Schneller - Qualitative 
Loretta Marketing Group Danie l Associates Thorne Creative Research Wisconsin 
SIL Group Dolobowsky Qualitative Services, Inc. View Finders Market Research Chamberlain Research Consultants, Inc. 
Strategy Research Corporation Rrst Market Research Corp. (Reynolds) 
Sunbelt Research Associates, Inc. Mature Marketing and Research North Carolina France 
Target Market Research Group, Inc. 

Minnesota 
Medical Moderators, Inc. Wilson Qualitative Research Consultants 

Georgia Cambridge Research , Inc. Ohio Germany 
Creative Focus, Inc. GraffWorks Marketing Research The Pat Henry Group insight europe gmbh 

Michelson & Associates, Inc. Market Resource Associates 
MarketResponse International Oregon 
MedProbe™ Inc. Global Qualitative Group, LLC 
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ADVERTISING BUS.-TO-BUS. The Research Department Marketing Matrix International , Inc. 
Jeff Anderson Consulting, Inc. Access Research, Inc. Jay L. Roth Associates, Inc. Matrixx Marketing-Research Div. 
Balaban Market Research Consulting BAIGioballnc. MCC Qualitative Consulting 
The Blackstone Group Behavior Research Center, Inc. CUSTOMER Jay L. Roth Associates, Inc. 
C&R Research Services, Inc. C&R Research Services, Inc. SATISFACTION The Research Department 
Cambridge Associates, Ltd. Cambridge Associates, Ltd . BAIGioballnc. WB&A Market Research 
Cambridge Research, Inc. Cambridge Research, Inc. The Blackstone Group FOOD PRODUCTS/ Creative Focus, Inc. Campos Market Research , Inc. Global Qualitative Group, LLC 
Decision Drivers Creative Focus, Inc. Low+ Associates, Inc. NUTRITION 
Erlich Transcultural Consultants Data & Management Counsel , Inc. Market Resource Associates Active Focus 
Fader & Associates Fader & Associates BAIGioballnc. 
First Market Research Corp. (MA) First Market Research Corp. (TX) DIRECT MARKETING The Blackstone Group 
Global Qualitative Group, LLC FOCUSED Marketing Research, Inc. BAIGioballnc. C&R Research Services, Inc. 
Hypnosis Insights The Pat Henry Group Perception Research Services, Inc. Just The Facts, Inc. 
Outsmart Marketing Just The Facts, Inc. Outsmart Marketing 
The Research Department Knowledge Systems & Research, Inc. DISTRIBUTION The Research Department 
Jay L. Roth Associates, Inc. Market Resource Associates Burr Research/Reinvention Jay L. Roth Associates, Inc. 
Schneller - Qualitative MarketResponse International Prevention Schneller- Qualitative 
Strategy Research Corporation MCC Qualitative Consulting 
WB&A Market Research The Research Department E-COMMERCE FOOTWEAR 

Jay L. Roth Associates, Inc. Ackermann Public Relations & Mktg. Best Practices Research AFRICAN-AMERICAN Schneller- Qualitative 
The Blackstone Group 

EDUCATION FOREST PRODUCTS 
Erlich Transcultural Consultants CABLE Cambridge Associates, Ltd . Market Resource Associates 
JRHMarketing Services, Inc. C&R Research Services, Inc. JustThe Facts, Inc. 

GENERATION X AGRICULTURE Horowitz Associates, Inc. Marketing Advantage Rsch. Cnslts. 
Primary Insights, Inc. 

Cambridge Associates, Ltd. CHILDREN ELECTRONICS - Thorne Creative Research 
Cambridge Research , Inc. The Blackstone Group CONSUMER HEALTH & BEAUTY FOCUSED Marketing Research, Inc. 

C&R Research Services, Inc. 
Fader & Associates MarketResponse International PRODUCTS ALCOHOLIC BEV. 
Just The Facts, Inc. ETHNIC BAIGioballnc. C&R Research Services, Inc. 
Matrixx Marketing-Research Div. Schneller- Qualitative Strategy Research Corporation 
Outsmart Marketing The Blackstone Group 

Weiss Marketing Research Cheskin Research 
ARTS & CULTURE Thorne Creative Research 

HEALTH CARE Strategic Focus, Inc. COMMUNICATIONS ETHNOGRAPHIC Jeff Anderson Consulting, Inc. 

ASIAN RESEARCH RESEARCH Balaban Market Research Consulting 
Active Focus The Blackstone Group Asian Perspective, Inc. Access Research, Inc. 
Alexander+ Parker Chalfont Healthcare Research , Inc. Cheskin Research Cambridge Associates, Ltd. 
Cheskin Research Erlich Transcultural Consultants Data & Management Counsel , Inc. Creative Focus, Inc. 

First Market Research Corp. (MA) Erlich Transcultural Consultants MarketResponse International EXECUTIVES I+G Medical Research International Jay L. Roth Associates, Inc. 
BAIGioballnc. Irvine Consulting , Inc. ASSOCIATIONS 

COMPUTERS/HARDWARE C&R Research Services, Inc. Knowledge Systems & Research, Inc. The Blackstone Group 
Decision Drivers Low+ Associates, Inc. Low+ Associates, Inc. Global Qualitative Group, LLC Fader & Associates Market Access Partners 

AUTOMOTIVE COMPUTERS/MIS First Market Research Corp. (TX) MarketResponse International 
Low+ Associates, Inc. Matrixx Marketing-Research Div. 

AutoPacific, Inc. C&R Research Services, Inc. Marketing Advantage Rsch . Cnslts. Medical Moderators, Inc. 
C&R Research Services, Inc. Cambridge Associates, Ltd. The Research Department MedProbe™ Inc. 
Erlich Transcultural Consultants Daniel Associates Jay L. Roth Associates, Inc. Strategy Research Corporation 
MarketResponse International Fader & Associates Schneller- Qualitative WB&A Market Research 
Matrixx Marketing-Research Div. First Market Research Corp. (TX) Strategy Research Corporation Weiss Marketing Research 

Marketing Advantage Rsch. Cnslts. 
BIO-TECH FINANCIAL SERVICES HIGH-TECH 
Irvine Consulting , Inc. CONSUMERS Jeff Anderson Consulting, Inc. Jeff Anderson Consulting, Inc. 
MedProbe, Inc. Behavior Research Center, Inc. BAIGioballnc. Cheskin Research 

BRAND/CORPORATE 
C&R Research Services, Inc. The Blackstone Group Ergo Research Group, Inc. 
Cheskin Research Burr Research/Reinvention Global Qualitative Group, LLC 

IDENTITY Consumer Network, Inc. Prevention Research Connections @ Talk City 
Perception Research Services, Inc. Decision Drivers C&R Research Services, Inc. Perception Research Services, Inc. 

The Pat Henry Group Cambridge Associates, Ltd. Jay L. Roth Associates, Inc. 
BUILDING PRODUCTS Just The Facts, Inc. Cambridge Research, Inc. 

HISPANIC Market Resource Associates Knowledge Systems & Research, Inc. Fader & Associates 
Market Resource Associates FOCUSED Marketing Research, Inc. Behavior Research Center, Inc. 
Marketing Advantage Rsch . Cnslts. Low+ Associates, Inc. Cheskin Research 
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Data & Management Counsel , Inc. LATIN AMERICA FOCUSED Marketing Research, Inc. SPORTS 
Erlich Transcultural Consultants Best Practices Research MarketResponse International FOCUSED Marketing Research , Inc. 
Hispanic Research Inc. Cheskin Research Primary Insights, Inc. 
Loretta Marketing Group Loretta Marketing Group STRATEGY DEVELOPMENT 
Francesca Moscatelli Strategy Research Corporation PHARMACEUTICALS Schneller- Qualitative 
Strategy Research Corporation Active Focus 
Target Market Research Group, Inc. MEDICAL PROFESSION BAIGioballnc. TEENAGERS 
HOUSEHOLD Balaban Market Research Consulting Balaban Market Research Consulting C&R Research Services, Inc. 

Cambridge Associates, Ltd . C&R Research Services, Inc. Fader & Associates 
PRODUCTS/CHORES Chalfont Health care Research, Inc. Cambridge Associates, Ltd. Matrixx Marketing-Research Div. 
The Research Department FOCUSED Marketing Research , Inc. Chalfont Healthcare Research , Inc. MCC Qualitative Consu lting 
Schneller - Qualitative The Pat Henry Group I+G Medical Research International Thorne Creative Research 

I+G Medical Research International Irvine Consulting, Inc. Weiss Marketing Research 
HUMAN RESOURCES Matrixx Marketing-Research Div. MarketResponse International 

ORGANIZATIONAL DEV. Medical Moderators, Inc. MCC Qualitative Consulting TELECOMMUNICATIONS 
Pri mary Insights, Inc. 

MedProbe™ Inc. Medical Moderators, Inc. BAIGioballnc. 
Schneller- Qualitative MedProbe™ Inc. The Blackstone Group 

IDEA GENERATION Weiss Marketing Research Schneller- Qualitative Creative Focus, Inc. 

BAIGioballnc. 
Weiss Marketing Research Daniel Associates 

The Blackstone Group MODERATOR TRAINING Ergo Research Group, Inc. 

C&R Research Services, Inc. Cambridge Associates, Ltd . POLITICAL/SOCIAL Erlich Transcultural Consultants 

Cambridge Associates, Ltd . MULTIMEDIA 
RESEARCH First Market Research Corp . (TX) 

Consumer Network, Inc. Cambridge Associates, Ltd . Global Qualitative Group, LLC 

Creative Focus, Inc. Marketing Advantage Rsch. Cnslts. Francesca Moscatelli Knowledge Systems & Research, Inc. 

Global Qualitative Group, LLC 
NEW PRODUCT DEV. 

Horowitz Associates, Inc. 

JustThe Facts, Inc. POINT-OF-SALE MKTG. Marketing Advantage Rsch . Cnslts. 

Matrixx Marketing-Research Div. Active Focus The Blackstone Group MarketResponse International 

Primary Insights, Inc. BAIGioballnc. Perception Research Services, Inc. MCC Qualitative Consulting 

Thorne Creative Research The Blackstone Group The Research Department 
C&R Research Services, Inc. POSITIONING Jay L. Roth Associates, Inc. 

IMAGE STUDIES Cambridge Associates, Ltd . 
RESEARCH 

Strategy Research Corporation 

The Blackstone Group Data & Management Counsel , Inc. 

Cambridge Associates, Ltd . Fader & Associates Schneller- Qualitative TELECONFERENCING 
MarketResponse International First Market Research Corp. (TX) 

PUBLIC POLICY RSCH. 
Cambridge Research, Inc. 

Global Qualitative Group, LLC 

INDUSTRIAL JustThe Facts, Inc. Cambridge Associates, Ltd. TELEPHONE FOCUS 
First Market Research Corp. (TX) Market Resource Associates JRH Marketing Services, Inc. GROUPS Marketing Advantage Rsch. Cnslts. 

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

Primary Insights, Inc. Cambridge Associates, Ltd. Cambridge Associates, Ltd. 
The Blackstone Group The Research Department Cornerstone Research & Marketing MedProbe, Inc. 
Burr Research/Reinvention 
Prevention Jay L. Roth Associates, Inc. First Market Research Corp . (TX) 

TOURISM/HOSPITALITY Schneller- Qualitative Marketing Advantage Rsch . Cnslts. 
Erl ich Transcultural Consultants Weiss Marketing Research The Blackstone Group 
Low + Associates, Inc. RETAIL 
INTERACTIVE PROD./ NON-PROFIT First Market Research Corp . (MA) TOYS/GAMES 

Consumer Network, Inc. The Pat Henry Group Fader & Associates 
SERVICES/RETAILING Strategic Focus, Inc. Knowledge Systems & Research, Inc. 
Ergo Research Group, Inc. MCC Qualitative Consulting TRANSPORTATION SVCES 
Low + Associates, Inc. ON-LINE FOCUS The Blackstone Group 
Research Connections @ Talk City GROUPS SENIORS Low+ Associates, Inc. 

Consumer Network, Inc. Strategic Focus, Inc. 
INTERNATIONAL Research Connections @Talk City Fader & Associates 
The Blackstone Group 

PACKAGED GOODS Mature Marketing and Research TRAVEL 
Primary Insights, Inc. Cambridge Associates, Ltd . 

INTERNET Active Focus Weiss Marketing Research 
The Blackstone Group BAIGioballnc. UTILITIES 
Cheskin Research C&R Research Services, Inc. SMALL BUSINESS/ The Blackstone Group 
Ergo Research Group, Inc. Just The Facts, Inc. 

ENTREPRENEURS Cambridge Associates, Ltd. 
First Market Research Corp. (MA) Jay L. Roth Associates, Inc. Knowledge Systems & Research, Inc. 
FOCUSED Marketing Research , Inc. The Blackstone Group 

Global Qualitative Group, LLC PACKAGE DESIGN FOCUSED Marketing Research, Inc. VETERINARY MEDICINE 
Horowitz Associates, Inc. RESEARCH Strategy Research Corporation FOCUSED Marketing Research, Inc. 
Knowledge Systems & Research, Inc. Cheskin Research SOFT DRINKS, BEER, Schneller- Qualitative 
Low + Associates, Inc. Consumer Network, Inc. 
Research Connections @ Talk City Perception Research Services, Inc. WINE WEALTHY 
Jay L. Roth Associates, Inc. The Research Department C&R Research Services, Inc. Strategy Research Corporation 

INTERNET SITE 
Weiss Marketing Research Cambridge Associates, Ltd. 

YOUTH Grieco Research Group, Inc. 

CONTENT & DESIGN PARENTS Jay L. Roth Associates, Inc. Fader & Associates 
FOCUSED Marketing Research, Inc. Fader & Associates Strategy Research Corporation MarketResponse International 
Perception Research Services, Inc. PET PRODUCTS 

Cambridge Research , Inc. 
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A 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 

AIM Employee Research Services 
625 N. Michigan Ave. , Ste. 500 
Chicago, IL 60611 
Ph. 312-751-5420 
Fax 312-649-1646 
E-mail: amsurvey@aol.com 
Laurie Ashcraft, Partner 

ACG~ 
RESEARCH 
SOLUTIONS 

ACG Research Solutions 
Pierre Laclede Center 
7701 Forsyth, Ste. 1100 
St. Louis, MO 63105 
Ph. 314-726-3403 
Fax 314-726-2503 
E-mail : vicki_savala@aragonconsulting.com 
www.AragonConsulting.com 
Vicki Savala, President 
Steve Lemon, Director of Operations 

ACG Research Solutions, a full-service market 
research company, provides clients with customer 
satisfaction/loyalty studies using a proprietary 
model. Our data center includes 40 computer 

equipped stations using Ci3 CATI software. Our 
qualitative capabilities include experienced mod­
erators on staff and a state-of-the-art focus group 
facility. In addition, we offer clients wireless inter­
active audience measurement studies. 
(See advertisement on p. 90) 

ADVANTAGE 
RESEARCH 
INCORPORATED 

Advantage Research, Inc. 
W202 N1 0246 Lannon Rd. 
Germantown, WI 53022 
Ph. 262-502-7000 or 877-477-7001 
Fax 262-502-701 0 
E-mail : info@ariadvantage.com 
www.ariadvantage.com 
Scott Segrin, V.P. Operations 

Dedicated to personalized , responsive , and result­
driven full-service research , we strive to exceed 
your expectations. Our experienced staff can work 
with you to design a customer satisfaction loyal­
ty, and retention program right for your organiza­
tion. We provide focus groups, personal inter­
views, mail , computer-aided telephone, and online 
surveys in addition to questionnaire development, 
data processing, statistical anaylsis, and action­
able, decision-oriented reports and presentations. 
(See advertisement on p. 91) 

PROVIDING TOOLS FOR A COMPETITIVE ADVANTAGE 

ACG~ 
RESEARCH 
SOLUTIONS 

Pierre Laclede Center 
7701 Forsyth Blvd. 
Suite 1100 
St. Louis, Missouri 63105 

314· 726 ·3403 
Fax: 314-726-2503 

Our staff provides the 
research tools Fortune 500 
clients need to achieve a 
competitive advantage. 

Let us put our experience to 
work for you in our new facilities. 

RAMS™ (Rapid Analysis 
Measurement System) Dial, an 
interactive electronic response 

technology for large groups. 

Quantitative data collection 
utilizing computer-aided 

phone interviews. 

A state-of-the-art focus 
group facility in St. Louis 
offering FREE videotaping. 

Experienced focus group 
moderators and one-on-one 

executive interviewers. 

Sophisticated database 
technology for analysis 

and warehousing. 

Multivariate analyses, 
including conjoint analysis 
and perceptual mapping. 

Alliance Research , Inc. 
2845 Chancellor Dr. 
Crestview Hills, KY 41017 
Ph. 859-344-0077 
Fax 859-344-0078 
E-mail: info@allianceresearch.com 
www.allianceresearch.com 
Clint Brown, President 

The AMI Group of Companies 
9/F, Leighton Centre 
77 Leighton Road 
Causeway Bay 
Hong Kong 
Ph. 852-2881 -5388 
Fax 852-2881 -5918 
E-mail : info@ami-group.com 
www.ami-group.com 
Adrian Chedore, CEO 

Analysis Research 
7290 Clairemont Mesa Blvd. 
San Diego, CA 92111 
Ph . 858-268-4800 or 800-998-4801 
Fax 858-268-4892 
E-mail : info@analysisresearch.com 
www.analysisresearch.com 
Mark Deboskey 

Jeanne Anderson Research 
151 W. 16th St. 
New York, NY 10011 
Ph . 212-243-4252 
Fax 212-647-8252 
E-mail : ande271 @attglobal.net 
Jeanne L. Ande rson , Ph .D., Principal 

Anderson, Niebuhr & Associates , Inc. 
North park Corp. Center 
6 Pine Tree Dr., Ste. 200 
Arden Hills, MN 55112 
Ph. 651-486-8712 or 800-678-5577 
Fax 651-486-0536 
E-mail: info@ana-inc.com 
www.ana-inc.com 
Marsha Niebuhr 

Answers Research, Inc. 
462 Stevens Ave. , Ste. 303 
Solana Beach, CA 92075 
Ph. 858-792-4660 or 800-293-3282 
Fax 858-792-1 075 
E-mai I: pfu nes@answe rsresearch. com 
www.answersresearch.com 
Pat Funes, V.P. , Operations & Sales 

Applied Decision Analysis LLC 
A wholly-owned subsidiary of 
PriceWaterhouseCoopers 
2710 Sand Hill Rd . 
Menlo Park, CA 94025 
Ph . 650-854-71 01 
Fax 650-854-6233 
E-mail : lynne.weber@us.pwcglobal.com 
www.adainc.com 
Lynne Weber, Partner 

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



Applied Marketing Science, Inc. 
303 Wyman St. 
Waltham, MA 02451 
Ph. 781-684-1230 
Fax 781-684-0075 
E-mail: emoran@ams-inc.com 
www.ams-inc.com 

ARC Research Corporation 
14 Commerce Dr. 
Cranford, NJ 07016 
Ph. 908-276-6300 
Fax 908-276-1301 
E-mail : arc@superlink.net 
www.arcresearch.com 
Daria Friedman 

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 

Aspen Systems Corporation 
2277 Research Blvd. 
Rockville, MD 20850 
Ph . 301-519-5000 
Fax 301-519-6333 
E-mail : pmcarthy@aspensys.com 
www.aspensys.com/services/services.html 
Patrick McCarthy, Vice President 

Attitude Measurement Corporation 
75 James Way 
Southampton, PA 18966 
Ph. 215-364-1440 
Fax 215-364-3912 
E-mai l: AMC@amcglobal.com 
www.amcglobal.com 
Raymond P. Roshkoff, President 

The Auchincloss Company 
1001 S. Marshall St., Ste. 108 
Winston-Salem, NC 27101 
Ph. 888-THE-AUCH or 336-725-6200 
Fax 336-725-6208 
E-mail : auchco@theauchco.com 
www.theauchco.com 
Philip S. Auchincloss, President 

Audits & Surveys Worldwide 
The Audits & Surveys Building 
650 Avenue of the Americas 
New York, NY 10011 
Ph . 212-627-9700 or 800-274-3577 
Fax 212-627-2034 
E-mail: dpace@surveys.com 
www.surveys.com 

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

Have You 
Lost Your 

Direction? 

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 Bare, President 

EEDS 
& ASSOCIATES. IN C. 

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 
Paul Lubin, President & CEO 

Founded in 1977, we help companies satisfy the 
complex needs of customers, Wall Street, employ­
ees as well as government regulatory agencies. 
Our "Boardroom Quality" programs help improve 
customer satisfaction while ensuring that your 
sales and service practices maximize revenues 
and treat customers fairly. Selected modules 
include mystery shopping, benchmark customer 
satisfaction, employee satisfaction, defector, fair 
treatment and focus groups. 
(See advertisement on p. 92) 
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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 company. 

Providing hard, actionable data and 
solid management solutions, BestMark 
can help improve your company's 
products, services and business 
practices for increased revenues. 
• Real time Web reports 
• Dynamic Web querying tools 

No matter what sort of customer you 
serve, BestMark shakes out as the one 
mystery shopping company that 
positions you for loyalty results. 

BestMark Research 
Great Mystery Shopping Partner for America's Finest Corporations 

Call800-51-GUEST I (800-514-8378) www.bestmark.com 

Frances Bauman Associates 
23 Girard St. 
Marlboro, NJ 07746 
Ph . 732-536-9712 
Fax 732-536-3256 

Bay Area Research 
9936 Liberty Rd . 
Randallstown , MD 21133 
Ph. 41 0-922-6600 
Fax 410-922-6675 
E-mail : baya@erols.com 
Tamara Zwingelberg , President 

Bell Associates 
P. 0. Box 9504 
The Woodlands, TX 77387-9504 
Ph. 936-321-6269 
Fax 936-321-6270 
E-mail: dbell7246@aol.com 
Darla Bell , President 

Bellomy Research , Inc. 
2150 Country Club Rd ., Ste. 300 
Winston-Salem, NC 27104 
Ph . 800-443-7344 
Fax 336-721-1597 
E-mail : johnsessions@bellomyresearch .com 
John Sessions, President 

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



Berkey Research 
9310 Carmel Mountain Rd. , Ste. D 
San Diego, CA 92129 
Ph . 858-538-5920 
Fax 858-538-5996 
E-mail : berkey@earthlink.net 
Cheryl Berkey, Owner 

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, PresidenVCEO 

BestMark is a full-service national market research 
company specializing in building customer value 
and loyalty through on-site and telephone mystery 
shopping . Specializing in "Real Time" Internet 
reports and results reporting . BestMark provides 
hard , actionable data and proven management 
solutions for many of America's leading compa­
nies, including Fortune 500 companies. Founded 
in 1986, the company operates throughout the 
U.S. and Canada and offers customized survey 
forms and analysis reporting for all industries from 
hospitality to automotive, lending institutions to 
retailers. BestMark offers an array of additional ser­
vices including customer satisfaction studies, loy­
alty positioning , comment card management, 
incentive/recognition programs and internal/com­
petitive benchmarking . The BestMark Solution can 
help improve your products, services and business 
practices for increased revenues. No matter what 
sort of customer you serve, BestMark is the one 
mystery shopping company that positions you for 
loyalty results . 
(See advertisement on p. 92) 

Better Marketing Associates, Inc. (BMA) 
P.O. Box 190 
Oaks, PA 19456 
Ph. 800-355-5040 
Fax 610-933-6071 
E-mail : info@mystery-shopping.com 
www.mystery-shopping .com 
Peter Thorwarth, President 

The Blackstone Group 
360 N. Michigan Ave. 
Chicago, IL 60601 
Ph . 312-419-0400 
Fax 312-419-8419 
E-mail : info@bgchicago.com 
www.bgglobal.com 
Ashref Hashim, President 

Booth Research Services, Inc. 
1120 Hope Rd. , Ste., 200 
Atlanta, GA 30350 
Ph . 770-992-2200 or 800-727-2577 
Fax 770-642-4535 
E-mail : ivonne@boothresearch.com 
www.boothresearch.com 
Peter Booth, President 

A full-service custom research company, since 
1984, dedicated to providing clients with action­
oriented results and recommendations. Industry 
experience includes energy/utility, telecommuni-

cations, cable, packaged goods, financial services 
and healthcare. Booth Research offers expertise in 
customer satisfaction management, brand devel­
opment, and ad-tracking using multivariate tech­
niques, perceptual mapping, segmentation, and 
conjoint/choice modeling. Extensive in-house 
capabilities; custom designed sample manage­
ment; 75 CATI positions; advanced data collection; 
and processing facilities. 
(See advertisement on p. 93) 

We have 610 pages of research 
that all lead to one conclusion. 

You'd rather not go through 610 pages 
of research to get a conclusion. 

Booth Research Services 
: • ~ •- ~- • ~ ::-- • •- •- • • I ,. • .: .: ~- .:.. • ... : :: • 
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Bosma & Associates lnt'l., Inc. 
1420 Fifth Ave., 22nd fl. 
Seattle, WA 98101 
Ph. 800-377-2945 
Fax 800-377-0866 
E-mail: moreinfo@bosma-associates.com 
www.bosma-associates.com 
John C. Lo, Director of Rsch. Svcs. 

Bourget Research Group 
29 S. Main St. 
West Hartford, CT 06107 
Ph. 860-561-1300 
Fax 860-561-1771 
E-mail : brgroup@ix.netcom.com 
www.bourgetresearch.com 
Charles Bourget, President 

Brand Keys, Inc. 
9 W. 29th St., 5th fl. 
New York, NY 10001-4510 
Ph. 212-532-6028 
Fax 212-532-6090 
E-mail : keys@brandkeys.com 
www.brandkeys.com 
Marilyn\ Davis 

Irwin Broh & Associates 
1011 E. Touhy Ave. , Ste. 450 
Des Plaines, IL 60018 
Ph. 847-297-7515 
Fax 847-297-7847 
E-mail : dwaitz@irwinbroh.com 
www.irwinbroh.com 
David Waitz, President 

Burke 
Burke Customer Satisfaction Associates 
805 Central Ave. 
Cincinnati , OH 45202 
Ph. 800-264-9970 
Fax 513-684-7717 
E-mail: rod@burke.com 
www.burke.com 
Rod Gober, Sr. V.P. , Gen. Mgr. 

Burke CSA works with clients to develop mea­
surement and management processes for "closing 
the loop" with customers to create long-term cus­
tomer value, loyalty and improved business per­
formance. Burke CSA allows companies to see 
their performance through their customers' per­
spective to ensure long-term productivity and prof­
itability. For more information visit our Web site at 
www.burke.com. 
(See advertisement on p. 37) 

The Business Research Lab 
255 Oser Ave. 
Hauppauge, NY 11788 
Ph. 888-776-6583 
Fax 631-435-3287 
E-mail : thelab@busreslab.com 
www.busreslab.com 
Stewart Goldberg, Managing Partner 
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C R Market Surveys 
9510 S. Constance, Ste. C-6 
Universal City Professional Bldg . 
Chicago, IL 60617-4734 
Ph. 800-882-1983 or 773-933-0548 
Fax 773-233-0484 
E-mail : CRMS1 @aol.com 
www.crmarket.com 
Cherlyn Robinson , Project Coordinator 

RE SE AR C H 

C&R Research Services, Inc. 
Creative & Response Research Services, Inc. 
500 N. Michigan Ave ., 12th fl. 
Chicago, IL 60611 
Ph . 312-828-9200 
Fax312-527-3113 
E-mail : info@crresearch .com 
www.cr-research.com 
Megan Burdick, Dir. Business Development 

C&R Research Services, Inc. is a full-service cus­
tom market research and consulting company. 
C&R provides customer satisfaction research in 
both the business-to-business and consumer are­
nas. C&R executes this research using various 
methodologies, including online, phone and mail 
interviewing. With over 40 years of experience in 
conducting superior research analysis, C&R can 
provide actionable insights and findings. 
(See advertisement on Inside Front Cover) 

Cambridge Research, Inc. 
3521 W. 24th St. 
Minneapolis, MN 55416 
Ph. 612-929-8450 
Fax 612-929-8460 
E-mail : dalelongfellow@cambridgeresearch.com 
www.cambridgeresearch.com 
Dale Longfellow, President 

Camelford Graham Research Group 
2300 Yonge St. , Ste. 1001 
Toronto, ON M4P 1 E4 
Canada 
Ph. 416-440-1016 
Fax 416-440-1468 
E-mail: v.henshaw@camelfordgraham.on.ca 
www.camelfordgraham.on.ca 
Vicki Henshaw 

Campos Market Research , Inc. 
216 Boulevard of the Allies 
Pittsburgh, PA 15222 
Ph. 412-471-8484 
Fax 412-4 71-8497 
E-mail: campos@campos.com 
www.campos.com 

Campos Research & Analysis 
6921 E. Nichols Pl. 
Englewood, CO 80112-3131 
Ph. 303-267-0453 
Fax 303-727-4193 
E-mail : campos@cr-a.com 
Rusty Campos, President 

Capstone Research , Inc. 
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 

CGT Research International 
1100 - 675 W. Hastings St. 
Vancouver, BC V6B 1 N2 
Canada 
Ph. 604-681-0381 
Fax 604-681 -0427 
E-mail : adipaula@cgtnet.com 
www.cgtnet.com 
Adam Di Paula, Project Director 

Cheskin Research 
255 Shoreline Dr. , Ste. 100 
Redwood Shores, CA 94065-1404 
Ph . 650-802-2100 
Fax 650-593-1125 
E-mail : info@cheskin.com 
www.cheskin .com 
Felipe Korzenny, Principal 

Clearwater Research , Inc. 
2136 N. Cole Rd. 
Boise, ID 83704 
Ph . 208-376-3376 or 800-727-5016 
Fax 208-376-2008 
E-mail : info@clearwater-research.com 
www.clearwater-research.com 
Mike Exinger 

Colwell & Salmon Communications, Inc. 
24 Computer Dr. W. 
Albany, NY 12205 
Ph . 800-724-5318 or 518-482-1596 
Fax 518-482-1998 
E-mail : wcolwell@colwell-salmon .com 
www.colwell-salmon.com 
Jennifer Holland, Market Research Coordinator 

MMON 
KNOWLEDGE 

MARKETING RESEARCH SERVICES FOR THE 21ST CENTURY 

Common Knowledge Research Services 
16200 Dallas Pkwy., Ste. 140 
Dallas, TX 75248 
Ph . 800-71 0-914 7 or 972-732-7323 
Fax 972-732-1447 
E-mail : info@commonknowledge.com 
www.commonknowledge.com 
Steve Lavine, President 

Internet or IVR surveys, virtual focus groups, field 
service or full service. Affordable, flexible , quick 
digital data collection . Internet surveys - Add 
graphics, Web pages, sound or video. In-house 
capabilities. Our Inclusive™ Surveys combine 
Internet with IVR - lowers costs and increases 
respondent access. Satisfaction , employee sur­
veys, product evaluation , Web site review, and 
more. Instant, real-time results. Over one million 
profiled Internet households and businesses avail­
able or we'll create a custom panel for you . Let us 
guide your firm in the 21st century of marketing 
research. 
(See advertisement on pp. 11 , 95) 
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Communications Center, Inc. 
1350 Connecticut Ave ., N.W., Ste. 1102 
Washington , DC 20036 
Ph . 202-223-4747 
Fax 202-223-4245 
E-mail : mikem@comcntr.com 
Michael Mermelstein , Exec. Vice President 

Consumer Pulse, Inc. 
725 S. Adams Rd ., Ste. 265 
Birmingham, Ml 48009 
Ph . 800-336-0159 or 248-540-5330 
Fax 248-645-5685 
E-mail : cpi@consumerpulse.com 
www.consumerpulse.com 
Mary Taras, V.P. Mktg. & Ops. 

Consumer Response/P&W Corp. 
700 Plaza Dr. 
Secaucus, NJ 07094 
Ph. 201-865-4444 
Fax 201-865-711 0 
E-mail : consresp@carroll.com 
Alfred F. Peruzzi , President 

Consumerdata Limited 
Bailey House 
215 Barnett Wood Ln ., Ashtead 
Surrey KT21 2DD 
United Kingdom 
Ph . 44-1372-278999 
Fax 44-1372-278989 
E-mail : alawes@consumerdata.com 
www.consumerdata.com 
Adrian Lawes, Director 

COMMON 
KNOWLEDGE 

MARKETING 
INFORMATION 

FOR THE 
2 1 ST C E N T U R Y 

BUSINESS 

Common Knowledge 
Research Services 

16200 Dallas Parkway 

Suite 140 

Dallas, Texas 

75248-2624 

1-800-710-9147 Ext. 102 

FAX: 972-732-1447 

www.commonknowledge.com 
info@commonknowledge.com 
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ConsumerQuest 
12100 Wilshire Blvd ., Ste. 1135 
Los Angeles, CA 90025 
Ph . 310-207-6605 
Fax 310-207-6009 
E-mail: cnsmrquest@aol.com 
www.consumerquest.com 
Cory Schwartz, President 

Convergys Marketing Research Services 
4600 Montgomery Rd . 
Cincinnati , OH 45212 
Ph. 800-323-8369 
Fax 513-458-1315 
E-mail : marketing@convergys.com 
www.convergys.com 

Creative Research Services, Inc. 
4725 Peachtree Corners Circle, Ste. 210 
Norcross, GA 30092 
Ph . 770-246-0298 
Fax 770-246-0378 
E-mai I: ken . pia@creative research . com 
www.creativeresearch .com 
Ken Pia, President 

Creative Research Systems 
411 B St. , Ste. 2 
Petaluma, CA 94952 
Ph. 707-765-1001 
Fax 707-765-1 068 
E-mail : surveys@usa.net 
www.surveysystem.com 
Lisa Bacon, V.P. Sales 

Cross Financial Group 
69'40 "0" St., Ste. 310 
Lincoln, NE 68510 
Ph. 800-566-3491 
Fax 402-441-3136 
E-mail : solutions@crossfinancial.com 

Custom Research Inc. 
8401 Golden Valley Rd. 
P.O. Box 27900 
Minneapolis, MN 55427-0900 
Ph. 763-542-0800 
Fax 763-542-0864 
E-mail : custom@customresearch.com 
www.customresearch .com 
Ken Powaga, Sr. Vice President 

The Customer Loyalty Research Center 
9100 Keystone Crossing Blvd., Ste. 135 
Indianapolis, IN 46240 
Ph. 317-57 4-0606 
Fax 317-574-0707 
E-mail: ehaun@loyaltyresearch.com 
www.loyaltyresearch .com 
Emmee Haun 

INTERNET. E-MAIL. IVR. 
SURVEY DATA COLLECTION. 

AFFORDABLE. FLEXIBLE. QUICK. 
FIELD SERVICE OR FULL SERVICE. 

Internet and E-mail increase survey speed and reduce recruiting costs. 

• The fastest and most affordable survey programming 
• Use branching, skips, piping answers from one question to another, allocate, 
rank, etc. 
• Use graphics, even sound and video! 

Use your customer or employee list or have instant access to more than 
1 million pre-recruited Internet households and businesses. 

Interactive Voice Response (IVR) yields a high response at a low cost. 

• About 35 Interviews for the cost of one mystery shop. 
• Hear comments in customer's own words and voice. 
• Data or analysis available almost immediately. 
• Generate a more representative response profile. 
• Eliminate interviewer bias. 
• Can be combined with Internet survey. 

Bring your survey research into the 21st Century with Interactive Voice Response 
Interviewing, Internet and E-mail data collection, field service or full service. call the first 
choice of researchers nationwide to learn more about how effective our services can 
be for the 21st century business. 
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CustomerSat.com 
The Internet Survey Experts '" 

CustomerSat. com 
1049 Terra Bella Ave. 
Mountain View, CA 94043 
Ph. 650-234-8000 
Fax 650-934-0949 
E-mail: expert@customersat.com 
www.customersat.com 
John Chisholm, President 

CustomerSat.com is the leading provider of online 
solutions for measuring , building, and real-time 
reporting of customer satisfaction. With advanced 
technologies and proven market research tech­
niques, you evaluate satisfaction at every interac­
tion point. CRMConnect™ integrates with your 
CRM system, and Pop! Up and Pop!Up-On-Exit™ 
connects with your Web site, enabling immediate 
informed and targeted actions to address cus­
tomer concerns, helping you turn customers into 
loyal advocates. 
(See advertisement on p. 25) 

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 L. Ashcraft, Owner 

The Dallas Marketing Group, Inc. 
12720 Hillcrest Rd ., Ste. 880 
Dallas, TX 75230 
Ph. 972-991-3600 
Fax 972-239-5613 
E-mail : e.stone@dallasmarketinggroup.com 
www.dallasmarketinggroup.com 
Edward Stone, Chairman 

Data & Management Counsel , Inc. 
P.O. Box 1609 
135 Commons Ct. 
Chadds Ford, PA 19317-9724 
Ph. 610-459-4700 
F?X 610-459-4825 
E-mail: datamngt@aol.com 
www.DMChome.com 
Bill Tripp, Managing Director 

Data and Strategies Group, Inc. 
190 N. Main St. 
Natick, MA 01760 
Ph. 508-653-9990 
Fax 508-653-7799 
E-mail : dsginc@dsggroup.com 
www.dsggroup.com 
Eugene Briskman, Managing Director 

Data Based Insights, Inc. 
2300 Lincoln Hwy. 
Langhorne, PA 19047 
Ph. 215-702-8301 
Fax 215-702-8303 
E-mail : smarchant@dbiresearch .com 
www.dbiresearch.com 
Steve Marchant, President 
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Data Development Corporation, Inc. 
120 Fifth Ave. 
New York, NY 10011 
Ph. 212-633-1100 
Fax 212-633-6499 
E-mail : info@datadc.com 
www.datadc.com 

DATA RECOGNITION 

DRC 
CORPORATION 

Data Recognition Corporation 
13490 Bass Lake Rd. 
Maple Grove, MN 55311 
Ph . 763-268-2000 
Fax 763-268-3000 
www.datarecognitioncorp.com 
Contact: Director, Business Development Services 

Data Recognition Corporation is a nationally rec­
ognized survey research and information man­
agement firm focused on helping organizations 
strengthen their partnership with customers and 
employees. DRC offers full-service process, tech­
nology and research expertise for large-scale cus­
tomer satisfaction , employee opinion and 360° 
assessment survey programs while providing cut­
ting-edge Internet and traditional data capture and 
reporting solutions. 
(See advertisement on p. 97) 

Data Research and Consulting 
R. Ferraiou 60 
262 21 Patras 
Greece 
Ph. 30-61-622-027 
Fax 30-61-622-038 
E-mail : datarc@otenet.gr 
www.datarc.gr 
Theodor Louloudis, Managing Director 

Davidson-Peterson Associates 
A Division of Digital Research, Inc. 
201 Lafayette Center 
Kennebunk, ME 04043-1853 
Ph. 207-985-1790 
Fax 207-985-5569 
E-mail: karen.peterson@digitalresearch.com 
www.dpaonline.com 
Karen Peterson, Managing Director 

Decision Diagnostics, Inc. 
320 Lake St. 
Evanston , IL 60201-4618 
Ph . 847-492-1583 
Fax 847-492-1584 
E-mail: aswhitedd@worldnet.att.net 
Alvah White , President 

Decision Resource, Inc. 
6120 S.W. 132nd St. , Ste. 101 
Miami, FL 33156-7135 
Ph. 305-666-0476 
Fax 305-665-5168 
E-mail : info@decisionresource.net 
www.decisionresource.net 
Howard Waddell , President 

DELPHl 
MARK ET RES E AR C H 

Delphi Market Research , Inc. 
2- 6 River St. 
Medford, MA 02155 
Ph. 781-393-6600 
Fax 781-393-6666 
E-mail : info@delphimarketing.com 
www.delphimarketing.com 
Karen P. Goncalves, President 

Delphi Market Research is a full-service market 
research and strategic planning firm . With exper­
tise in both business-to-business and consumer 
markets, we serve a variety of clients, ranging 
from Fortune 500 corporations to start-ups. In 
add ition to more mainstream methodologies, we 
specialize in the Kana Method (see our articles in 
Quirk's) and new applications of conjoint analysis. 
We apply a high degree of customization to each 
project, allowing us to tackle complex, sensitive 
projects worldwide. 
(See advertisement on p. 99) 

Dennis And Company Research, Inc. 
2500 Windy Ridge Pkwy. , Ste. 1270 
Atlanta, GA 30339 
Ph . 770-818-0060 
Fax 770-818-0069 
E-mail: mstraus@dacresearch.com 
www.dacresearch.com 
Michael Strauss, Chairman/CEO 

Diagnostics Plus, Inc. 
1333 S. Allen St. 
State College, PA 16801 
Ph. 814-238-7936 
Fax 814-231-7672 
E-mail : paulw@diagnosticsplus.com 
www.diagnosticsplus.com 
Paul Weener, President 

The Dieringer Research Group, Inc. 
3064 N. 78th St. 
Milwaukee, WI 53222 
Ph. 414-449-4545 or 800-489-4540 
Fax 414-449-4540 
E-mail : research@thedrg.com 
www.thedrg.com 
Pam Renick 

Digital Research, Inc. 
201 Lafayette Ctr. 
Kennebunk, ME 04043-1853 
Ph. 207-985-7660 
Fax 207-985-5569 
E-mail : bob.domine@digitalresearch.com 
www.digitalresearch.com 
Bob Domine, President 
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Survey Process Consulting 
Your increa ingly- ophi ticated re earch requirements demand an 

experienced partner. DRC has managed customer satisfaction urveys, 360. 

feedback program , and employee opinion survey ·for over 20 years. We 

stake our reputation on tate-of-the-art re earch consulting and technology 

solution that help you reach your objective . 

Key to accompli hing that goal is our project management team-a cross­

functional team of profe ional that en ure expert implementation of your 

survey program. They tart by li tening to you. Then, team member work 

hand-in-hand to deliver high quality, timely olutions that meet your need . 

Count on DRC to provide eamles e ecution of your survey project from 

start to fini h. The re ults are extraordinary. 

Customer Satisfaction Surveys • Employee Surveys • 360" Feedback • Web Surveys and Reports • Research Consulting 



--------_...., __ ------
DiRE'cT'ii05N5s5tN5R5E5s5e5A5R5c5H$, 
Full Service Marketing Research & Consulting 

Directions In Research 
8593 Aero Dr. 
San Diego, CA 92123 
Ph . 800-676-5883 or 619-299-5883 
Fax 619-299-5888 
E-mail : info@diresearch.com 
www.diresearch.com 
David Phife, President 

Established in 1985, Directions In Research is a 
young company employing motivated and experi-

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

enced professionals dedicated to providing expert 
marketing research and consulting services. We 
are in the business of identifying, understanding 
and satisfying the needs of our clients. We not only 
answer those needs with honesty, integrity and 
complete confidentiality, but above all , with intel­
ligence. The value of our services is measured by 
the satisfaction of our clients. For both quantita­
tive and qualitative research - on the West Coast 
or nationwide - Directions in Research offers a 
complete package of services to help manage­
ment, in both service and product industries, make 
informed decisions. 
(See advertisement on p. 98) 

We faced a similar problem last year. 
But a study from FINDISVP's 

Customer Satisfaction & Loyalty 
Group helped us turn our 

themback? \ 

@~~\ ~/ business around! 

~ ... ~ v ~~____, 
FIND/SVP's Customer Satisfaction Measurement 

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

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

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

Customer Satisfaction & Loyalty Group 
Listen to the Voice of Your Customers. su 

Contact: Ken Ash (212) 633-4510 or email him at CSLGinfo@findsvp.com 
625 Avenue of the Americas - New York, NY 10011 • http://www.findsvp.com 

Disher Strategic Research , LLC 
873 Fenchurch Ct. 
Cincinnati , OH 45230 
Ph. 513-232-1603 or 888-9-DISHER 
Fax 513-232-8187 
E-mail : dave@disher.com 
www.disher.com 
Dave Disher, President 

Doane Marketing Research, Inc. 
1807 Park 270 Dr., Ste. 300 
P.O. Box 46904 
St. Louis, MO 63146 
Ph. 216-491-9515 ext. 211 
Fax 216-491-4076 
E-mail : dtugend@doanemr.com 
www.doanemr.com 
David Tugend , V.P. Client Services 

DV Research , Inc. 
335 Renfrew Dr. , Ste. 101 
Markham, ON L3R 9S9 
Canada 
Ph . 905-513-7413 
Fax 905-513-7576 
E-mail : fgamble@dvresearch.on .ca 
www.dvresearch.on.ca 
Fergus Gamble, Partner 

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 : joel.reish@eagleresearch .com 
www.eagleresearch .com 

Eagle Research - Denver 
14818 W. 6th Ave ., Ste. 6A 
Golden , CO 80401 
Ph. 303-980-1909 or 303-980-2262 
Fax 303-980-5980 or 980-2270 
E-mail: christine.farber@eagleresearch .com 
www.eagleresearch.com 

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 Benson, Managing Partner 

BUSINESS TO BUSINESS 
DATA COLLECTION 

5 3 

• Meticulous Project Management 
• Accurate Reporting 
• Highly Trained Interviewers 
• Excellent Gatekeeper Techniques 
• Convenient Remote Monitoring 
• 100+ CATI Stations 
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Directions In Research, Inc. 
8593 Aero Drive 

San Diego, CA 92123 
(.800) 67 6-5883 

Fax: (619) 299-5888 
info@DIResearch.com 

http:// www.diresearch.com 
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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.elrickandlavidge.com 
Paul Sherrington, Vice President 

Energy Market Solutions 
16 Perimeter Park Dr. , Ste. 104 
Atlanta, GA 30341 
Ph . 770-455-6994 
Fax 770-455-64 7 4 
www.energymarketsolutions.com 
Dick Wight, President 

e-Satisfy 
Formerly TARP 
1300 Wilson Blvd ., Ste. 950 
Arlington , VA 22209 
Ph. 703-524-1456 
Fax 703-524-6374 
E-mail : info@e-satisfy.com 
www. e-satisfy. com 
John Goodman, President 

Essential Resources, LLC 
45 Park PlaceS., Ste. 330 
Morristown, NJ 07960 
Ph. 908-832-6979 
Fax 908-832-6970 
E-mail : essresou@idt.net 
Tim Friel 

-~ • And/ 9iP 
FI ND/SVP, Inc. 
625 Avenue of the Americas 
New York, NY 10011-2020 
Ph. 212-645-4500 
Fax 212-463-6219 
E-mail : info@findsvp.com 
www.findsvp.com 

FIND/SVP, Inc. 
Customer Satisfaction and Loyalty Group 
625 Avenue of the Americas 
New York, NY 10011-2020 
Ph . 212-633-4510 
Fax 212-807-2688 
E-mail : CSLGinfo@findsvp.com 
www.findsvp.com/about/cslg 
Ken Ash, V.P. lnt'l. Strategic Research 

The Customer Satisfaction and Loyalty Group of 
FIND/SVP conducts in-depth customer satisfaction 
measurements programs customized to meet our 
clients' unique requirements . Our studies gener­
ate candid customer opinions and critical com­
petitive information. These results become tools to 
help you create and implement long-term com­
petitive market strategies which let you improve 
your bottom line. 
(See advertisement on p. 98) 

Flake-Wilkerson Market Insights, LLC 
333 Executive Ct., Ste. 100 
Little Rock, AR 72205 
Ph. 501-221-3303 or 800-327-8831 
Fax 501-221-2554 
E-mail: research@mktinsights.com 
www.mktinsights.com 
George Wilkerson , President 

October 2000 www.quirks.com 99 



Food Insights, Inc. 
51 Germantown Pkwy., Ste. 201 
Cordova, TN 38018 
Ph. 901-755-9911 
Fax 901-755-1 006 
E-mail: judy.patton@foodinsights.com 
Judy Patton, Sr. V.P. Mkt. Rsch. 

Galli Research Services 
37 42 Bernard St. 
Chicago, IL 60618 
Ph. 773-4-SURVEY 
Fax 773-478-7899 
Paul Galli, President 

Global Qualitative Group, LLC 
2 Jefferson Pkwy., Ste. A-2 
Lake Oswego, OR 97035 
Ph. 503-784-5110 
Fax 253-681-8102 
E-mail: ghansen@globalqualitative.com 
www.globalqualitative.com 

Goldfarb Consultants 
4950 Yonge St., Ste. 1700 
Toronto, ON M2N 6K1 
Canada 
Ph. 800-803-6332 or 416-221-9200 
Fax 416-221-2214 
E-mail: info@goldfarbconsultants.com 
www.goldfarbconsultants.com 
Todd Gillan 

The Green Group 
3250 W. Big Beaver Rd., Ste. 526 
Troy, Ml 48084 
Ph. 248-637-3199 
Fax 248-637-3473 
E-mail: jeff.green@greengrouptroy.com 
www.greengrouptroy.com 
JeffreyS. Green, President 

• 
Greenfleldonlin 11 e 

Greenfield Online 
15 River Rd., Ste. 310 
Wilton, CT 06897 
Ph. 203-834-8585 
Fax 203-834-8686 
E-mail: info@greenfield.com 
www.greenfield.com 

Greenfield Online is one of the nation's leading full­
service online marketing research companies. Our 
company helps corporations, large and small , get 
closer to their consumers by providing data and 
insights to expedite decision-making. Founded in 
1994 Greenfield Online is an ackknowledged pio­
neer in using the Internet for marketing research. 
Our proprietary database of over 2 million individ­
uals is the largest in the world and helps us reach 
virtually any target market or meaningful consumer 
segment quickly and economically. 
(See advertisement on p. 3) 

Hammer Marketing Resources 
179 Inverness Rd. 
Severna Park, MD 21146 
Ph. 41 0-544-9191 
Fax 41 0-544-9189 
E-mail: info@gohammer.com 
www.gohammer.com 
Bill Hammer, President 
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Harris Interactive 
Corporate Headquarters 
135 Corporate Woods 
Rochester, NY 14623 
Ph. 877-919-4765 cm62 
E-mail : info@harrisinteractive.com 
www.harrisinteractive.com/CM62 

Hase/Schannen Research Associates, Inc. (HSR) 
231 Clarksville Rd. 
P.O. Box 2061 
Princeton, NJ 08543 
Ph. 609-799-3939 
Fax 609-799-4134 
E-mail : hsr@hsra.com 
www.hsra.com 
Paul Hase, President 

HEADFIRST Market Research 
332 Osprey Point 
Stone Mountain, GA 30087 
Ph. 770-879-5100 
Fax 770-879-0014 
E-mail : research@headfirstinc.com 
www.headfirstinc.com 
Greg Head, President 

J. Hine & Associates, Inc. 
2301 Barberry Ct. 
Waukesha, WI 53188 
Ph . 262-896-9009 
Fax 262-896-9779 
E-mail: jhine@execpc.com 
Jeffrey Hine, President 

Peter Honig Associates, Inc. 
333 Old Tarrytown Rd. 
White Plains, NY 1 0603 
Ph. 914-946-7300 
Fax 914-946-4378 
E-mail : research@peterhonig.com 
www.peterhonig.com 
Peter Honig, President 

HR and Associates, Inc. 
223 Burlington Ave. 
Clarendon Hills, IL 60514-1168 
Ph. 630-789-0444 
Fax 630-323-4066 
E-mai I: i nq u i ries@h randassociates. com 
www.hrandassociates.com 
Daphne Davis, Vice President 

I.S.I.S.-Integrated Strategic Information Services 
2160 Ward Way 
Woodside, CA 94062 
Ph. 650-298-8555 
Fax 650-298-9555 
E-mail: isis@isisglobal.com 
Marc C. Limacher, Managing Director 

1/H!R Research Group 
Quality Marketinx Research That Works. 

1/H/R Research Group 
4440 S. Maryland Pkwy., Ste. 203 
Las Vegas, NV 89119 
Ph. 702-734-0757 
Fax 702-734-6319 
E-mail: IHRRRA2@aol.com 
Lynn Stalone, Partner 

Looking for a great data collection source for your 

customer satisfaction research? Then 1/H/R 
Research Group has the technology and experi­
ence you 're looking for! 140 networked for Ci3 
CATI, WinCATI and ACS Query. Fast turnaround , 
highest quality data collection, competitive prices. 
MRA interviewer training program. Silent moni­
toring , state-of-the-art computer systems and 
CATIHelp management system. 
(See advertisement on p. 73) 

ICR@ 
ICR/International Communications Research 
605 W. State St. 
Media, PA 19063 
Ph. 610-565-9280 
Fax 610-565-2369 
E-mail: icr@icrsurvey.com 
www.icrsurvey.com 
Steven McFadden, President 

Full-service market research firm with particular 
emphasis on customer satisfaction and loyalty 
research . ICR offers the full array of consulting ser­
vices for service quality improvement efforts 
through qualitative "discovery," quantitative mea­
surement of your customers' needs and expecta­
tions, formalized analysis and presentation, imple­
mentation , and subsequent performance track­
ing. ICR's areas of expertise include consumer 
and industrial products and services, computer 
technology, telecommunications, utility services, 
pharmaceutical products , and food services 
among others. 
(See advertisement on p. 35) 

Information Works 
517 S.W. 4th , 3rd fl. 
Portland , OR 97204 
Ph. 503-402-1244 or 800-724-3060 
Fax 503-402-1250 
E-mail: info@informationworks.net 
www.informationworks.net 
Daniel Short, CEO 

Informative, Inc. 
651 Gateway Blvd. , Ste. 1050 
South San Francisco, CA 94080 
Ph. 800-809-9764 or 650-871-2160 
Fax 650-871 -2168 
E-mail : info@informative.com 
www.informative.com 
Bill Lawler, Director, Marketing 

lnfoTek Research Group, Inc. 
4915 S.W. Griffith Dr., Ste. 200 
Beaverton , OR 97005 
Ph . 503-644-0644 
Fax 503-641 -0771 
E-mai I: Steve b@i nfote kresearch . com 
www.infotekresearch.com 
Steve Boespflug, V.P./Principal 

lnnotech Market Research Ltd . 
30 Wertheim Ct. , Unit 25 
Richmond Hill , ON L4B 1 B9 
Canada 
Ph. 905-882-8843 or 877-882-8843 
Fax 905-882-8515 
E-mail: phil@innotechmarketresearch.com 
www.innotechmarketresearch .com 
Phil Weintraub 
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lnquisite, Inc. 
3001 Bee Caves Rd ., Ste. 220 
Austin , TX 78746 
Ph . 512-328-81 81 
Fax 512-328-0584 
E-mail : info@@inquisite.com 
www.inquisi te.com 
Sam Goodner, CEO 

INRA Deutschland GmbH 
Papenkamp 2 - 6 
23879 Moelln 
Germany 
Ph. 49-4542-801-0 
Fax 49-4542-801-201 
E-mail : mailbox@inra.de 
www.inra.de 
Hella Glagow, Managing Director 

The Insight Works, Inc. 
111 Fifth Ave. , 1Oth fl. 
New York, NY 10003 
Ph. 212-674-3100 
Fax 212-477-5642 
E-mail : markcooper@theinsightworks.com 
www.theinsightworks.net 
Mark Cooper, Executive Director 

Interactive Marketing & Research 
3411 Rea Forest Dr. 
Charlotte, NC 28226 
Ph. 704-341-3270 
Fax 704-341-3269 
E-mail : research@inter-active.com 
www.inter-active.com 
Riley Kirby, President 

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 

IVRsurveys.com 
10875 Plano Rd ., Ste. 130 
Dallas, TX 75238 
Ph. 888-359-9054 
Fax 248-928-5263 
E-mail: markm@ivrsurveys.com 
www.ivrsurveys.com 
Mark Mulch, President 

JRA, J. Reckner Associates, Inc. 
587 Bethlehem Pike, Ste. 800 
Montgomeryville, PA 18936-97 42 
Ph. 215-822-6220 
Fax 215-822-2238 
E-mail : info@reckner.com 
www. reckner.com 

JRP Marketing Research Services 
100 Granite Dr. , Terrace Level 
Media, PA 19063 
Ph . 610-565-8840 
Fax 610-565-8870 
E-mail : jrpmark@fast.net 
Paul R. Frattaroli , President 
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Just The Facts, Inc. 
P.O. Box 365 
Mt. Prospect, I L 60056 
Ph. 847-506-0033 
Fax 84 7-506-0018 
E-mai l: facts2@interaccess.com 
www.just-the-facts.com 
Bruce Tincknell , President 

Kadence (UK) Ltd 
6th floor, Carlton House 
Carlton Drive 
London SW1 S 2DS 
United Kingdom 
Ph. 44-20-8246-5400 
Fax 44-20-8246-5401 
E-mail : kadenceuk@kadence.com 
www.kadence.com 
Simon Everard, Managing Director 

Kadence Business Research 
85 Speen St. 
Framingham, MA 01701 
Ph. 508-620-1222 
Fax 508-620-1223 
E-mail : kadenceus@kadence.com 
www.kadence.com 
Owen Jenkins, CEO 

Ketron 
Div. of The Bionetics Corp 
103 Arran dale Blvd. 
Exton, PA 19341 
Ph. 610-280-9027 or 800-982-7645 ext. 9027 
Fax 610-280-9079 
E-mail: mzhu@ketron.com 
www. ketron .com 
Mark H. Zhu , Ph.D., Director 

Kramer Marktforschung GmbH 
Hansestr. 69 
48165 Muenster 
Germany 
Ph. 49-2501-8020 
Fax 49-2501-802100 
E-mail: contact@kraemer-germany.com 
www.kraemer-germany.com 
Henning Eichholz, Dir. International Projects 

Kubba Consultants, Inc. 
2720 River Rd. , Ste. 200 
Des Plaines, IL 60018 
Ph . 847-296-1224 
Fax 847-296-1 226 
E-mail : EdKubba@aol.com 
Ed Kubba, President 

Lein/Spiegelhoff, Inc. 
720 Thomas Ln. 
Brookfield , WI 53005 
Ph. 262-797-4320 
Fax 262-797-4325 
E-mail : ls@execpc.com 
www.lein-spiegelhoff.com 
Chuck Spiegel hoff, President 

Leone Marketing Research 
4250 Alafaya Trl. , Ste. 212-410 
Oviedo, FL 32765 
Ph. 407-977-0948 
Fax 407-977-8553 
E-mail: ftrimboli@cfl.rr.com 
Felicia Leone Trimboli , President 
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Lieberman Research Worldwide 
1 ~00 Avenue of the Stars, 15th fl. 
Los Angeles, CA 90067 
Ph. 310-553-0550 
Fax 310-553-4607 
E-mail : dsackman@lrwonline.com 
www.lrwonline.com 
Dave Sackman, President 

The Listener Group 
1163 Gulf Breeze Pkwy. 
Gulf Breeze, FL 32561 
·Ph. 877-616-8363 
'Fax 850-934-7 454 
E-mail: info@listenergroup.com 
www.listenergroup.com 
Robert Smith, President/CEO 

Low+ Associates ' groupsatlow 
5454 Wisconsin Ave ., Ste. 1400 
Chevy Chase, MD 20815-6994 
Ph. 301-951-9200 
Fax 301-986-1641 
E-mail: focusgroups@lowassociates.com 
www.groupsatlow.com 
Nan Russell , V.P. Market Intelligence 

Low+ Associates' groupsatlow 
8805 N. 23rd Ave., Ste. 400 
Phoenix, AZ 85021-4171 
Ph. 602-678-3747 
Fax 602-906-9424 
E-mail : azresearch@lowassociates.com 
www.groupsatlow.com 
Heather King, Field Director 

Luth Research 
1365 Fourth Ave. 
San Diego, CA 92101 
Ph. 619-234-5884 
Fax 619-234-5888 
E-mail: info@luthresearch.com 
www.luthresearch.com 
Charles T. Rosen, Exec. Vice President 

Luth Research, founded in 1977, has established 
itself as a preeminent data collection firm in the 
marketing research field. Our Client services 
include focus groups, mall intercepts, one-on-one 
interviews, online data collection, and telephone 
interviews. 
(See advertisement on p. 9) 

Manta Corporation 
1400 Blair Place, 5th fl. 
Gloucester, ON K1J 9B8 
Canada 
Ph. 613-7 44-6111 
Fax 613-7 44-4001 
E-mail : info@mantacorp.com 
www.mantacorp.com 
Christine Lentz 
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Maritz Marketing Research Inc. 
1355 N. Highway Dr. 
Fenton, MO 63099 
Ph. 636-827-8532 or 800-446-1690 
Fax 636-827-8605 
E-mail: mmri@maritz.com 
www.maritz.com/mmri 
Phil Wiseman, V.P. Marketing 

A full-service firm conducting custom and syndi­
cated studies. Specialists in customer satisfac­
tion/customer value measurement. Research ser­
vices in key areas: qualitative, tactical (tracking , 
AT&U, etc.) and strategic (product positioning , 
market segmentation, etc.). Maritz covers major 
markets in North America, Central and Latin 
America, Europe, Africa, the Middle East, and the 
Asia Pacific Region . Member CASRO. 
(See advertisement on p. 33) 

Market Attitude Research Services Pty Ltd 
Suite 18, 20-24 Gibbs Street 
(P.O. Box 214) 
Miranda, NSW 2228 
Austral ia 
Ph. 61-2-9525-3200 
Fax 61-2-9525-3656 
E-mail : collins@mars.bu.aust.com 
David Collins, Managing Director 

~:~•\l.•tt.ort"/ng_,,, 

t MARKET (ONNEGIONS,INC. 
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Market Connections, Inc. 
13814 S. Springs Dr. 
Clifton, VA 20124 
Ph . 703-818-2476 
Fax 703-818-3730 
E-mail : lisad@marketconnectinc.com 
www.marketconnectinc.com 
Lisa Dezzutti , President 

Market Connections is a women-owned , full-ser­
vice research firm specializing in customer satis­
fact ion , branding and awareness , and needs 
assessment studies . New product/service 
research. Focus groups and in-depth interviews. 
Strategic marketing plan development and com­
petitor analysis services. Polished reports and pre­
sentations. Actionable recommendations. Special 
expertise in high-tech, telecommunications, gov­
ernment, and publishing markets. Complete range 
of survey mediums including telephone, mail , and 
Internet. 
(See advertisement on p. 1 03) 

Market Perceptions, Inc. 
Health Care Research, Inc. 
240 St. Paul St. , Ste. 100 
Denver, CO 80206 
Ph. 303-388-0873 
Fax 303-388-3822 
E-mail : kweiss@marketperceptions.com 
www.marketperceptions.com 
Karl Weiss, President 
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Market Probe International , Inc. 
114 E. 32nd St. , Ste. 1603 
New York, NY 10016-5506 
Ph. 212-725-7676 
Fax 212-725-7529 
E-mail : alan@marketprobeint.com 
www.marketprobeint.com 
Alan Appelbaum, President 

Market Probe, Inc. 
2655 N. Mayfair Rd. 
Milwaukee, WI 53226-1310 
Ph . 414-778-6000 
Fax 414-778-3730 
E-mail : info@marketprobe.com 
www.marketprobe.com 
T.R. Rao, Ph.D., President & CEO 

Market Research Services 
705 Shamrock Dr. 
Madisonville, KY 42431 
Ph . 270-825-0761 or 270-821-4182 
Fax 270-821-7151 
E-mail: donnabaldridge@hotmail.com 
Donna Baldridge 

Market Researchers & Analysts 
11833 Canon Blvd ., Ste. 100 
Newport News, VA 23606 
Ph. 757-873-8384 
Fax 757-873-8451 
E-mail : ywang@mr-a.com 
www. m r-a.com 

Market Resource Associates, Inc. 
800 Marquette Ave ., Ste. 990 
Minneapolis, MN 55402 
Ph. 612-334-3056 or 800-795-3056 
Fax 612-334-3121 
E-mail : johnmra@aol.com 
www.mraonline.com 
John Cashmore, CEO 

Market Trends Pacific, Inc. 
1001 Bishop St. , Ste. 505 
Honolulu , Hl96813 
Ph. 808-532-0733 
Fax 808-532-07 44 
E-mail : info@mtp.com 
www. markettrendspacific.com 
Wanda L. Kakugawa, President 

Marketing & Research Resources, Inc. 
1303-A East Patrick St. 
Frederick, MD 21701 
Ph. 301-694-2800 
Fax 301-694-5171 
www.m-rr.com 
David Vershel 

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 : lwims@stlnet.com 
www.mhorizons.com 
Stephanie Feeney, Dir. of Field Svcs. 

Marketing Information Systems lnt'l. 
100 Sylvan Ave. 
Englewood Cliffs, NJ 07632 
Ph. 201-947-6900 
Fax 201-947-2706 
E-mail : misijs@aol.com 
John Shari , Sr. Vice President 

Marketing Intelligence Corp. (MiG) 
Global Services 
1-4-1, Honcho, 
Higashikurume-shi 
Tokyo 188-9701 
Japan 
Ph. 81-424-76-5164 
Fax 81-424-76-5169 
E-mail : global-service@mictokyo.co.jp 
www.micjapan.com 
Te Pura MacGregor 

Marketing Leverage, Inc. 
78 Eastern Blvd. 
Glastonbury, CT 06033 
Ph. 800-633-1422 
Fax 860-659-8664 
E-mail: office@marketingleverage.com 
www.marketingleverage.com 
Lynn C. Kelly, President 

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 Lauretti , Field Services Manager 

MRS I 
600 Vine St. , #2900 
Cincinnati , OH 45202 
Ph. 513-579-1555 or 800-729-6774 
Fax 513-562-8819 
E-mail : info@mrsi.com 
www.mrsi .com 
M. Randall Thaman , President 

Marketing Solutions Corporation 
2 Ridgedale Ave. , Ste. 216 
Cedar Knolls , NJ 07927 
Ph. 973-540-9133 
Fax 973-540-9280 
E-mail : MarketingSolutions@ibm.net 
www.marketingsolutionscorp.com 
Michael Moskowitz, President 

Marketing Solutions Corporation 
522 Main St. , #16 
Bethlehem, PA 18018 
Ph. 800-326-3565 
Fax 610-861-0184 
E-mail : MarketingSolutions@ibm.net 
www.marketingsolutionscorp.com 

Marketrends, Inc. 
103 Charles River Landing Rd . 
Williamsburg , VA 23185-5001 
Ph . 757-229-3065 or 800-296-4447 
Fax 757-229-1828 
E-mail: nfuller@marketrends.com 
www.marketrends.com 
Nancy Fuller, Owner/President 

www.quirks.com Quirk's Marketing Research Review 



Make The Connec:tion. 
Find out how you can effectively connect your 
business with your marketplace. It requires the right 
information, expert analysis, and sound 
recommendations that deliver bottom line results -
and it all begins with the right research company. 
Market Connections helps clients identify what their 
customers are thinking by providing quality research 
services and sound strategies that connect you with 
your markets. 

Our Innovative, Customized Research 
Saves You Time, Money - And Provides 
Real Strategies For Success. 

At Market Connections, you won't get generalized, 
cookie-cutter approaches or data with no personalized 
analysis or strategic recommendations. In fact, quite 
the opposite. Your business will receive the fresh, 
unique research program you require for success. Find 
out how our proven research services can help you 
get inside the mind of your customers and markets. 
Make the connection -with Market Connections. 

• 



MarketResponse International USA, Inc. 
6385 Old Shady Oak Rd., Ste. 270 
Minneapolis, MN 55344 
Ph. 952-943-2230 
Fax 952-943-2320 
E-mail : decide@marketresponse.com 
www.marketresponse.com 
Tom Pearson, Managing Director 

MarketVision Research® 
Corporate Headquarters 
MarketVision Bu ilding 
4500 Cooper Rd. 
Cincinnati, OH 45242-5617 
Ph. 513-791-3100 
Fax 513-794-3500 
E-mail: info@marketvisionresearch.com 
www.marketvisionresearch.com 
Rex L. Repass, President 

Marlin Research Ltd. 
16A Old Town, Scout Lane 
London SW4 OJY 
United Kingdom 
Ph. 44-20-7720-9043 
Fax 44-20-7720-2221 
E-mail: all@marlinresearch.com 

Maryland Marketing Source, Inc. 
817 Maiden Choice Ln. 
Baltimore, MD 21228 
Ph. 410-247-3276 
Fax 41 0-536-1858 

Matters of Fact 
6351 Owensmouth Ave. , Ste. 200 
Woodland Hills, CA 91367-2283 
Ph. 818-992-1511 
Fax 818-992-1982 
E-mail : mfiwest@mattersoffact.com 
www. mattersoffact.com 

Medical Research International, Inc. 
10425 Sail Place 
Boca Raton, FL 33498 
Ph. 561-470-9808 
Fax 561-470-9136 
E-mail : MRIL@prodigy.net 

Melnik/Burke 
Av. Frederico Lacroze 1722 
1426 Buenos Aires 
Argentina 
Ph. 54-11-4777-9041 
Fax 54-11-4772-9714 
E-mail: melnik@melnik.com.ar 
www.melnik.com.ar 
Ricardo Melnik, President 

Mercator Corporation 
21 Pleasant St. , Ste. 201 
Newburyport, MA 01950 
Ph. 978-463-4093 or 800-997-7627 
Fax 978-463-9375 
E-mail : sales@mercator-corp.com 
www.mercatorcorp.com 
Donna O'Neil 

Mercator offers SNAP Professional®, a PC-based 
survey design and analysis software for creating 
and deploying paper, e-mail , Web-based and 
scannable questionnaires. Available for Windows 
3.x, Windows 95, Windows 98, Windows NT and 
OS/2. SurveyShop offers survey bureau services 
including questionnaire design, data processing 
and analysis, also Web-based survey hosting, 
response collection and data analysis. 
(See advertisement on p. 64) 

Message Factors, Inc. 
Insightful Market Research 
5350 Poplar Ave., Ste. 750 
Memphis, TN 38119 
Ph . 901-683-5350 
Fax 901-683-0977 

E-mail: mmsi@erols.com 
Barbara Bridge, President 

E-mail : mfimemphis@aol.com 
---------------L----------------; www.messagefactors.com 
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Mary Day, President 

Message Factors was founded in 1967 to provide 
value-added marketing research products to help 
companies acquire, optimize and retain customers. 
Proprietary products Value Analysis (measures 
and defines value) , Spectrum Analysis of Customer 
Satisfaction, Barriers to Growth Analysis and 
Strength and Weakness Analysis represent 80 per­
cent of the firm 's business. 
(See advertisement on p. 29) 

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 

MGA Communications, Inc. 
1125 17th St. , Ste. 1800 
Denver, CO 80202 
Ph. 303-298-1818 
Fax 303-297-3526 
E-mail : dmagee@MGAperforms.com 
www.MGAperforms.com 
Doug Magee, V.P. Research 
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~1chelson 
~;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, President/CEO 

Custom qualitative and quantitative solutions since 
1984. Specialists in customer service and satis­
faction , product and facility development, adver­
tising and design research . Services include: focus 
groups, mystery shopping , telephone, mail and 
intercept surveys . 80 ,000 qualified shoppers 
nationwide. Extensive experience with advertis­
ing, apparel , apartments, associations, automotive, 
drugstore, facility design , grocery, health care , 
hospitality, optical , publishing , restaurants and 
retail. Call Mark Michelson for consultation and 
quote on your next project. 
(See advertisement on p. 1 05) 

The Miller Research Group, Inc. 
350 W. Kensington Rd. , Ste. 109 
Mt. Prospect, I L 60056 
Ph . 847-342-1500 
Fax 847-342-1509 
E-mail : info@mrgservices.com 
www. mrgservices.com 
Jim Miller, President 

Millward Brown/lntelliQuest 
Bldg. 1, Ste. 600 
1250 Capital of Texas Hwy., S. 
Austin , TX 78746 
Ph . 512-329-0808 
Fax 512-329-0888 
E-mail : kwitt@intelliquest.com 
www.intelliquest.com 

Mind Search 
272 Whipple Rd . 
Tewksbury, MA 01876-3540 
Ph. 978-640-9607 
Fax 978-640-9879 
E-mail : julie@mind-search.com 
Julie Shaylor, Principal 

Modalis Research Technologies, Inc. 
2505 Mariposa St. 
San Francisco, CA 94110-1424 
Ph. 415-430-2200 
Fax 415-430-1200 
E-mail: Fred .Bove@us.modalis.com 
www.modalis.com 
Fred Bove 

Modalis Research Technologies is a global , full­
service market research agency, offering both 
quantitative and qualitative research with a busi­
ness-to-business and high-tech focus. We spe­
cialize in interactive marketing research and mod-

eljng techniques in the areas of business-to-busi­
ness technology branding, product development, 
and customer satisfaction and quality measure­
ment. Specific competencies include: new product 
concept testing , custom online panel construc­
tion and maintenance, pricing, segmentation and 
positioning, and usability testing. 
(See advertisement on p. 13) 

Modelos y Decisiones en Marketing, SABER S.A. 
Av. Rivadavia 1523 
6 Piso "B" 

· 1033 Buenos Aires 
'Argentina 
Ph. 54-11-4384-0011 
Fax 54-11-4384-0703 
E-mail : sabermd@infovia.com.ar 
Lidia Gladys Aufgang 

Moosbrugger Marketing Research 
Corporate Headquarters 
632 N. Flagship Dr. 
Salem, SC 29676 
Ph. 888-354-5090 or 864-944-7700 
Fax 864-944-8964 
E-mail: mmr77@aol.com 
Mary C. Moosbrugger, President 

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 

• Mai led Surveys 

• O n-S ite Surveys 

• Inte rnet Resea rch 

• Mystery Shopp ing 

• Secondary Resea rch 

• Demographic Mapping 

Serving clients nationwide since 7 984 
Member: QRCA, MRA, AMA 

·chelson 
Associates, Inc. 

Strategic Marketing Research 

October 2000 www.quirks.com 

For consul tation on your research needs, 
Ca ll Mark Michelson, President/CEO 

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

E-Mail : focus@onramp.net 

1900 The Exchange, Suite 360 
Atlanta, Georgia 30339 

For more info, visit our website 
www.michelson.com/research 
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LMp~ MORPACE International, Inc. 
~. 1 7 Market ResearciJ and Consulting 

We believe that measuring satisfaction is impor­
tant, but improving satisfaction and the health of 
your business is our real goal. With MORPACE 
Satisfaction Solutions™, our research experts help 
our client partners develop robust, actionable pro­
grams to effect measurable improvements incus­
tomer and employee satisfaction. 

MORPACE International, Inc. 
Market Research and Consulting 
31700 Middlebelt Rd. , Ste. 200 
Farmington Hills, Ml 48334 
Ph. 248-737-5300 or 800-878-7223 
Fax 248-737-5326 
E-mail: information@morpace.com 
www.morpace.com 
Pete Haag, Sr. Vice President 

(See advertisement on p. 1 07) 

MR&S Market Research & Services GmbH 
Mainluststrasse 2 
60329 Frankfurt/Main 
Germany 
Ph. 49-69-2426650 

MORPACE International specializes in the design 
and implementation of customer and employee 
satisfaction programs for a broad range of clients. 

Fax 49-69-250016 
E-mail : mr-s@mr-s.com 
www.mr-s.com 
Thomas Aragones, Managing Director 

Adrift In A Sea Of Data? 

Call The Experts! 
NCS offers a fast and accurate single-source solution to your evaluation problems. Whether 

your goal is to achieve stronger customer relationships, identify the strengths of your 

products and services or measure employee attitudes, we can help. 

When you work with NCS, you choose the services you need. Our responsive personnel 

teams are ready to work with you throughout the entire process ... from determining the best 

way to gather information to providing quality implementation through NCS' multiple technologies. 

NCS can provide Internet, E-mail, CATI, IVR and paper-based services-in any language. 

Measurement Focus 
Attitude Surveys 

Outcome Surveys 
Customer/Product Database 

Balloting/Proxy 

Service Offerings 
Research Planning 
Project Management 
Printing · 

Distribution and Receiving 
Processing and Coding 

Analysis and Reporting 

Want to learn more? Call NCS at 1-800-447-3269 
WMV.ncs.com 

Copyright© 1998 
National Computer Systems, Inc. 
All rights reserved. • • 

MRCGroup Research Institute 
dba MRCFoucus/MRCPhone 
101 Convention Center Dr. , Plaza 125 
Las Vegas, NV 891 09 
Ph. 702-734-7511 
Fax 702-734-7598 
E-mail : research@mrcgroup.com 
www.mrcgroup.com 
James Medick, Managing Director 

MSB-Managing The Service Business 
Winslow House, Church Lane 
Sunninghill , Ascot 
Berkshire SL5 ?ED 
United Kingdom 
Ph. 44-134-487-6300 
Fax 44-134-487-3677 
E-mail : andy.booth@msb-ltd.co.uk 
www.msb-ltd .co.uk 
Don Porter, Managing Director 

N.B.S. Consulting , Inc. 
7150 San Mateo, # 289 
Dallas, TX 75223 
Ph. 888-44-NO BS (6627) or 214-327-1183 
Fax 214-327-1449 
E-mail : andrey@nbsconsult.com 
www.nbsconsult.com 
Andrey Osiatynski , President 

National Shopping Service Network, LLC 
3910 E. Evans Ave. 
Denver, CO 80210-4927 
Ph. 303-451-0538 
Fax 303-451-0325 
E-mail : howard@mysteryshopping.net 
www.mysteryshopping.net 
Howard Troxel , President 

National Survey Research Center 
5350 Transportation Blvd. , Ste. 19 
Cleveland, OH 44125 
Ph. 800-837-7894 or 216-518-2805 
Fax 216-518-2903 
E-mail : nsrc@nsrc.com 

NCS 
4401 W. 76th St. 
Minneapolis, MN 55435 
Ph. 800-447-3269 
Fax 952-830-7651 
E-mail : info@ncs.com 
www.ncs.com 

A full-service research and consulting firm, NCS 
specializes in large-scale customized assessments 
of internal and external customer/employee atti­
tudes. NCS tailors research to each client's needs 
and helps turn information into actionable results 
throughout the organization . NCS offers multiple 
data collection technologies, e.g., Internet, e-mail , 
phone, paper-based. NCS customers may use any 
or all of NCS' available services, including project 
management, research , survey design , printing, 
distribution, database management, analysis, 
reporting or in-house software and systems. 
(See advertisement on p. 1 06) 
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RESEARCH & STRATEGIC SOLUTION : 
POWER TO CHANGE YOUR WORLD 

e _R rtner with you to uncover information vital to your business. 

n we help you convert that knowledge to actionable strategic 

olutions ... solution that can alter the competitive landscape in 

your favor. 

Proven domestic and international research capabilities, plus 

in-depth experience in a wide range of major industries , allow us to 
deliver on-target results with remarkable speed and efficiency. 

The MORPACE approach: Power to change your world. Call Pete 

Haag today at 248-737-5300, or visit our web ite at www.morpace. com. 

F MP"). MORPACE International, Inc. 
~ 1 7 Market Research and Consulting 

Adve ti ing • Automotive • Computer Technology • Con tuner Product • Education • Financial ervice • Health Care 

Home Improvement • In urance • Media • Pharmaceutical • Public Policy • Telecommunications • Transportation • Utilities 



NetRaker 
1190 Mira Lorna Way, Ste. U 
Sunnyvale, CA 94085 
Ph. 877-483-2114 ext. 104 
Fax 408-530-8939 
E-mail: info@netraker.com 
www.netraker.com 

In today's online world, companies face a barrage 
of information without knowing which information 
truly relates to the bottom-line issues of customer 
retention, increased revenue, and increased prof­
itability. The NetRaker Suite provides the first com­
prehensive suite of meaningful customer experi­
ence metrics and applications to gather real-time 
user data from online customers. Companies can 
now obtain the tracking information they need to 
improve their online presence and make their web 
sites more effective and profitable. 
(See advertisement on p. 76) 

Nordhaus Research, Inc. 
20300 W. 12 Mile Rd. 
Southfield , Ml 48076 
Ph. 248-827-2400 or 800-860-9996 
Fax 248-827-1380 
E-mail : lynn@nordhaus.com 

North Coast Behavioral Research Group 
25 Prospect Ave. W. , Ste. 1700 
Cleveland, OH 44115 
Ph. 216-861-5780 
Fax 216-736-4432 
E-mail: cwargo@wyseadv.com 
www.ncbrg.com 
Cindy Wargo, President 

Northeast Data 
High Income Mall Testing & Group Focus Facility 
Wayne Towne Center, Rte . 23 S. 
Wayne, NJ 07 470 
Ph. 973-785-4449 
Fax 973-785-3679 
E-mail : northeastdata@yahoo.com 
Paul Schwartz, President 

A full-service high-income mall facility doing field 

service and data collection, product placement 
and call backs, child safety closure testing, full test 
kitchen, one-on-one in-depth interviewing, spa­
cious focus room with client viewing area, video 
camera, Pentium computers, near three major air­
ports, hotel facilities nearby, experienced moder­
ators, fine food service. 
(See advertisement on p. 1 08) 

nVision Research 
2255 E. 18th Ave. 
Denver, CO 80206 
Ph. 303-322-1220 
Fax 303-322-2025 
E-mail : info@nvisionresearch.com 
www.nvisionresearch.com 
Carl Schiotz, Business Development Mgr. 

C.J. Olson Market Research, Inc. 
2125 E. Hennepin Ave., Ste. 100 
Minneapolis, MN 55413-2720 
Ph. 612-378-5040 or 800-788-0085 
Fax 612-378-5401 
E-mail: admin@cjolson.com 
www.cjolson .com 
Carolyn J. Olson , President/Owner 

Opinion Access Corp. 
31-00 47th Ave. 
Long Island City, NY 11101 
Ph. 718-729-2622 or 888-489-DATA 
Fax 718-729-2444 
E-mail : info@opinionaccess.com 
www.opinionaccess.com 
Jim Hoffman, President 

Opinion Access Corp. provides market researchers 
with a one-stop shop for all telephone data col­
lection and data processing needs. We provide 
the fastest and most adaptable telephone inter­
viewing utilizing the flexibility of a CATI system 
integrated with the most advanced predictive 
dialer. While our leading-edge technology sets the 
standard for productivity and cost-effective calling, 
our extensively trained and skilled interviewing 
staff ensures the highest level of quality for every 
project. 
(See advertisement on p. 17) 

Opinion Dynamics Corp. 
1030 Massachusetts Ave. 
Cambridge, MA 02138-5335 
Ph. 617-492-1400 
Fax 617-497-7944 
E-mail : asauve@opiniondynamics.com 
www.opiniondynamics.com 
Alison L. Sauve, Marketing Coordinator 

Opinion Search, Inc. 
1800 - 160 Elgin St. 
Ottawa, ON K2P 2C4 
Canada 
Ph. 800-363-4229 
Fax 613-230-3793 
E-mail: info@opinionsearch.com 
www.opinionsearch.com 

Save over 50 percent on your next field job . 
Opinion Search Inc. is one of Canada's leading 
data collection agencies. Our combination of 
world-class CAT I call centers and Canadian prices 
is rapidly making us the field house of choice for 
the U.S. market research community. All calls are 
made from our Toronto , Montreal and Ottawa 
phone centers using professional interviewers with 
Midwestern accents. We feature 240 computer­
assisted telephone interviewing stations , two 
industry-leading CATI software packages (INFO 
ZERO UN's Interviewer and Sawtooth Software's 
Ci3) , fully integrated tabulation services and out­
put in all of your favorite formats including SPSS, 
SAS, Quantime, etc. Also, international calling 
capabilities and multilingual interviewers (French, 
Spanish, German, Cantonese, Mandarin, Italian, 
etc.). 
(See advertisement on p. 5) 

Opinionmeter, Inc. 
P.O. Box 10126 
Oakland, CA 94610 
Ph. 510-559-3717 or 888-0PMETER 
Fax 510-559-3716 
E-mail: sales@opinionmeter.com 
www.opinionmeter.com 
Morgan Strickland, Dir. of Operations 

Commitment . .. Our pledge to you on certifica tion 

Service ... Efficient and reliable support 
... SINCE 1978 Integrity . .. Honest and complete reporting 

The New York Region's Prime Market Research Facility 
at The Wayne Towne Center Near to All Major New York Airports 

DEMOGRAPHICS: 
• Median income $64,851 • 43% college educated • Median home value $249,489 • 36 % young families, ages 21-39 

FULL SERVICE FACILITY: 
• Quantitative research projects 
• Mall intercepts 
• Product placement/with follow-up 
• One-on-one in depth interviewing 

• Conference room 
• Pentium computers 
• 3/4" and 1/2" VCR equipment 

• State of the art test kitchen 
• Focus Groups 
• Client viewmg suite with 2 way mirror 

Phone: 973-785-4449 • Fax: 973-785-3679 • E-mail: northeastdata@yahoo.com 
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Opinions Unlimited, Inc. 
Three Riverway, Ste. 250 
Houston, TX 77056 
Ph . 713-888-0202 or 800-604-4247 
Fax 713-960-1160 
E-mail : ask@opinionsunlimited .com 
www.opinions-unlimited.com 
Andy Martin, Ph .D., Vice President 

Organizational Studies, Inc. 
A Div. of Carlson Marketing Group. 
5399 Eglinton Ave. W. , Ste. 210 
Toronto, ON M9C 5K6 
Canada 
Ph . 416-626-7343 
Fax 416-626-1292 
E-mail : cmgsolutions@carlson.com 
www.employeemarketing.com 
Jim Graham, President/CEO 

Paradigm Technologies lnt'l. 
391 Draco Rd . 
Piscataway, NJ 08854 
Ph . 732-248-7123 
Fax 732-248-7125 
E-mail: ravipara@aol.com 
www.paradigmtek.com 
Ravi lyer, President 

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-mai l: research@pathenry.com 
www.thepathenrygroup.com 
Susan Stone, Director of Research 

The Performance Group, Inc. 
233 Main St. 
P.O. Box 828 
Mt. Vernon, IN 47620 
Ph. 800-264-0814 or 812-838-9814 
E-mail : performancegroup@aol.com 
Walter Babcock, President 

Find out what really separates the "dissatisfied 
and somewhat satisfied" from the "extremely sat­
isfied" resondents . We utilize new software tools 
for in-depth open-ended interviewing with fully 
projectable quantitative results that go far beyond 
ratings data. Have actionable results for service 
quality research with measurable performance 
improvement. We offer performance improvement 
research and consulting for clients in 45 states. 
(See advertisement on p. 11 0) 

Performance Plus 
111 Speen St. , Ste. 105 
Framingham, MA 01701 
Ph. 508-872-1287 
Fax 508-879-71 08 
Shirley Shames, President 

Perseus Development Corporation 
222 Forbes Rd ., Ste. 208 
Braintree, MA 02184 
Ph. 781-848-8100 
Fax 781-848-1978 
E-mail : info@perseus.com 
www.perseus.com 
Scott Washburn , Product Marketing Manager 

PINE COMPANY 
Information Processing/Data Management 

·Pine Company 
10559 Jefferson Blvd . 
Culver City, CA 90232 
Ph. 800-969-PINE (7463) or 310-815-5700 
Fax 310-815-5799 
E-mail: smcneely@pinedata.com 
www.pinedata.com 
Shannon McNeely, V.P. Sales and Marketing 

Established in 1967, Pine Company is one of the 
largest information processing and data manage­
ment companies in the U.S. We are proactive prob­
lem-solvers who facilitate the decision-making 
process for our clients. Services include: coding, 
data entry, tabulation (UNCLE, Quantum, SPSS, 
Microsoft programming); proprietary software 
programming ; unique graphic reports and pre­
sentations; high-speed, state-of-the-art image 
scanning capable of accurately reading checkbox, 
machine or hand-print; complete forms develop­
ment, printing, mailing and fulfillment; consulting 
and installation of turnkey scanning systems; data­
base development, merging , management; 
Internet survey and processing. 
(See advertisement on p. 61) 

Are uour customers reanu naoou? We'll lind out. 

Using proven research methods and quality 

data collection, we can measure just 

how deeply satisfied your cus-

tomers are. With advanced 

data mining and model­

ing , we can uncover hid­

den loyalty drivers so 

you can learn what will 

make your current cus­

tomers even happier, and 

what will attract new busi-

ness. 

POLARIS MARKETING RESEARCH 
www.polarismr.com 

October 2000 www.quirks.com 

Polaris offers the latest innovations in market 

research, all in-house, including 

Interactive Voice Response (IVR), 

Web and email surveys and 

a predictive dialer-based 

computer assisted telephone 

interviewing center. 

888-816-8700 

Your compass tor the marMetolace. 
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Polaris Marketing Research 
5887 Glenridge Dr., Ste. 150 
Atlanta, GA 30328 
Ph. 888-816-8700 
Fax 404-816-0352 
E-mail : research@polarismr.com 
www.polarismr.com 
Jan Edward Carlson, President 
Lucy A. Klausner, Vice President 

Polaris offers full-service qualitative and quantita­
tive research design and execution. We specialize 
in customer satisfaction benchmark and tracking 
studies, employee and lost customer research. 
We are experienced in the telecommunications, 
health care , tourism and travel , financial services, 
information services and Yellow Pages advertising 
industries. Our capabilities include state-of-the-art, 
in-house telephone, Internet, and interactive voice 
response interviewing. 
(See advertisement on p. 11 0) 

Porchey Research , Inc. 
10411 Clayton Rd ., Ste. 5 
St. Louis, MO 63131 
Ph. 314-567-6464 
Fax 314-567-1601 
E-mail : porcheyinc@stlnet.com 
www.porchey.com 
Jim Porchey, President 

J.D. Power and Associates 
30401 Agoura Rd. 
Agoura Hills, CA 91301 
Ph. 818-889-6330 
Fax 818-889-3719 
E-mail: info@jdpa.com 
www.jdpa.com 
Peter Marlow, Partner Copr. Communications 

2323 Hillsboro Road , Su1te 500 , Nashville , Tennessee 37212 
800 .788.7728 T 615 292 4860 F 615 292 0262 

Quality of Service 
Customer Satisfaction Research 

• In-Depth Open-Ended Verbatim Studies 
• Full Verbatim Comment Recordings 

• Key Drivers Identified 
• Ongoing Trend Studies 

• Phone, Mail & Internet Surveys 
• Panel Options 

• Specialists in services research since 1986 

The Performance Group, Inc. 

Call Walter Babcock at 800-264-0814 for more information 

PRINCE M MARKET RESEAR CH 

Msnsgsmsnc ·s Psrcnsr lor Customer Insights 

Prince Market Research 
2323 Hillsboro Rd ., #500 
Nashville, TN 37212 
Ph. 615-292-4860 or 800-788-7728 
Fax 615-292-0262 
E-mail : dprince@PMResearch.com 
www.pmresearch .com 
Dan Prince, President 

National specialist in strategy/competitive 
research , customer satisfaction research , and cus­
tomer acceptance of new products and services. 
Highly skilled in helping management teams 
understand and act on the "voice of the customer." 
Clients in financial services, health care , software 
and technology, specialty retailing , publ ishing, and 
other service-sensitive businesses. Full -service, 
offering both qualitative and quantitative services , 
including on-premises focus group suite and 
TeleResearch Center. 
(See advertisement on p. 11 0) 

PROBE 
Piazza Enrico Bottini 2 
20133 Milan 
Italy 
Ph. 39-2-236-38-66 
Fax 39-2-236-53-56 
E-mail : mauri@probesrl.com 
www.probesrl. com 
Giuseppe Mauri, Managing Director 

PTM Research , Inc. 
325 E. Eisenhower Pkwy., Ste. 7 
Ann Arbor, Ml 48108 
Ph . 800-324-3216 or 734-7 41-1134 
Fax 734-7 41 -1206 
E-mail : contactptm@ptmresearch .com 
www.ptmresearch .com 
Sharon Johnson, Vice President 

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 LaPointe, President 

Q Scores 
A division of Marketing Evaluations/TVQ, Inc. 
1615 Northern Blvd . 
Manhasset, NY 11030 
Ph. 516-365-7979 
Fax 516-365-9351 
E-mail : info@qscores.com 
www.qscores.com 
Henry Schafer, Exec. Vice President 

QRA, Inc 
dba Quality Resource Associates 
1975 Hamilton Ave ., Ste. 9 
San Jose, CA 95125 
Ph . 408-377-2646 
Fax 408-377-4322 
E-mail : corey_moore@qra-inc.com 
www.qra-inc.com 
Corey Moore 
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OS&A Research & Strategy 
4920 John Ticer Dr. 
Alexandria, VA 22304 
Ph. 703-567-7655 
Fax 703-567-6156 
E-mail : bquarles@aol.com 
www.qsaresearch.com 
Rebecca Quarles, Ph.D., President 

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 

Ouest Marketing Group 
400 Clifton Corp. Pkwy., Ste. 472 
Clifton Park, NY 12065 
Ph . 518-373-1990 
Fax 518-373-4824 
Glen D. Lasher, Owner 

Ouest Research 
2900 N. Loop W. , 1Oth fl. 
Houston, TX 77092 
Ph . 713-956-6569 
Fax 713-956-2593 
E-mail : research@tqba.com 
www.tqba.com 
Mary Jo Martin , Vice President 

October 2000 

QlfSfl\R 
QUESTAR 
2905 W. Service Rd. 
Eagan, MN 55121 -2199 
Ph . 800-7 4 7-3073 
Fax 651-688-0546 
E-mail : info@questarweb.com 
www.questarweb.com 
James W. Miller, Sr. Vice President 

Rabin Research Co. 
150 E. Huron, Ste. 800 
Chicago, IL 60611 
Ph . 312-482-8500 ext. 15 
Fax 312-482-8069 
E-mail : melster@rabin-research.com 
Michelle Elster, Vice President 

RCM Market Research GmbH 
Von Sauer Strasse 42a 
22761 Hamburg 
Germany 
P,h . 49-40-89-06-04-0 
Pax 49-40-89-06-04-18 

Ouestar is a leading research and consulting firm 
providing our clients with insight and counsel to 
improve customer and employee satisfaction trust, 
and loyalty. Our pred ictive business models link 
em ployee and customer measures with corporate 
effectiveness measu res to identify and prioritize 
critical areas for improvement. Please visit us at 
www.questarweb.com. 

E-mail : burghardt.meissler@rcmhamburg.com 
www.rcmhamburg.com 

(See advertisement on p. 111 ) 

The Question Shop, Inc. 
2860 N. Santiago Blvd ., Ste. 100 
Orange, CA 92867 
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 

Burghardt Meissler, Managing Director 

Renaissance Research & Consulting 
666 Fifth Ave ., 37th fl. 
New York, NY 10103 
Ph. 212-319-1833 
Fax 212-319-1833 
E-mail : postmaster@renaiss.com 
www.renaiss.com 
Paul M. Gurwitz, Ph.D., Managing Director 

The Research Center 
P.O. Box 820 
825 E. Douglas 
Wichita, KS 67201-0820 
Ph . 316-268-6532 
Fax 316-268-6338 
E-mail : myoung@wichitaeagle.com 
www. resctr. com 
Marna Young, Research Manager 

MEASURE THE IMPACT 

Employe 

Leadershi 

esearch~~--~--~--------------~--~ 

esearch 
I! 

Building trust and loyalty at all levels in the organization is key to success. You can't 

separate leadership, employee, an(l customer behaviors. Research has established 

that they have a big impact on each other. Vet most companies conti ue to isolate the 

information they collect in each area. 

Questar helps you get your information together. We analyze it for cause and effect 

links and translate the results into knowledge for decision-making. 

CASAD 
QlFSTJ\K 
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Research International USA/Cambridge 
955 Massachusetts Ave. 
Cambridge, MA 02139 
Ph. 617-661-0110 
Fax 617-661-3575 
E-mail : cambridge@research-int.com 
www.riusa.com 
Cindy Trish, Exec. Vice President 

The Research Spectrum 
182 Second St., 4th fl. 
San Francisco, CA 941 05 
Ph. 415-543-3777 
Fax 415-543-3553 
E-mail : rhs@researchspectrum .com 
www. researchspectru m. com 
Richard H. Snyder, CEO 

The Response Center 
535 Pennsylvania Ave. 
Ft. Washington, PA 19034 
Ph. 215-793-2496 
Fax 215-793-2889 
E-mail: admin@response-center.com 
Paul Hammond, Sr. Vice President 

Richmark Research Services 
39 S. LaSalle, 5th fl. 
Chicago, IL 60603 
Ph. 312-368-0800 
Fax 312-368-0832 
E-mail: dkerndt@richmark.com 
www.richmark.com 
Richard Kerndt, President 

Rigney & Associates 
2795 Clay St. 
San Francisco, CA 94115-1711 
Ph. 415-771-9357 
Fax 415-771-9367 
E-mail: jrigney@rigneyassoc.com 
www.rigneyassoc.com 
John Rigney, Principal 

RIVA Market Research 
Qualitative Research Services 
7316 Wisconsin Ave ., Ste. 450 
Bethesda, MD 20814 
Ph. 301-652-3632 
Fax 301-907-0209 
E-mail: rivaqmr@RIVAinc.com 
www.RIVAinc.com 

P. Robert and Partners SA 
International Marketing Research 
Avenue de Lonay 19 
1110 Morges 
Switzerland 
Ph. 41-21-802-84-84 
Fax 41-21-802-84-85 
E-mail: mail@probert.com 
www.probert.com 
Clive Armstrong , Project Manager 

Rosslyn Research Limited 
112 Boundary Rd., St. John's Wood 
London NW8 ORH 
United Kingdom 
Ph . 44-20-7328-8823 
Fax 44-20-7624-1242 
E-mail: joe.seydel@rosslyn-research.co.uk 
www.rosslyn-research.co.uk 
Joachim E. Seydel 

RTNIELSON 
C 0 M P A N Y 

RTNielson Company 
8 E. Broadway, Ste. 312 
Salt Lake City, UT 84111 
Ph. 801-359-1345 or 800-786-9946 
Fax 801-355-6335 
E-mail: info@rtnielson.com 
www.rtnielson.com 
Ron Nielson, President 

CATI telephone data collection services including 
coding, sampling , data processing and tabulation. 
We're passionate about providing customer ser­
vice, quality, dependability and value. With over 
100 CAT I (computer-aided telephone interview­
ing) stations we can handle any size of interview­
ing project. Since 1992, we have provided high­
quality research information to a full range of 
clients in a wide variety of areas. Through the 
experience of conducting thousands of projects we 
have developed a proven approach to project man­
agement that results in a smooth and efficient 
research process. We have earned a reputation for 
accuracy, reliab ility and quick turnaround . Equally 
important, we're known for our exceptional cus­
tomer service in working closely with our clients 
to ensure a worry-free working process. 
(See advertisement on p. 66) 

E. C. Runner & Associates, Inc. 
835 N. First St. 
Elburn , IL 60119 
Ph . 630-365-1898 
Fax 630-365-1953 
E-mail : edrunner@ecrunner.com 
www.ecrunner.com 
Ed Runner, President 

ffi 
!1ol ,~ l octlon 

Monogemt='!n t 
Syslerm. Inc 

Satisfaction Management Systems, Inc. 
Baker Technology Plaza 
5959 Baker Rd., Ste. 300 
Minneapolis, MN 55345-5957 
Ph. 952-939-4307 
Fax 952-935-7815 
E-mail : sales@satmansys.com 
www.satmansys.com 
Wayne Serie, President 

We are a consulting and market research firm that 
helps organizations bring market and employee 
data into thei r strategic planning processes to 

Telephone data collection and tabulation special- improve customer, employee and market perfor-
ists. The RTNielson Company provides superb mance, and to increase competitive advantage. 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ Weo~~cu~omer~tl~~tlo~o~~me~ure-

"To manage customer loyalty 
first you must measure it." 

This is where most market research firms stop. 

Our consulting and market research firm, Satisfaction 
Management Systems, goes beyond measurement to provide 
insight and strategic results. Our experts have years of experience 
helping organizations understand stakeholder input and applying 
what is learned so the impact of any improvement initiative is 
positive and profound. 

Contact us today to fmd out how we can help you gain satisfied 
and loyal customers, and a competitive advantage. 

Satisfaction Management Systems 
5959 Baker Road, Suite 300, Minneapolis, MN 55345 
952.939.4307 or 800.966.5561 ext.4307, fax: 952.935.7815 

.. _.. ..... sales@satmansys.com, www.satmansys.com 

ment, customer value management, employee 
organizational assessment and call center man­
agement. 
(See advertisement on p. 112) 

SURVEY GROUP 
Scantron SurveySolutions 
1361 Valencia Ave. 
Tustin , CA 92780 
Ph. 714-247-2870 or 800-722-6876 
Fax 714-247-2874 
E-mail : info@scantron.com 
www.scantron.com 

Scantron Survey Group special izes in developing 
and executing custom survey programs to provide 
companies with the critical information they need 
from employees and customers. Scantron pro­
vides consulting services and project manage­
ment from survey plan development to data analy­
sis and presentation of results . Scantron also 
offers a multitude of development options includ­
ing : printed forms, telephone interviews, auto­
mated telephone surveys, online surveys and kiosk 
surveys. 
(See advertisement on Front Cover) 
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You've been wanting to pick 
the consumerS brain 

for years. 

Here's our chance. 

Sorensen Associates is the in-store research 
pioneer. We do our research in the store, where 
the buying decisions are really made. If you 
want to pick the consumer's brain, nothing 
does it better than our Real Time Research . 

erving the Fortune 100 for over 25 years. 

800.542.4321 

www.sorensen-associaLcs.com 

Sorensen Associates 
[TH[ IN STORE RESEARCH COMPANY] "' 



Scholl Market Research , Inc. 
816 Pulaski Dr. 
Lansdale, PA 19446 
Ph. 61 0-584-0521 
Fax 610-941-7131 
E-mail : richard@schollresearch .com 
http:/ /scholl research. com 
Richard Scholl , President 

Second To None, Inc. 
110 N. State St. 
Ann Arbor, Ml 48104 
Ph. 734-668-8148 ext. 101 
Fax 734-741-8148 
E-mail : jeffh@second-to-none.com 
www.second-to-none.com 
Jeff Hall , President 

North America 's premier provider of customer 
satisfaction measurement and management pro­
grams. Services include mystery shopping, com­
petitive benchmarking studies, employee opinion 
surveys, online 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 p. 81) 

Service Industry Research Systems, Inc. (SIRS) 
201 Martha Layne Collins Blvd . 
Highland Heights, KY 41076-1750 
Ph. 859-781-9700 
Fax 859-781-8802 
E-mail : sirsinc@aol.com 
www.sirsinc.com 
Christopher Ohlinger, CEO 

Service Performance Group, Inc. 
214 Crystal St. , Ste. D 
Cary, I L 60013 
Ph. 847-516-8424 
Fax 847-516-9315 
E-mail : jgulyes@serviceperformancegrp.com 
www.serviceperformancegrp.com 
Jerry Gulyes, President 

Service Research Corporation 
6201 S. 58th , Ste. A 
Lincoln, NE 68516 
Ph . 402-434-5000 
Fax 402-434-5006 
E-mai I: kkl uve r@se rviceresearch. com 
www.serviceresearch.com 
Kirk Kluver, Marketing Manager 

Your one-stop 
marketing 
research 

resource is 
just a mouse 

click away 

.,.,.,.,.,.,_quirks.cotn 

Service Strategies International, Inc. 
12001 N. Central Expwy., Ste. 350 
Dallas, TX 75243 
Ph. 972-233-3010 or 800-344-6069 
Fax 972-419-1555 
E-mail : kmcgregor@servstrat.com 
www.servstrat.com 
Kathi McGregor, COO 

Since 1988, full-service research company work­
ing with Fortune 500/1000 companies. Specializing 
in customer satisfaction benchmarking and track­
ing studies , customer loyalty and retention 
research , brand/advertising awareness tracking , 
segmentation and conjoint analysis. We provide 
business solutions to maximize your customer 
relationships. Qualitative techniques: in-depth 
interviews, executive interviews and focus groups. 
Quantitative research: questionnaire development, 
sample selection and data collection (telephone, 
CATI , IVR, mall-intercept, Web-based) . Concise, 
actionable reports . Ask us about Valulink™ or our 
Customer Choice Model. 
(See advertisement on p. 47) 

Irwin P. Sharpe & Associates 
50 Greenwood Ave. 
West Orange, NJ 07052 
Ph. 973-731-7800 
Fax 973-731-4214 
www.sharpeassociates.com 
Peter Sharpe, Vice President 

Shaw Strategic Marketing 
1033 Third Ave. S.W. , Ste. 103 
Carmel , IN 46032 
Ph . 317-818-0400 
Fax 317-818-0401 
E-mail : shawmktg@yahoo.com 
www.shawmarketing.com 
Ron Shaw 

Shoppers' View 
4976 Plainfield Ave. N.E. 
Grand Rapids, Ml 49525 
Ph. 800-264-5677 
Fax 616-447-1236 
E-mail: steve@shoppersview.com 
www.shoppersview.com 

Shugoll Research 
7475 Wisconsin Ave., Ste. 200 
Bethesda, MD 20814 
Ph. 800-322-4499 or 301-656-0310 
Fax 301-657-9051 
E-mail : mshugoii@ShugoiiResearch.com 
www.ShugoiiResearch .com 
Merrill Shugoll , President 

SIGMA: Research Management Group 
3515 Michigan Ave. 
Cincinnati , OH 45208 
Ph . 513-979-2160 
Fax 513-979-2166 
E-mail : SIGRMG@sigmaresearch .com 
www.sigmaresearch.com 
Foster Winter, Managing Director 

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



SMART--
Strategic Marketing And Research Techniques® 
2700 Ygnacio Valley Rd . 
Walnut Creek, CA 94598 
Ph . 925-906-1225 
Fax 925-906-1226 
E-mail : maii@S-M-A-R-T.com 
www.S-M-A-R-T.com 
Kent Gordon , Principal 

G SorensenAssociates 

Sorensen Associates , Inc. 
999 N.W. Frontage Rd ., Ste. 190 
Troutdale, OR 97060 
Ph. 800-542-4321 
Fax 503-666-5113 
E-mai I: wj h ru by@sorensen-associates.com 
www.mr-online.org 
William J. Hruby, V.P. Marketing 

inc 

For 25 years, Sorensen Associates has provided 
full-service market research to packaged goods 
manufacturers . As the " In-Store Research 
Company," we utilize data collected at the point-of­
purchase - supermarket aisles, club stores, c­
stores, mass merchandisers and many other retail 
channels. Our unique in-store positioning allows 
us to provide high quality quantitative and quali­
tative information on package design research , 
category management studies, customer satis­
faction , and many other methods. 
(See advertisement on p. 113) 

South Florida Market Research 
6005 Coral Lake Dr. 
Margate, FL 33063 
Ph. 954-975-5982 
Fax 954-984-8963 
E-mail : SFMRS@bellsouth .net 
www.sfmrs.com 
Lester Alenik, President 

Southwest Planning & Marketing 
903 W. Alameda, #206 
Santa Fe , NM 87501 
Ph . 505-989-8500 or 800-989-9275 
Fax 505-984-1393 
E-mail : swpm@prodigy.net 
www.swplanning-marketing .com 
Bruce Poster, President 

Sterling Research Group, Inc. 
600 First Ave . N. 
St. Petersburg , FL 33701 
Ph. 727-866-2400 
Fax 727-867-4129 
E-mail : info@srgtampa.com 
www.srgtampa.com 
John J. Walsh, Exec. V.P./COO 

Stone Research Services 
One Park Fletcher 
2601 Fortune Cir. E., Ste. C-200 
Indianapolis, IN46241 
Ph . 317-227-3000 
Fax 317-227-3001 
E-mail : clientservices@stoneresearchservices.com 
www.stoneresearchservices.com 
Toby Stone, President 

Strategic Insights, Inc. 
P.O. Box 262191 
Littleton , CO 80163-2191 
Ph . 303-683-9200 
Fax 303-465-617 4 
E-mail : TDudley@strategicinsightsinc.net 
www.strategicinsightsinc.net 
Tracy Dudley, President 

Strategic Marketing Services 
A Div. of Pan Atlantic Consultants, Inc. 
5 Milk St. 
Portland, ME 04101 
Ph . 207-77 4-6738 or 207-871-8622 
Fax 207-772-4842 
E-mail : pmurphy@maine.rr.com 
www. panatlantic. net 
Patrick 0. Murphy, President 

STRATEGIC OUTLOOKS PTY LTD 
64 Beattie Street 
Balmain, NSW 2041 
Australia 
Ph . 61 -2-9555-5722 
Fax 61 -2-9555-5780 
E-mail: lyn@strategicoutlooks.com.au 
www.strategicoutlooks.com.au 
Lyn Montgomery, Managing Director 

Strategic Power 
6617 Willow Lane 
Waterford , WI 53185 
Ph. 262-662-1682 
Fax 262-662-1682 
E-mail : DocBetsy@aol.com 
www.strategic-power.com 
Dr. Betsy Charles, President 

STS Market Research 
1218 Massachusetts Ave. 
Cambridge, MA 02138 
Ph. 617-547-6475 
Fax 617-547-5176 
E-mail : cparker@stsresearch.com 
www.stsresearch.com 
Carol Parker, President 

SuperDatos de Mexico 
a wholly-owned subsidiary of Cheskin Research 
Ensenada 61 
Colonia Hipodromo 
Mexico City, OF, CP 06100 
Mexico 
Ph. 650-802-2100 (U.S.) or 52-5-553-2754 (Mex.) 
Fax 650-593-1125 (U.S.) 
E-mail: SuperDatos@cheskin.com 
www.cheskin.com 
Martha Bastarrachea 

Superior DataWorks, LLC 
346 New Byhalia Rd. , Ste. 1 
Collierville, TN 38017 
Ph. 901-861-6301 
Fax 901-861-6302 
E-mail : svega@SuperiorDataWorks.com 
www.SuperiorDataWorks.com 
Sharon Vega, Chief Manager 

Survey America Research 
1350 S. Pennsylvania Ave . 
Morrisville, PA 19067 
Ph . 215-736-1600 
Fax 215-736-5984 
E-mail : SurveyAmerica@worldnet.att.net 
www.sarc.net 
Douglas Elliott, President 

"SSI-SNAP™ 
is a great deaL" _j 

'We are big SSI-SNAP users. SSI-SNAP provides the 
most convenient value you can get tt saves every 

body's time. A client is on the phone asking questions 
about geography while we are providing immediate 

answers with SSI-SNAP's add-on, Click-USA. 
We order only what we need, whenever we 
need it, and get it back in an hour or less! 

We real~ like SSI-SNAP's flexibility. especially 
ordering one sample instead of several by 

simply entering market codes. And one of the 
best features ofSSI-SNAP is that we can call for help 

any time it's like having a personal buitt-in 
help line. All these benefrts in one package make 
SSI-SNAP a great deal." 

Call SSI for sampling solutions at 1-203-255-4200 
(00 800 3589 7421 free phone from Germany. 

Netherlands, and the UK), send 
e-mail to info@lsurveysampling.com, or visit 
our Web site at www.surveysampling.com. ~ Survey 

~ ~ Sampling, 
=.... Inc.® 

Partners with survey researchers since 1977 
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Survey Partners of America 
2150 Country Club Rd ., Ste. 300 
Winston-Salem, NC 27104 
Ph. 800-348-8002 
Fax 336-721-1597 
Carol Hefner, V.P. of Client Services 

...... SurYcy 
• ~ Sampling, 
~Inc. ' 

Survey Sampling , Inc. 
One Post Rd. 
Fairfield, CT 06430 
Ph. 203-255-4200 
Fax 203-254-0372 
E-mail : info@surveysampling.com 
www.surveysampling.com 
Christopher De Angelis , Nat'l. Sales Manager 

SSI provides a variety of customer file services 
specifically designed and priced for survey research. 
SSI-PhoneFind is a telephone number look-up, data 
enhancement and data processing service. Customer 
databases can be kept up-to-date with SSI-PhoneFix. 
SSI also provides samples for Internet and tele­
phone research in 18 countries. Samples can be 
generated online with SSI-SNAP™ software. 
(See advertisement on pp. 10, 75, 115) 

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 

SurveyUSA® 
15 Bloomfield Ave. 
Verona, NJ 07044-2701 
Ph . 800-685-8500 
Fax 973-867-8578 
E-mail : FBIERMAN@hypotenuse.com 
www.surveyusa.com 
Jay Leve, CEO 

Taylor Nelson Sofres lntersearch 
410 Horsham Rd . 
Horsham, PA 19044-0189 
Ph. 215-442-9000 
Fax 215-442-9040 
E-mail : bob.michaels@intersearch.tnsofres.com 
www.intersearch.tnsofres.com 
Bob Michaels, Exec. Vice President 

Taylor Nelson Sofres lntersearch is a full-service , 
international survey firm, conducting custom mar­
ket research worldwide. TNS lntersearch is a mem­
ber of the Taylor Nelson Sofres group of compa-

Every day, successful marketing, communications and political decisions 

at the highest levels are based on ir.1formation gathered and compiled by 

The WATS Room. Do you want in­

depth, accurate information on your 

customers' perceptions, preferences 

and points of view? It's just a matter 

of one simple call. 
THE WATS ROOM, INC. 

Today's Research, Tomorrow's Technology 

18 Railroad Avenue, Rochelle Park, NJ 07662 
Tel : 800-724-0222 • 201-845-3100 • Fax: 201-845-3131 • www.thewatsroom.com 

nies, one of the world's largest market research 
firms with owned offices in over 40 countries. We 
are organized in sectors specializing on research 
for information technology, telecommunications, 
pharmaceuticals, health care, financial services, 
consumer packaged goods, media, entertainment, 
automotive, transportation , travel , utilities and 
government clients . 
(See advertisement on p. 12) 

TeleData Research 
1500 Ardmore Blvd . 
Pittsburgh , PA 15221 
Ph. 412-242-6200 
Fax 412-731-9510 
E-mail : drmtdr@usaor.net 
Barb Mastragiacoma, Research Director 

TeleSession Corporation 
355 Lexington Ave. 
New York, NY 1 0017 
Ph . 212-672-9400 
Fax 212-672-9480 
E-mail : telefocus@telesession .com 
www.telesession.com 
Lincoln G. Clark, Executive Director 

TeleSight, Inc. 
820 N. Franklin St. 
Chicago, I L 60610 
Ph. 800-608-3651 or 312-640-2500 
Fax 312-944-7872 
E-mail : mvanslyke@telesight.com 
www.telesight.com 
Matt Van Slyke, Dir. Bus. Dev. 

Tragon Corp. 
365 Convention Way 
Redwood City, CA 94063-1402 
Ph . 800-841 -1177 or 650-365-1 833 
Fax 650-365-3737 
E-mail: sales@tragon.com 
www.tragon .com 
Rebecca Bleibaum, Vice President 

Trainor Associates 
135 Oxford Rd . 
New Hartford, NY 13413 
Ph . 315-797-7970 
Fax 315-797-7975 
E-mail : fnicastro@trainor.com 

USA/DIRECT, Inc. 
194 Andover Rd . 
Sparta, NJ 07871 
Ph. 973-726-8700 
Fax 973-726-8787 
E-mail : gparker@usadirectinc.com 
www.usadirectinc.com 
Guy Parker, President 

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 
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Venture Data I 

Venture Data 
3320 S. 300 E. 
Salt Lake City, UT 84115 
Ph. 800-486-7955 
Fax 801-486-4488 
E-mail : jeffc@VentureData.com 
www.VentureData.com 
Jeff Call , General Manager 

The telephone data collection experts. With hun­
dreds of professionally-trained interviewers, 
Venture Data can successfully field your largest or 
smallest business and consumer studies. Quick 
turnaround on CATI programming , field work and 
data processing is our specialty. Ci3 and Quanti me 
software used. Prices are competitive. 
(See advertisement on p. 42) 

Vernon Research Group 
1962 1st Ave. N.E. 
Cedar Rapids, lA 52402 
Ph. 319-364-7278 
Fax 319-364-7307 
E-mail: plyons@vernonresearch .com 
www.vernonresearch.com 
Patrick Lyons, Vice President 

The Wagner Group, Inc. 
254 W. 31st St. 
New York, NY 1 0001 
Ph. 212-695-0066 
Fax 212-564-1264 
E-mail : wagnergrp@aol.com 
www.wagnergrp.com 
Jeffrey Wagner, Ph .D. , President 

THE WA TS ROOM, INC. 

The Wats Room, Inc. 
18 Railroad Ave. 
Rochelle Park, NJ 07662 
Ph. 201-845-3100 or 800-724-0222 
Fax 201-845-3131 
E-mail : louroth@thewatsroom.com 
www.thewatsroom.com 
Lou Roth , President 

One of the largest independent telephone data col­
lection firms in the metropolitan N.Y. area. 175+ 
telephone interviewing stations. Computer-assist­
ed. Predictive dialers. ACD : Automatic Call 
Distributors for incoming projects. Digitized voice 
recording of open-ended responses. Fully trained 
and motivated interviewers. On-staff quality super­
visors, trainers, editors, monitors, validators and 
spec-writers. Management dedicated to the suc­
cess of your project. Today's research , tomorrow's 
technology. 
(See advertisement on p. 116) 

WB&A Market Research 
2191 Defense Hwy., Ste. 401 
Crofton, MD 21114 
Ph. 410-721-0500 
Fax 410-721-7571 
E-mail : info@WBandA.com 
www.WBandA.com 
Steve Markenson, President 

O•lnltl Rostarc~ Ctllltr, LC 

Western Wats Tracking Center 
22 E. Center St. 
Logan , UT 84321 
Ph. 801-37 4-0795 
Fax 801-343-2500 
E-mail : art@office.westernwats.com 
www.westernwats.com 
Art Jackson 

Phone center pros specializing in continuous track­
ing, multi-wave, panel , and interval research stud­
ies. 114 CAll/Predictive dialing stations. Our inter­
viewing staff, from Utah State University student 
population of 23,000, ensures correct application 
of longitudinal research methods, accurate data 
collection , and articulate interviewing. 
(See advertisement on pp. 62, 63, 69, 117) 

Western Wats Tracking Center 
1604 Grand Ave. 
Laramie, WY 82070 
Ph. 801-37 4-0795 
Fax 801-343-2500 
E-mail: art@office.westernwats.com 
www.westernwats.com 
Art Jackson 

Data collection specialists in continuous tracking, 
multi-wave, panel and interval research studies. 
114 CAll/predictive dialing stations. Our inter­
viewing staff, from the University of Wyoming stu­
dent population of 20,000, ensures accurate data 
collection and articulate interviewing. 
(See advertisement on pp. 62, 63, 69, 117) 

Wilkerson & Associates 
3339 Taylorsville Rd. 
Louisville, KY 40205 
Ph. 502-459-3133 
Fax 502-459-8392 
E-mail : wassoci215@aol.com 

L.C. Williams & Associates, Inc. 
150 N. Michigan Ave., Ste. 3800 
Chicago, IL 60601 
Ph. 312-565-3900 
Fax 312-565-1770 
E-mail : danh@lcwa.com 
www.lcwa.com 
Dan Hough, Sr. V.P., Dir. of Research 

Winona Research/Research lnt'l USA-Minneapolis 
8040 Old Cedar Ave. S. 
Minneapolis, MN 55425-1211 
~h . 952-881-5400 
Fax 952-853-9510 
E-mail : wrgroup@winonaresearch.com 
www. winonaresearch .com 
Bruce Lervoog, Exec. Vice President 

Wirthlin Worldwide 
1363 Beverly Rd . 
Mclean, VA 22101 
Ph . 703-556-0001 or 888-217-4368 
Fax 703-893-3811 
E-mail : inquires@wirthlin.com 
www.wirthlin.com 
Jim Granger, President 

XenologiX 
340 N. Westlake Blvd. , Ste. 240 
Westlake Village, CA 91362 
Ph. 805-495-7171 
Fax 805-495-1 097 
E-mail: erici@xenologix.com 
www.xenologix.com 

Yarnell , Inc. 
9732 Camberley Circle 
Orlando, FL 32836 
Ph. 407-876-8549 
Fax 415-344-9280 
E-mail: SYarneii@Yarneii-Research.com 
Steven M. Yarnell , Ph.D., President 

Tracking consistency since 1987 

+ Specializing in continuous and periodic tracking studies 
+ Dedicated professional project teams 
+ Topically trained professional interviewers 

You'll experience: 
+ Consistent interviewing quality 
+ Consistent daily/hourly quotas 
+ A consistent professional 

interviewing team 

+ Consistent competitive prices 
+ Consistent, great service 

by your "Client Advocate" 

art@office.WesternWats.com 
ph: 801-374-0795 fax: 801-343-2500 
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Letters 
More thoughts on sample size 
In his fine , detailed article "How large did you say the sample has to be?" 
(Quirk's, June 2000, p. 16) Don Minchow writes that "there are probably sta­
tisticians ... who will find something about this approach to criticize ," and then 
that "clients are less concerned about subtle distinctions ... between various 
statistical approaches, and are more interested in answering their business 
questions." 
He is right on both counts, with one caveat: the criticism I have in mind is 
not a "subtle distinction between statistical approaches," but a criticism of 
the client's business question. Not that the client is to blame for that: it is 
the statistician 's responsibility to alert his client to the fact that his question 
is incomplete, from a very practical point of view. It deals entirely with what 
statisticians call Type I error, and never deals with Type II error, even though 
both are equally important. 
Type I error is familiar. It is the error of mistaking a purely random differ­
ence for a real one, and Minch ow's article does a good job of demonstrat­
ing how it is addressed by the standard significance test. Type II error is the 
reverse , mistaking a real difference for a random one. When Type II error is 
ignored, the risk incurred is opportunity loss: the new product is really bet­
ter, but our sample results don't indicate an advantage that is statistically sig­
nificant at the desired confidence level. 
That is likely to be the case when the real advantage is very small. In order 
to address a Type II error in a practical way, the client has to specify how 
small an advantage is "real " for practical , commercial purposes. That means 
he has to "call the shots," and that is one of the reasons Type II error is so 
widely ignored. The other reason is that the concept is inherently less sim­
ple than Type I error; also, the look-up tables available are not as convenient. 
Suppose Min chow's client decides that a difference of 0.10 has practical 
value, in other words, if the new lens coating is that much better than the 
old in terms of visual acuity, it is worth going ahead with it. If we still use 
the original estimate of .33 for the standard deviation of the mean , all we need 
to know is the client's risk tolerance with respect to opportunity loss: How 
sure does he want to be that, if the new coating really is better by 0.1 0, his 
sample result will test out as being significantly better at a specified confi­
dence level? 
There is the conceptual complexity of Type II error analysis, also called sta­
tistical power analysis. The client has to provide three judgments: 
1) What is the minimum meaningful improvement (in statistical terminolo­
gy, the effect size)? 
2) How powerful does he want the test to be in terms of revealing that the 
effect size has been achieved (in statistical terms, the statistical power)? 
3) What statistical confidence level does he want to use to accept that the 
effect size has been achieved? 
Judgments as to both the statistical power and the confidence level tend to 
be made rather casually, ignoring the fact that (for instance) use of 90-per­
cent criteria vs. 95-percent imply a doubling of risk from 5 percent to 10 per­
cent. If Minchow's client chooses a 90-percent level for statistical power, and 
a 95-percent level for the significance test, he will need samples of 390. If 
greater worry about opportunity loss requires 95-percent statistical power, 
the sample size requirement rises to 480. For 99-percent power he needs 
680. 
Descriptions and tables for statistical-power computation are found in Jacob 
Cohen's Statistical Power Analysis for the Behavioral Sciences (Academic 
Press) . 
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An open letter to the research industry 
Since the advent of online marketing research , a dialog has gone back and 
forth as to the merits and shortcomings of both online and offline market­
ing research. Which is better? The discussion typically asks for winners and 
losers with no meeting in the middle. 
A new marketing resea r,ch organization has been formed called the 
Interactive Marketing Research Organization (IMRO) . IMRO was designed 
exclusively for the online marketing research groups- a safe haven, if you 
will, from the other side and their phone surveys, mall surveys and direct 
mail questionnaires. In my opinion, it is the assumption of IMRO that the 
online and offline researchers are worlds apart and much divided. 
The fact is, whether online or offline, all marketing researchers come from 
a traditional research heritage. This is important to the question of whether 
or not IMRO should be supported or if the industry should focus on the 
Internet research policy efforts of existing organizations, such as CASRO, 
ARF, AMA, MRA, AAPOR, etc. The question should be approached as a seri­
ous obligation to the marketing research industry- both the offline sec­
tor where marketing researchers "grew up" and in the online sector which 
is the new frontier. 
The formation of IMRO marks a pivotal moment in the development of the 
entire research industry. As online marketing researchers decide whether 
to accept an invitation to IMRO and possibly cut ties with existing market­
ing research organizations, there are a few things to consider. 
These are the key questions that must be addressed prior to responding to 
an IMRO invitation: 
• Are online marketing researchers who professionally live for Internet 
research capable of thriving as a "breakaway republic" or an adversarial spin­
off? 
•Is the inevitable transition to Internet research necessarily a zero-sum game 
-for one to win, must another lose? Is this a scenario where "new econ­
omy" players must replace traditional firms and organizations or in the least 
remain independent? 
• Are the companies using traditional research putting shackles on online 
research? 
Unfortunately for the prospects of IMRO, the answer to each question is no. 
In truth , it's simpler than that: whether an online or offline marketing 
researcher, all are just trying to make a living in a time of great change. Some 
in the industry are creating and pushing for the change now and some are 
fighting for the right to change in their own time. But two facts are 
inescapable: 
1. Even though some of us were early adopters, that does not de facto sug­
gest we have sufficient wisdom alone to move the industry forward . Nor we 
are the gatekeepers. 
2. The history of successful innovation teaches that it is better to assume 
we are painting a huge landscape and so we need all the "artists" we can 
find to be a part of this. Inclusive is bigger than exclusive. 
Frankly, pioneers should not be satisfied until they collectively make a big 
difference in the marketing research industry- but, the key word is "in." 
Although IMRO brings well-needed policy focus on Internet research , there 
are compelling reasons against breaking away from existing marketing 
research organizations: 
1. Internet research leaders will shape the marketing research industry, and 
bring advancement and positive change, from within and not from without. 
The changes brought by the Internet to our industry are so sweeping that 
we must think inclusively. 
2. There are already too many organizations in the marketing research 
industry. At a time when consolidation and combining forces seems the right 

119 



road, this is yet another splinter organization- dividing industry resources , 
attention and the house called "marketing research." 
3. The existing organizations are in fact on the right track regarding the 
Internet. CASRO's Board of Directors approved the Internet Research 
Standards Statement to submit to Members for approval. It's a solid effort. 
4. Yes, things should move faster and more should be done. But, hey, have 
you ever tried to get five people to agree on where to eat dinner? This is 
the essence of capitalist democracy. The bigger reality is that if marketing 
researchers want to accelerate progress they should leverage existing 
assets, members and policy architecture, not create a new set. True change 
will be faster from within - not from without. 
5. Ultimately clients decide what happens when. Clients have always been 
the venture capitalists of the research industry- they pay marketing 
researchers to explore, validate and establish . The ideation process is 
mutual, but in the end clients sustain a business or an industry innovation. 
To "win," wouldn't marketing researchers have to convince many non­
technology clients to add IMRO to their other myriad organization mem­
berships- to join IMRO in addition to the many others they already par­
ticipate? 
6. Lastly, there is a higher calling for those in the Internet/online research 
field . That calling is to save the marketing research profession from laggard 
ruin . This industry- OUR industry- is in crisis. Recognition of the prob­
lem is the first step, right? Indeed, the Internet may be a key source of revi­
talization . In that regard, there is just cause for excitement! 
That means challenging everything in the system -from within the system. 

ocess your own m et researc 
surveys with Remark Office OMR®, 
scanning software that's fast, easy, 

affordable, accurate 

Download a FREE demo at 

www. PrincipiaProducts. com 
or call 1-800-858-0860 

for more information 

PRiNCiPi~ 
16 Industrial Blvd., Ph : 610-647-785 
Ste. 102 Fax: 610-64 7-8771 
Paoli PA 19301 

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

Data Entry J & D Data Services Tallying 

-~.~ (972) 596-6474 Phone ~~ 
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- ~~ jddata@flash.net Email ~~ 
Mail Out Specializing in Optical Mark Reading Technology Mail Back 
-~~~~~~~~~~~~~~~~~~~ 

All Report$ are 
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1.VIOTIG--R..A..P~ICS® 
Measures motives, emotions and desires 

Silent Side Research 
.. We wrote the book on customer motivation" 

1-800-760-2667 wvvw.silentside.com 
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Let's not throw rocks at those who are still banging them. 
There are many members of this professional family. If they do not adapt 
they will be threatened - but if they want to adapt and grow the category 
would it be foolish to limit that in any way? Everyone understands what the 
Internet means to the industry- and yes, some have a hard time saying it 
publicly. 
Here's a bold move that IMRO can make which would be truly effective: work 
within existing organizations. IMRO should talk with those who have 
expressed an interest in joining the organization about turning back to 
work with existing organizations- marketing researchers should all push 
hard for consolidation, restructuring and inclusive progress. This is not the 
end , it's just the end of the beginning . We can work better together than we 
can apart. 
Marketing researchers should professionally respect our legacy. We should 
stand shoulder to shoulder with it. We should not cut out but instead help 
adapt to change, strengthen and energize market research for the future 
ahead . We should answer the calling and rise to the leadership challenge. 
Builders contribute more than conquerors. It will bring greater satisfaction 
to join together and start a rising tide that will float all ships than it will be 
to break away, "arm up" and sink a few old barges in their moorings. 

TI-lE 
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OJ.IO P, inc. 
A Marketing Research Firm 

Focus Groups and All 
Types of Surveys 

Dennis Gonier 
President 

Digital Marketing Services 
Lewisville , Texas 

RYAN REASOR 
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www.statpac.com 
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Easiest to learn. Guaranteed . 

StatPac Inc. (612) 925-0159 
4425 Thomas Ave. S .. Mpls . MN 55410 
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You've always known that the only directton worth taking is the 
one that opens up new possibilities and rewards you with new 
learning. At McKinsey, we'll point you toward the chance to 
develop marketing insights into a variety of businesses 
everywhere in the world. 

As a part of the Marketing Science Center within McKinsey's 
Marketing Practice, you'll have unlimited impact, applying your 
expertise to a full range of challenges. For instance, you might 
advance understanding of consumer behavior online ... generate 
new insights on complex pricing and branding issues ... analyze 
a client's marketing spend effectiveness. Or, you'll influence new 
product strategy and research changing purchasing drivers. 
The list goes on. 

Join us and this broad exposure will place you among the most 
sought-after marketing research professionals anywhere. 

If you're ready to take your marketing experience in new 
directions as a Marketing Science Consultant with McKinsey, 
please visit our web site. 

www.mckinseymarketingcareers.com 

An equal opportunity employer McKinsey& Company 
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Ph. 702-734-0757 

Luth Research, Inc ............................ 9 
Ph. 619-234-5884 • www. luthresearch.com 

Maritz Marketing Research Inc. . ............ ~ .33 
Ph. 636-827-8532 • www.maritz.com/mmri 

Market Connections , Inc .......... . .... . .. . .. 1 03 
Ph. 703-818-2476 • www.marketconnections.com 

MarketResearch.com ........................ 56 
Ph. 212-807-2629 • www. marketresearch.com 

Medical Marketing Services, Inc . ....... . ..... . 31 
Ph. 800-633-5478 • http:/www.mmsl ists.com 

Mercator Corporation .. .. . .. . . . ... . .. ...... . . 64 
Ph . 978-463-4093 • www.mercatorcorp.com 

Message Factors , Inc. . ... . .. ..... . .. ... . . . .. 29 
Ph . 901-683-5350 • www.messagefactors.com 

Michelson & Associates , Inc . ........ . ... . .. . 105 
Ph. 770-955-5400 • www.michelson .com/research 

Modalis Research Technologies, Inc . . .. ..... . .. 13 
Ph. 415-430-2200 • www.modalis.com 

MORPACE International , Inc ...... . .... . ... .. . 1 07 
Ph . 248-737-5300 • www.morpace.com 

NameQuest, Inc . . .. . .. . .. ... .. . .. . . ........ . 70 
Ph . 480-488-9660 • www.namequestonline.com 

NCS . . .. . .. . ...... ... . .. . .. .. .. .. . . ..... . 106 
Ph . 800-447-3269 • www.ncs.com 

NetRaker ... . . .. ... . .. ....... .. . . ... . ..... . 76 
Ph . 877-483-2114 • www.netrake r. com 

NETWORK .................... . ............ 58 
Ph. 859-431-5431 • www.caiiNETWORK.com 

Northeast Data . . .. . .. . .. . ... ... . . ... . .. .. . 1 08 
Ph. 973-785-4449 

On-Line Communications, Inc. . ....... . ..... . . 34 
Ph . 800-765-3200 • www.on-l inecom.com 

Opinion Access Corp .. . . . . .... . . . .. . . . . .. .... 83 
Ph . 718-729-2622 • www.opinionaccess.com 

Opinion Search , Inc ..... . . . .... . ....... . .. ... . 5 
Ph . 800-363-4229 • www. opinionsearch.com 

The Performance Group, Inc ... . ... . .... .. .... 110 
Ph . 800-264-0814 

PhoneSolutions, L.L.C . .. .. . ... .. . .. .. . ..... .. 36 
Ph . 520-296-1015 • www.phoneso lutions.com 

Pine Company .. .. ... .. . . . .. . .. ......... .... 61 
Ph. 800-969-PI NE (7463) • www.pinedata.com 

Polaris Marketing Research .. . . .. ... .... .... 1 09 
Ph . 888-816-8700 • www.polarismr.com 

Polk Research Sampling .. .. ... . ... . . . ..... .. 27 
Ph . 888-225-1434 • www. polk.com 

Precision Research, Inc .. ..... ... ...... 53 , 55, 57 
Ph. 847-390-8666 • www.preres.com 

Prince Market Research . . .... . .. . . .. . . . .. . . 110 
Ph . 615-292-4860 • www.pmresearch.com 

PRO-T-S Telephony Systems .. ............ . ... 49 
Ph . 800-336-7674 • www.pro-t-s.com 

Quality Controlled Services .... . .... . .... . .... 17 
Ph . 800-325-3338 • www.qcs.com 

QUESTAR . ... . .... .. ....... . .......... ... . 111 
Ph . 800-747-3073 • www.questarweb.com 

RSVP/Research Services . .... . .... . ..... . .... 43 
Ph . 215-969-8500 • www.rsvpresearch.com 

RTNielson Company . ........ . .. . .. . . . . ..... . 66 
Ph . 801 -359-1345 • www.rtn iel son .com 

Satisfaction Management Systems, Inc ... . .. .. . 112 
Ph . 952-939-4307 • www.satmansys.com 

Sawtooth Software, Inc ..... . .. . ....... . ... . .. 46 
Ph . 360-681 -2300 • www.sawtoothsoftware.com 

Sawtooth Technologies .. .. . . . . . . . ... . . . . ... . 68 
Ph . 847-866-0870 • www.sawtooth .com 

Scantron SurveySolutions . .. . . . . .. . .. Front Cover 
Ph. 714-247-2870 • www.scantron .com 

Schlesinger Associates , Inc .............. . .... 51 
Ph. 732-906-1122 • www.schlesingerassociates.com 

Scientific Telephone Samples .... . .. .. . . .. . .. . 30 
Ph. 800-944-4787 • www.stssamples.com 

Second To None ... . .. . ..... . . .. . . . ... ... . . . 81 
Ph. 734-668-8148 • www.second-to-none .com 

Service Strategies International , Inc . . . . ... . . .. . 47 
Ph . 972-233-3010 • www.servstrat.com 

Sorensen Associates, Inc .. .......... .. ...... 113 
Ph . 800-542-4321 • www.mr-online.org 

Star Data Systems, Inc .. ....... . ...... . .... . . 65 
Ph. 773-794-0400 • www.mrsurvey.com 

Survey Sampling, Inc .... .... ......... 10, 75, 115 
Ph . 203-255-4200 • www.surveysampling .com 

Taylor Nelson Sofres lntersearch . . ..... . . ..... 12 
Ph . 215-442-9000 • www.intersearch.tnsofres.com 

Venture Data . . . . ... .... . . . . . . ...... . ....... 42 
Ph. 800-486-7955 • www.VentureData.com 

The Wats Room, Inc ..... .. .. ... ......... . .. 116 
Ph. 201 -845-3100 • www.thewatsroom.com 

Western Wats Data Services Center . . 62 , 63, 69, 117 
Ph . 801-374-8780 
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of life, are justifiably wary of further encroachment from 
the south. Add the Canadian dollar 's slumping value and the 
ill health of Canada's NHL hockey teams (and the result­
ing threats to move the teams to U.S. cities), and you've got 
a recipe for a national identity crisis. 

In my experience, Canadians are a gracious and good­
humored lot. But I think they may be running out of 
patience. You can't really blame them. We Americans tend 
to be a pushy lot, and with our TV shows, movies, music, 
and consumer products streaming north, it's no wonder 
Canadians are feeling overrun. 

And there we were, staff members of a U.S.-based mar­
keting research magazine making a first visit to a Canadian 
marketing research industry event, trying to increase aware­
ness and expand our market. But far from giving us the cold 
shoulder, the show-goers and organizers made us feel quite 
welcome. 

I'm already looking forward to going back next year -
assuming they haven't closed the borders by then. 

* * * 
While at the PMRS show I obtained a copy of a new book, 

Marketing Research: State-of- the-Art Perspectives, edited 
by Chuck Chakrapani. The book's stated objective is to 
"provide a solid and authoritative introduction by a team of 
experts to marketing research as it is practiced at the begin­
ning of the third millennium." 

It succeeds extremely well in doing so. Its 23 chapters are 
partitioned into sections on the various aspects of market­
ing research (gathering data, analyzing data, etc.) and each 
chapter focuses on a specific research task. Some examples: 
The always-informative Naomi Henderson ofRIVAMarket 
Research contributes a whirlwind tour through qualitative 
research, its past, present and future. Packaging research 
veteran Howard Moskowitz , president and CEO of 
Moskowitz Jacobs Inc. writes on product and package test­
ing. Other chapters deal with market segmentation, inter-

national research, sa~pling techniques, multivariate tech­
niques, and more. 

The information here is dense and thorough (I'm still 
making my way through its 600-some pages ... hopefully I'll 
finish before the fourth millennium edition hits the shelves) 
and makes the book a worthwhile reference. 

One area the book doesn't cover in-depth is customer sat­
isfaction research. If you're looking for a book that tackles 
CSR with a similarly rigorous approach, Derek Allen and 
Tanniru Rao of Market Probe, Inc., have written Analysis 
of Customer Satisfaction Data. While the bulk of the book 
naturally focuses on the data analysis, the authors have 
also included sections on scale selection, survey instru­
ment design, and how to handle missing data. With chap­
ter titles like "Causal Modeling: Multiple Dependencies in 
Path Analysis," the book isn't for the faint of heart (you'd 
best have a colleague or research supplier nearby with a 
background in statistics for reference). But if you need 
some expert insights on examining the fine points of your 
customer satisfaction project, this book is for you. r~ 

Marketing Research: State-of-the-Art Perspectives (666 
pages) edited by Chuck Chakrapani, is published by the 
American Marketing Association in conjunction with the 
Professional Marketing Research Society For more informa­
tion ca/1800-AMA-1150 or visit www.ama. org/pubs/catalog! 
Analysis of Customer Satisfaction Data (245 pages, $55), by 
Derek Allen and Tanniru Rao, is published by Quality Press. 
For more information ca/1800-248-1946 or visit http://quali­
typress.asq. or g. 

Corrections 
In the July/August issue, two graphs accompanying the arti­
cle "Track the effect of advertising better, faster, and cheaper 
on-line," were mislabeled. On pages 26 and 28, the vertical 
labels for the graphs should read:"% Recognized, Knew Who 
For & Liked." 
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By Joseph Rydholm, QMRR editor 

Yo, Canada 

Back in June I had the pleasure of attending the 2000 
conference of Canada ' s Professional Marketing 
Research Society (PMRS) in Toronto. Along with co­

workers Dan Quirk and Evan Tweed, I manned the booth 
at the conference's accompanying trade show and met a 
number of nice people. Some were readers who stopped by 
to ay hi; some were folks who had never heard of u before 
and who subsequently wanted to find out just what or who 
a Quirk is. 

It was quite a fun time. The show had a palpable feeling 
of enthusiasm, some of which may have been due to the fact 
that it was the organization's 40th birthday. (The Canadian 
government even declared it Marketing Research Week in 
Canada ... but maybe they do that every year.) 

The programs I sat in on were well-attended and infor­
mative, and, mo t importantly, the food was plentiful (espe­
cially appreciated were the mid-morning and mid-after­
noon snacks, which provided needed energy boosts as meal­
time caffeine doses waned). 

One of the more interesting presenters was Richard 
Peddie, president and CEO of Maple Leaf Sports & 
Entertainment, who talked about the extensive use his orga-
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nization makes of research, for everything from talking to 
Maple Leaf hockey season ticket holders and corporate 
partners to interviewing members of the press in an effort 
to improve media relations. 

Jeff Swearingen, vice president of marketing, Hostess 
Frito-Lay Company, gave an entertaining and engaging 
talk about hi s company's efforts at managing brand equity 
globally using a "glocal" approach . That is , adapting adver­
tising to deliver a common et of brand and marketing mes-
ages to a local audience. In the instance Swearingen cited, 

an ad campaign used a national sports hero in each country 
to deliver the same humorous me sage about the lengths to 
which people will go to get their favorite potato chips. The 
company benefited from having a strong, easily-communi­
cated message that was readily translatable into a number 
of language . 

One of the recurring themes, both in the programs and in 
conversations at the show, was the uneasy relationship 
between the U.S. and Canada. Canadians, wrestling with the 
effects of U.S. in:fiuence on it culture, economy and way 
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Wha(branding and 
pricing strategies 

to adapt? 

What featureS to offer? 

How to enhance 
cust mer loyalty 

a d retention? 

How to reach the most 
profitable marl~et 

seg ents? 

which competitors to target? 

which positioning strategies 
to implement to gain competitive advantage? 

Enhance your l<nowledge of these tools to provide actionable 
information to mal<e better decisions. Join us at one of 

our highly acclaimed marl<eting research seminars. 

(</';:._ 

:>'1\.C~lelsen Burke Institute 

Please visit our web site at http:/ Jwww.Burkelnstitute.com for additional 
details or call 800-543-8635 or 859-655-6135 to discuss which seminars 

would be most appropriate for your particular needs. 
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J:n the age of electronic everything, no pencil is safe.. Not even the pencil 

that has served us in the market research business so well for so many years 

filling out so many questionnaires. C&_R Research has developed CRIMSON, •••-...:a computer-administered survey system, to do things ordinary pencil and paper 

studies simply cannot do. Like create virtual prototypes for new products and 

packaging. Test commercials in live-action video. Or conduct studies with utter 

consistency, in dozens cif cities at once. It's enough to make even market 

research purists want to switch, from regular to lead-free. 

C&.._R 

Research 

Ser vices 
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