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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 
FocusVision 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 expelience, with smooth 
transitions 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 FocusVLSion 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 FocusVision has 129 top-rated facilities in the U.S. 
installed for Internet or videoconferencing service, with 55 more 
in international cities. 

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

• Only Focus Vision has experience that comes from video trans­
mitting 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.. FocusVision 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. 

~1=acusVisian™ 
The best way to view live focus groups. 

* HOUSE MARKET RESEARCH 
Bethseda/Washington D.C. 
• SHUGOLL RESEARCH, 

INC.-GroupNetTM 
MASSAC US 1TS 
Boston- Downtown 
* BERNETT RESEARCH 
* BOSTON FIELD & FOCUS 

PERFORMANCE 

Bos;,~~~b:~~tTM 
* BOSTON FIELD & FOCUS 

PERFORMANCE PLU9-
GroupNetTM FRAMINGHAM 

• FIELDWORK WALTHAM 
FOCUS ON BOSTON 
FOCUS POINTE BOSTON 

MICHIGAN 
Detroit 

QUALITY CONTROLLED 
SERVICES 

MINNESOTA 
Minneapolis 
* FIELDWORK MINNEAPOLIS 
* FOCUS MARKET 

RESEARCH, INC. 
-GroupNetTM 

• ORMAN GUIDANCE. RSH. 

MISSOUR 
St. Louis 
• PETERS MARKEnNG 

RESEARCH, INC. 
QUALITY CONTROLLED 

SERVICES 
NEW JERSEY 
* FIELDWORK EAST­

FORT LEE 
* GROUP DYNAMIIcs.cttERRY 

HILL, INC.-GroupNet"" 
VOORHEES 

* MEADOWLANDS 
CONSUMER 
CENTER, INC.· SECAUCAS 

PETERS MARKETING 
RESEARCH, INC. 

• PLAZA PARAMUS 
* SCHLESINGER ASSOCIATES 

EDISON 
* TAi • NEW JERSEY·TEANECK 
NEW YORK 
New York City 

FOCUS SUITES-NEW YORK 
MURRAY HILL CENTER 

* NEW YORK FOCUS 
* SCHLESINGER AND ASSOCIATES 
* WAC OF NEW YORK, 

INC . ...OroupNet' '" 
New York.Suburban 
* FIELDWORK NY­

WESTCHESTER 

NOR3;H CAROLINA 
Raleig 
* L & E RESEARCH 
Charlotte 
* LEIBOWITZ MARKET 

RESEARCH ASSOC., 
INC • ...OroupNetTM 

20/20 RESEARCH 

OHIO 
Cincinnati 

THE ANSWER GROUP 
* QFACT MARKEnNG 

RESEARCH, INC.­
GroupNet•,. 

Cleveland 
* FOCUS GROUPS OF CLEVELAND 
• PAT HENRY CLEVELAND 
Columbus 

QUALITY CONTROLLED 
SERVICES 

~ 
Portland 
* CONSUMER OPINION 

SERVICES, INC. 
-GroupNetTM 

PENNSYLVANIA 
PHILADELPHIA- Downtown 

FOCUS POINTE 
• JRA 
Philadelphi~uburban 

FOCUS POINTE­
SALA CYNWYD 

FOCUS SUITES 
OF PHILADELPHIA 

* GROUP DYNAMIICS 
IN FOCUS, INC.­
BALACYNWYD 
-GroupNet"" 

• PLAZA MARLTON-
MALTON, NJ 

RHODE ISLAND 
ProllidenctJ 
• BOSTON FIELD & FOCUS 

PERFORMANCE 
PLU&-GroupNetTM 

I.E.KAS 
Dallas 
• CONSUMER RESEARCH 

ASSOC./SUPEROOMS 
* FIELDWORK DALLAS 
* FOCUS ON DALLAS, 

INC.-GroupNet,.. 
* PLAZA RESEARCH DALLAS 
* QUALITY CONTROLLED 

SERVICES 
SAVITZ FIELD & FOCUS 

Houston 
* CQS RESEARCH, INC. 

OPINIONS UNLIMITED, INC. 
-GroupNet'"' 

* PLAZA RESEARCH 
SAVITZ FIELD & FOCUS 

• Fax (203) 961-0193 • E-mail: info@focusvision.com • Web Site: www.focusvision.com 

VIRGINIA 
Fairfax 

METRO RESEARCH 
SERVICES, INC. 

WASHINGTON 
Seattle 
• CONSUMER OPINION 

SERVICES, INC. 
-GroupNetTM 

GILMORE RESEARCH GROUP 
• FIELDWORK SEATTLE 
WASHINGTON DC 
* HOUSE MARKET RESEARCH 

WISCONSIN 
Milwaukee 

LEIN/SPIEGELHOFF, INC. 

.CANADA 
Toronto 

FOCUS FIRST 
TORONTO FOCUS 

* Online Now 

~L'f:J: International 
B I I S 

©2000, FocusVision Worldwide, Inc. 



Breakfast to go, please 
More Americans are eating breakfast 

on the go than ever before. In fact, in 
1999 more than one out of five 

accounted for 21 percent of all break­
fasts last year, compared to 17 percent 
in the early '90s. And an average of73 
breakfast meals per person were either 
eaten away from home or missed com­

,...--------..~-------. pletely in 1999. Findings are 
reported in the firm's latest 
Breakfast Book, which com­
pares 1999 breakfast consump­
tion patterns with the decade ear­
lier. Information was collected 
from more than 2,000 national­
ly representative households. 

One of the key drivers for this 
trend is the increasing populari­
ty of foods that are easy to eat 
and transport, such as yogurt, 
breakfast snack bars, and bagels. 
Fruit is the most popular carried­

_______ _. breakfast food. However, break-

Americans ate breakfast away from fast snack bars have seen the largest 
home or skipped it, according to increases among carried morning 
research from The NPD Group, Inc., foods. They are now part of 6 percent 
Port Washington, N.Y. of all carried breakfasts, twice as many 

On-the-go and skipped meals as in 1990. 

Total Research Corporation Princetwt N.J·:. b~S ••lflll1~~tG 
survey, EquiTrend Online, naming the 19 workl·~sJ:,~ 

Top honors go to Waterford Crystal. Th~~2U~Jre.at;.ql;m 
American consumers as the brand with the .. biJlbe~pq~t]~ H,,,J, 

"These are brands that are ext»en~~iver-and:~~al~li1·~~~~;~ 
tional excellence, brands with a r----­

Top 10 Carried-Breakfast Foods 
(Percentage of carried-breakfast meals including) 

1. Fruit 24% 

2. Breakfast/Snack Bars 6% 

3. Cookies/Brownies 6% 

4. Yogurt 5% 

5. Bagels 4% 

6. RTE Cereal4% 

7. Sandwiches 4% 

8. Toaster Pastries 1% 

9. Donuts 1% 

10. Muffins 1% 

Not surprisingly, given the growing 
popularity of eating on the go, NPD 
reports that restaurants are preparing 
more of our breakfast meals for us. 
While the number of meals eaten at a 
restaurant remains constant, people are 
picking up more breakfast meals on 
the go and eating them elsewhere. The 
popular breakfast sandwich served at 
most fast-food restaurants reigns as 

continued on p. 52 

very simple product promise, and 
brands with much more complicat­
ed images , says Doug Berdie, pres­
ident of Total Research's Strategic 
Brand Research Group. "Why are 
these 19 very eclectic brands on the 
same list? Because they share the 
same characteristic: They deliver 

The 19 Products with the Highest Quality (in descending order) 

1) Waterford crystal 11) Reynolds Wrap aluminum foil 

2) Rolls-Royce Bentley 12) Harley-Davidson motorcycles 

3) Craftsman tools 13) Kodak photographic film 

4) Crayola crayons and markers 14) Neosporin ointment 

5) Bose stereo & speaker systems 15) Heinz ketchup 
what they promise. As a result, they 6) Discovery Channel 
score extren~.ely high with all 40 
consumer segments we measure. 7) M&M's candies 

16) National Geographic magazine 

17) Master Lock padlocks 

That's what a 50-cent candy has in 8) WD-40 spray lubricant 18) Clorox bleach 
common with a $100,000 automo- 9) Philadelphia brand cream cheese 
bile. Quality counts." 

EquiTrend Online utilize 1 0) Arm & Hammer baking soda 

19) Reese's peanut butter cups 

Internet technology to provide feed­
back from 30,000 Internet users on their 
egories. For more information visit 
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Find Them Faster and Easier. 
And Find Them for Less. 

POLK'S RESEARCH SAMPLING 

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

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

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

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

and data delivery options. Faster, easier and for less. For more information on Polks Research Sampling call toll free 888-225-14 34. 

® 

Multi-Dimensional Intelligence'"' 



;:· : :. ·· , . ·;:_- xc· ;;:::;.~: ·.- ;·:~;;·· ; .· ·-::: · · ·.r :: . · ,.. : . / · • . · · . . ·.~ 

' ' ' ' ·, ' ' ~);, ' ,· 

Judith Langer, president and 
founder of New York qualitative 
research firm Langer Associates, has 
been named a senior vice president of 
Roper Starch Worldwide and director 
of the newly-formed Roper/Langer 
Qualitative Division of Roper Starch 
Worldwide. 

Nancy K. Shimamoto has been 
named manager, Asian business strat-

Shimamoto 

egy, at Cheskin Research, Redwood 
Shores, Calif. 

Duncan Pollock has left Stamford, 
Conn.-based Focus Vision Worldwide , 
Inc. , to return to the advertising and 
marketing services field. With 
Pollock's departure, John Houlahan 
will re-assume the title of president 
and continue as chairman and CEO. 

Memphis, Tenn.-based research 
firm Food Insights has appointed 
Rick Seavey senior vice president for 
management services. 

Calabasas, Calif.-based Informa 
Research Services, Inc., has appoint­
ed Michael D. Marselli to lead the 
firm's new syndicated business mar­
ket research division. 

Los Angeles research firm C.A. 
Walker & Associates has named 
Debbie Kreger and Kevin Gentry 
vice president. 

In November Ceridian Corporation 
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and its Arbitron division announced 
the members of Arbitron's board of 
directors who will take office at the 
time of Arbitron 's spin-off from 
Ceridian and will guide the strategic 
direction of Arbitron following the 
completion of the spin-off. (After the 
transaction, Ceridian Corporation 
will be comprised of its human 
resources services businesses and 
Comdata business.) Stephen B. 
Morris, president of Ceridian ' s 
Arbitron business, will be named 
president and chief executive officer 
of Arbitron Inc. and will become a 
member of Arbitron's board of direc­
tors. Arbitron will continue to be 
headquartered in New York, with a 
research and operations center locat­
ed in Columbia, Md. In addition to 
Morris , the members of the Arbitron 
board following the spin-off trans­
action will be: Lawrence Perlman, 
recently retired from Ceridian 
Corporation after serving as chair­
man and chief executive officer; 
Erica Farber, publisher and CEO of 
Radio and Records; Kenneth 
Gorman, principal and co-owner of 
Apollo Partners Ltd.; Philip 
Guarascio, vice president and gen­
eral manager of General Motors 
Corporation in charge of North 
America advertising and corporate 
marketing; Larry Kittel berger , 
senior vice president and chief infor­
mation officer of Lucent; Luis 
Nogales, senior adviser, Private 
Equity Group, Deutsche Bank and 
president of Nogales Partners; and 
Richard Post, managing partner of 
Lonetree Capital Partners. 

Beth Strackbein has been pro­
moted to vice president at Wirthlin 
Worldwide , a McLean, Va. , research 
firm. Sandra Bauman has also been 
promoted to vice president. 

London-based Internet research 

firm Net Value has appointed Mike 
Read vice president of custom 
panels. 

Simmons Market Research 
Bureau has named Evan Goldfarb 
executive vice president, market­
ing and new business development. 

Maritz Marketing Research Inc., 
St. Loui s , has hired Michael 
Saletta as an account manager for 
the Telecom Research Group. He 
will be based in Oakbrook, Ill. 

SPSS Inc., Chicago, has named 
Ellen Smith Gajda as national 
director, federal systems and Steve 
Greenberg as national director, 
business development for the pub­
lic sector. 

RFL Communications, Inc., pub­
lisher of the Research Business 
Report, has selected Douglas 
Rivers, CEO of Knowledge 
Networks , Menlo Park, Calif., as 
market research executive of the 
year. 

London-based Ta y lor Nelson 
Sofres has appointed Andrew 
Czarnowski retail director of its 
Superpanel division. He replaces 
Allan Breese, who is now interna­
tional account director for 
Europanel , a joint venture between 
TNS and GfK. 

Westport, Conn.-based research 
firm IMS Health has named David 
Thomas chairman of the board and 
CEO. In addition, Gilles Pajot has 
been named executive vice presi­
dent of the corporation, the first 
executive named to that position 
at the firm. And Gary Noon has 
been named president of IMS 
Health North America. 
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M 0 R E T HAN M YSTE R Y SHOPPI N G 

V IRTUALLY YO U R C usT OM E RS 

At Maritz Virtual Customers®, we 

understand your customers have expecta­

tions about the quality of service they 

receive. You also have expectations 

about the kind of impression you make 

on your customers based on your operat­

ing standards, staff training and corpo­

rate communications. So, what is, in 

fact, occurring at the point of customer 

interaction? You need to know. 

Marirz Virtual Customers provides that 

reality check Our virtual customer visit 

allows you to virtually experience your 

business the way your customers do. 

That's why we're called Maritz Virtual 

Customers. 

An integral part of our approach is 

Virtuoso™, our high-tech process man­

agement system. Virtuoso orchestrates 

all vital aspects of mystery shopping 

from screening and selection of virtual 

customers to powerful reporting at the 

multi-country, national and local level 

that makes data come alive. 

Maritz Virtual Customers is more than 

mystery shopping. We provide action­

able results from a unique and forward 

thinking approach that drives home per­

formance improvement in your business. 

To learn more, call us at 

1-800-446-1690. 

MARITZ" MARKETING RESEARCH INC. 

www.vinualcustomers.com 



Two new advertainment 
research products 

Vancouver -based Advertain On-Line 
Inc. has launched two new research 
products: the SMART Suite and the 
Hot Indicator Technique (HIT) - for 
developers of advertainments. The 
SMART Suite consists of three differ­
ent tests designed to help developers 
evaluate the effectiveness of their 
advertainments. The three tests include 
brand/message recall, an interactivity 
evaluation, and a micro-usage and atti­
tude study. Collectively, they consti­
tute Advertain's Standardized 
Measurable Advertainment Research 
Techniques (SMART). The Hot 
Indicator Technique is based on more 
than 200,000 evaluations of advertain­
ments and helps developers pinpoint 
factors that influence an advertain­
ment's commercial success. For more 
information visit http:/ /research.adver­
tain.corn/marketing. 

Three new books from 
New Strategist 

Ithaca, N.Y.-based New Strategist 
has published three new books. Using 
census bureau data, Demographics of 
the U.S.: Trends and Projections, by 
Cheryl Russell, examines demograph­
ic trends from 1950 to the end of the 
20th century and projects some into the 
future. Five major trends are cited- the 
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increasing diversity of America, the 
aging of the population, the high-tech 
revolution, the rise of individualism, 
and the rising U.S. standard of living. 
The book is divided into 10 chapters, 
including attitudes and behavior, edu­
cation, labor force, and spending. 

Also using government data, 
American Generations: Who They Are, 
How They Live, What They Think, by 
Susan Mitchell, compares various gen­
erations and age groups to help 
researchers understand the changing 
dynamics of today 's Americans. The 
book defines each generation, its cur­
rent and projected size, racial and eth­
nic makeup, income, spending patterns, 
education, and occupations. 

Alison Wellner's Best of Health: 
Demographics of Health Care 
Consumers uses government statis­
tics to look at topics such as the rise 
of health care spending, the diversi­
ty of health care consumers, the 
changing relationship between med­
ical providers and patients, the 
Internet's growing importance to 
health care, and changing attitudes 
toward health-related issues. For 
more information call 800-848-0842 
or visit www.newstrategist.com. 

MarketResearch.com 
upgraded 

MarketResearch.com, an online 
aggregator of market research infor-

mation, has unveiled version 2.0 of its 
Web service. The MarketResearch.com 
site includes enhanced features and 
functionality for finding and purchasing 
publications from the firm 's database of 
market intelligence. It includes new 
features intended to help users deter­
mine the relevancy of a publication 
prior to purchase. Users can search pub­
lications using the Alta Vista search 
engine. After retrieving results, users 
can view the context in which their 
search terms appear via the new Search 
Term & Text (STAT) feature. The site's 
"browse" functionality has been 
improved via the incorporation of an 
industry taxonomy, which allows users 
to access 21 vertical home pages, each 
of which features research covering 
these industry categories. For more 
information call800-298-5699 or visit 
www.marketresearch.com. 

'Intenders' now available 
from lnsightExpress 

Greenwich, Conn.-based online 
research firm InsightExpress has 
announced the availability of eight new 
target audiences for U.S. manufacturers 
and service providers. Dubbed 
"Intenders," these groups are composed 
of individuals who have expressed the 
intention to purchase one of four high­
ticket products/services (computers, 

continued on p. 50 
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Decision Analyst, an innovator 

in marl~eting research methods 

for over two decades, is at the 

forefront of Internet research 

technology with these 

advanced systems: 

• lcionn ' 
P roprietary multivari at e sampling software that 

simultaneo usly balances panel samples by 
geography, age, incom e, gender, etc . 

• Logiciann ' 
P roprietary questionnai re programming software 

with the advanced logic and flexibility to handle 

con1plex surveys . 

• American Consumer OpinionT ' 
Online 
A worldwide Internet panel with over 1,000,000 
consun1ers . 

• The Technology Advisory Boardn ' 
A wor ldwide Internet panel of scientists, en gi neers, 

and IT professionals. 

L et us help you exploit the potential 

a/ the Internet to accelerate your 

marketing research processes. 

Calll-800-ANALYSIS 
for 1nore information 

or visit our website at: 

www.decisionanalyst.com 

-,:~;~~~~. 
·~==~:~ ... . ·,·•:r· 

.·=~~)=~· DecisionAnalyst,Inc. 
A global leader in Internet research sy tems 
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www.ama. org. 

IQPC (the International Quality & 
Productivity Center) will hold a con­
ference entitled Web-Based Customer 
Surveys and Online Market Research 
on January 24-25 at the Holiday Inn on 
King Hotel in Toronto. For more infor­
mation call 800-882-8684 visit 
www.iqpc.com. 

The European Society for Opinion 
and Marketing Research (ESOMAR) 
will hold Print Brands, its biannual con­
ference on market research and the 
print media, from January 28-30 at Le 
Meridien Montparnasse hotel in Paris. 
For more information visit www.eso­
mar.nl. 

The European Society for Opinion 
and Marketing Research (ESOMAR) 
will hold Net Effects 4, its worldwide 
Internet conference, on February 11-13 
at the Princesa Sofia Inter-Continental 
hotel in Barcelona, Spain. For more 
information visit www.esomar.nl. 

The Institute for International 
Research will present a conference on 
ethnographic/observational market 
research on February 22-23 at the 
Regal UN Plaza Hotel in New York. For 
more information visit www.iir-ny.com. 

The Advertising Research 

News notes 
In late November, Minneapolis­

based information services company 
Ceridian Corp. said it expected the 
planned spin-off of its Arbitron media 
and marketing research unit to be 

Trag on Corporation will hold a work­
shop titled "Gaining a Competitive 
Advantage Through Sensory 
Evaluation " on March 5-7 at the 
Sheraton Palo Alto, Palo Alto, Calif. For 
more information call 800-841-1177 
or visit www.tragon. com. 

The Analytical Group will hold is 
biannual WinCross and WinQuery soft­
ware conference on March 18-20 at 
the Hilton Scottsdale Resort & Villas 
Scottsdale, Ariz. For more informatio~ 
call 800-946-3767 or visit www.acsin­
fo.com. 

Trag on Corporation will hold a work­
shop titled "Consumer Research 
Strategies for Brand Management" on 
April 3-4 at the Hyatt Rosemont , 
Rosemont, Ill. For more information 
call 800-841-1177 or visit www.tragon. 
com. 

The European Society for Opinion 
and Marketing Research (ESOMAR) 
will hold a conference on global health 
care on April 1-3 in Geneva, 
Switzerland. For more information visit 
www.esomar.nl. 

Canada's Professional Marketing 
Research Society (PMRS) will hold its 
annual conference from April 23-25. 
For more information visit www.pmrs­
aprm.com. 

completed early in 2001 instead of 
on the company's planned year-end 
2000 completion date. Ceridian said 
the reasons for the delay included the 
timing of the Securities Exchange 
Commission review process. The 

company also said it received a favor­
able tax ruling from the Internal 
Revenue Service regarding the spin­
off. Under the ruling, the Arbitron 
spin-off, which will create a separate, 
publicly traded company called 
Arbitron Inc., will be tax-free to 
Ceridian and its shareholders. 

The United Information Group 
(UIG) has announced the reorgani­
zation of Audits & Surveys 
Worldwide (ASW). There are now 
three major units - MarketPlace 
Intelligence, Consumer Insight and 
Technology/Financial Services 
Group - built around specific client 
business requirements. UIG has 
appointed Carl Ravitch president of 
MarketPlace Intelligence, which was 
formerly the Audits Division. 
Marianne Grogan has joined ASW as 
president of Consumer Insight, the 
unit which brings ASW's Surveys, 
C ustomer Satisfaction and 
International Research businesses 
together under a common leadership 
to optimize development and service 
synergies. Lynn DeVon has been 
named president of ASW-San 
Francisco, continuing her leadership 
of the Technology/Financial Services 
Group. ASW has aligned its 
Technology /Financial Services 
Group with NOP, its sister company 
in London, as part ofUIG's global IT 
an d financial research sectors. 
Simeon Chow has been named chief 
research & development officer, 
extending his responsibilities beyond 
ASW to include all of UIG-US. 

Th~ American Cancer Society, 
the American Heart Association, 
Habitat for Humanity 
International and the Make-A-Wish 
Foundation each received $2,500 
contributions from NFO Research, 
Inc. , thanks in large part to the house­
holds that comprise the Toledo, Ohio 
firm's marketing research panel. The 
contributions are based on a survey of 
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5,000 representative panel members, 
whose decisions direct the funds to 
the various agencies. Panelists select 
from a handful of charities listed on 
the survey form or write in the name 
of their favorite national organiza­
tion. NFO then makes contributions 
in the name of the panel members. 

Rochester, N. Y.-based Harris 
Interactive has announced a plan to 
repurchase up to $5 million worth of 
its stock. The firm anticipates com­
pleting the repurchase program 
through open market purchases or 
privately negotiated transactions 
made from time to time. 

MindBranch, Inc. , a North 
Adams, Mass., online aggregator of 
forecasts, reports and data from 
research publishers, has relaunched 
its Web site at 
www.mindbranch.com. 

Los Angeles-based E-Poll.com has 
raised $1.4 million in financing with 
B2B-Hive, a New York City-based 

venture capital group as lead investor 
in a Series A round. E-Poll.com offers 
interactive research and marketing 
services for television, wireless and 
the Internet. 

Blue Bell, Pa.-based Capita 
Research Group, Inc. has filed its 
quarterly Form 10-QSB with the 
Securities and Exchange 
Commission for the period ended 
September 30, 2000. Capita makes 
technology that measures respon­
dents' brainwaves to determine atten­
tion and consumer preference. 

SPSS Inc. , Chicago, has launched 
its corporate donation campaign to 
bring together corporations and uni­
versities to make data mining and 
analytical tools and training available 
to business students. Corporations 
can participate in the campaign as 
gold, silver or bronze donors, 
depending on the size of their gift. 
Donation will be used to provide 
local colleges or universities with 
licenses for Clementine, SPSS' data 

mining product. Licenses will be 
valid for three years, after which a 
school can renew at the educational 
institution rate. The number of licens­
es will depend on the level of a cor­
poration's participation. Also includ­
ed are courses to "train the trainer." 
Corporations may make additional 
donations to cover supplementary 
licenses or training as needed by their 
partner college. For more informa­
tion visit www.spss.com or call 
Stephen Greenberg at 800-543-2185, 
ext. 3151. 

New York-based Internet advertis­
ing audience measurement firm 
NetRatings has announced an initia­
tive to measure rich-media advertis­
ing. NetRatings, in conjunction with 
Emerging Interest member compa­
nies, will develop a standard to mea­
sure ads delivered in rich-media for­
mats such as the Unicast Superstitial, 
Java banners, Macromedia 
Shockwave and Flash banners, IBM 

continued on p. 55 
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MysteryShopping 

Editors note: JanBeiting is director of communications at 
the American Society of Cataract and Refractive Surgery. 
She can be reached at 703-591-2220. This article originally 
appeared in the Winter 2001 issue of Administrative Eyecare. 

In the context of a medical practice, mystery shoppers are 
really mystery patients- anonymous evaluators who pro­
vide insights into how well everyone in the practice, from 

receptionist to physician, is serving patients. 
''When location, pricing, and product assortment are no 

longer unique, service is often the key to success or failure," 
says Michael Bare, president of Fairfax, Va., mystery shop­
ping fmn Bare Associates International. He is also president 
of the Mystery Shopping Providers Association trade group. 

Let's face it, patients often choose a doctor based on fac­
tors that have little to do with cost or quality of care. The ease 
of making an appointment, availability of parking spaces, or 
a glowing recommendation about the wonderful assistants can 
all be factors in a patient's decision to visit or stay with a prac­
tice. 

Done properly, a mystery patient program can help a prac­
tice identify what it's doing right and which areas need 
improvement or could benefit from further staff training. 
That's a step in the right direction for any practice seeking pos-
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itive patient relationships. 

Translate well 
The mystery shopping concept has been around since at 

least the 1940s, but has become much more popular over the 
past decade. It turns out that methods originally developed to 
rate customer service at retail stores, restaurants, and hotel 
chains translate very well to a range of business environ­
ments, including the medical office. 

"I found just one mystery shopping experience was so 
much more effective than anything else, including patient 
surveys," says Craig Ober, chief operating office for The Eye 
Specialists of Mid Florida in Winter Haven, Fla. 

Typically, patient surveys reflect uncritical satisfaction or 
unreasonable irritation over a small incident. Patients may 
have forgotten or not noticed details during their visit, they 
may be afraid to offer honest criticism, and frankly, they have 
little invested in answering survey questions thoughtfully and 
carefully. By contrast, a mystery shopper is prepped in advance 
to be observant. 

The cost of implementing a mystery shopper program 
ranges from practically free to a significant chunk of change, 
depending on the approach taken, size of the practice, and how 
many mystery patients are involved or how frequently they 

continued on p. 48 
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JOHN: Welcome to ActiveGroup everyone. With this new service 
you can watch focus groups or Interviews live and on demand from 
wherever you are. All you need is Internet access. 

PAULA: So I can watch this group from home or my office? 

JOHN: That's right. The group stlll occurs at the facility but 
you can watch it anywhere. If you do not want to watch it live, 
you can come back and watch it on demand for up to 30 days 

MELISSA: So I can log off now and go to my son's baseball game 
but come back tomorrow and watch this event for as long as I need to? 

JOHN: Yes, you've got it! It's that simple. 

BILL: And since you are at the facility, we can send questions 
to you and you can get those questions to the moderator? 

JOHN: Yes. All of the viewers who are watching live can submit 
questions . That way, an off-site viewer can control the direction 
of the group based upon the feedback from the respondents. 

MELISSA: This sounds too good to be true, Where can I get more 
Information about this service? 

JOHN: Just go to www.activegroup.net and you can get all of your 
questions answered there. 
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Editor's note: Vivian Isert Helm is a 
freelance writer based in St. Louis. 

I 
t's intem~tionally understood that 
a songwnter or composer earns a 
royalty payment each time his/her 
song is played on the jukebox, 
radio, or by a DJ or a live per-

former. In the U.K., the responsibility 
for this lies mainly with an organiza­
tion called the Performing Right 
Society (PRS). 

The PRS collects and distributes 
royalties for virtually all U.K. public 
performances and broadcasts of music 
on behalf of its 34,000 songwriters, 
composers and music publisher mem­
bers and the members of its affiliated 
societies around the world. (Its coun­
terparts in the U.S. are the American 
Society of Composers, Authors and 
Publishers (ASCAP); Broadcast Music 
Incorporated (BMI); and SESAC.) Via 
its affiliated societies, PRS also col­
lects royalties for international usage 
of U.K.-originated music. In total, 
£227 million (or about $327 million) is 
collected by PRS each year. 

PRS estimates there are over seven 
billion individual musical perfor­
mances each year in the U.K. alone. 
Yet 60 percent of PRS members 
receive less than £250 ($360) a year 
from public performance. 

However, a unique, ongoing music 
survey of performances in venues 
throughout the U.K. seeks to ensure 
that royalty payments are accurate. 

During its first year, the meticulous 
PRS Music Survey documented live 
plays of songs, and music played by 
DJs throughout the U.K. The study 
involved personal visits to over 6,000 
clubs, pubs, hotels and restaurants by 
300+ shoppers for a year-long data col­
lection effort which recorded 160,000 
plays of nearly 20,000 songs. It is the 
first continuous, comprehensive study 
that documents what people visiting 
these venues hear. It cuts through 
assumptions of popularity and demon­
strates the clear differences between 
weekly sales charts, broadcast airplay 

charts and actual live performance. 

Developing the methodology 
PRS supplied the music industry 

specifics for the questionnaire and 
partnered with Maritz Virtual 
Customers for advice on how best to 
gain the information from the venue 
managers. (A division of St. Louis­
based Maritz Marketing Research Inc., 
Maritz Virtual Customers provides 
mystery shopping services in the U.K. 
and the U.S.) Three different ques­
tionnaires were developed: one for DJ 
plays, one for live performance, and a 
general survey. The DJ and live per­
formance surveys cover four-hour 
periods; the general survey covers two 
hours. The general survey 
takes into account all 
performance 
sources: juke­
box, radio, TV, 
CD player, 
etc. Other 
pertinent 
information 
on the DJ 
and live per­
formance 
questionnaires 
includes the time 
each act starts and 
ends, the version of the 
song, sample lyrics and who original­
ly made the song famous. 

How the survey operates 
This study is conducted very open­

ly. Since the club, restaurant, pub or 
hotel has already paid the license fee to 
PRS, the music survey visit is a means 
of improving the accuracy of how PRS 
allocates the royalties it has collected 
and ultimately the accuracy of pay­
ments to its own members and those of 
its affiliated societies. 

Upon receiving the PRS raw data 
from license fees paid, Maritz makes 
an initial contact call seeking owner 
consent and establishing a timeframe 
for the visit. The assigned shopper con­
ducts the face-to-face visit equipped 
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with a PRS identification card, the rel­
evant questionnaire and a PRS ques­
tion-and-answer sheet to handle any 
issues that might arise. All the pertinent 
information is handwritten on the 
questionnaire at the site and then sent 
via mail for keying and editing. The 
keyed data and sample status report is 
sent to PRS on a fortnightly basis. 

Given that a club might offer a vari­
ety of musical options on different 
nights, it might be visited more than 
once. The survey is revenue weighted 
- the more a venue pays PRS, the 
greater its chance of being visited. 

Finding the researchers 
Maritz identifies shoppers from the 

Maritz Virtual Customers database of 
nearly 6,000 people, from 

newspaper ads seeking spe­
cific skills, from refer­

rals, and from direct 
mail. All are tested on 
their music knowl­
edge and undergo 
face-to-face assign­
ment briefings. They 
are frequently spot­

checked for accuracy. 
Armed with suffi­

cient awareness of song 
titles, a researcher is better 

able to record what is played and 
supply the necessary information to be 
cross-checked against the PRS data­
base of musical works. Flexibility is 
important, as is being available on 
short notice to visit a venue in their 
area. Friendliness and an outgoing per­
sonality are key elements of shopper 
selection since they are required to chat 
with owners and performers. 

One PRS researcher, Sandra, says 
she found "this job to be the nicest one 
ever- being paid to listen to music." 
She shared some anecdotes from her 
field work: 

"Was encouraged to sing along with 
the performer." 

"Took over the [turntables] while 

continued on p. 58 
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Myste ryShogging 

Editor's note: Mark Michelson is pres­
ident/CEO of Michelson & Associates, 
Inc. , an Atlanta research firm that pro­
vides mystery shopping services. He is 
past president of the Mystery Shopping 
Providers Association. He can be 
reached at 770-955-5400 or at 
mark@ michelson. com. 

Both mystery shopping and market­
ing research are long-established 
tools to help businesses and orga­

nizations operate more effectively. These 
research services share common goals in 
providing businesses with information 

· critical to their success. However, mys­
tery shopping and marketing research 
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vary widely in technique and process. 
With this in mind, my tery shopping 
should not be used to replace marketing 
research, but rather to complement an 
organization's marketing and opera­
tional knowledge. 

This article will attempt to compare 
and contrast mystery shopping and mar­
keting research services and offer some 
insights into how mystery shopping can 
be used effectively to augment market­
ing research efforts. First, let's start with 
some basic definitions of these services. 

Mystery shopping is a long-estab­
lished research technique that u e hop­
pers who are given guideline to anony­
mously evaluate and monitor cu tomer 

service, operations, employee integrity, 
merchandising, and product quality. 
Mystery shopping fills in a gap of criti­
cal information between operations and 
marketing. Mystery shopping is used on 
the front line to collect data that helps 
determine what happens to customers 
and prospects when they visit or call 
your company. 

Marketing research is the process of 
obtaining knowledge and gaining an 
understanding about what people think, 
feel and do in relationship to meeting 
their needs, desires and preference relat­
ed to buying products and services. 
Marketing re earch is used to identify 
and define marketing opportunities and 
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ESOMAR Guidelines for Mystery Shopping 
ESOMAR expects researchers to con­

form to the following requirements when 
carrying out mystery shopping research: 

1. Mystery shopping studies must be 
designed and carried out in ways which 
avoid unreasonably wasting the time and 
money or abusing the goodwill of the 
organizations and individuals being 
researched. Researchers must take great 
care to minimize the risk of any disrup­
tion to the normal working of the orga­
nization being researched. 

2. Individual members of staff must 
not be identifiable in the report on a mys­
tery shopping study (this issue is nor­
mally unlikely to arise in the case of 
"competitive" mystery shopping) . 
Similarly, reporting should not be at indi­
vidual outlet/branch level since in many 
cases this would implicitly identify spe­
cific individuals (e.g., because there is 
only one relevant staff member at a given 
location): data should be reported on 
only at a higher, aggregated level. 

3. The interviews must not be elec­
tronically recorded unless respondents 
have agreed to this in advance. Electronic 
recording of interviews is not permitted 
if this could endanger the anonymity of 
respondents. 

4. If for any research purposes (e.g., 
for fieldwork quality checking or further 
follow-up research) individuals or indi­
vidual outlets/branches are to be identi­
fied , respondents must have agreed to 
this in advance. Any such agreement 
must be restricted to the use of individ­
ual information for research purposes 
only; any other use is not permissible. 
The identity of respondents must not be 
revealed to the client but to other 
researchers only. 

5. For mystery shopping calls on the 
client's own organization: The client 

problems; generate, refme, and evaluate 
marketing actions; monitor marketing; 
and improve understanding of marketing 
as a process. In plain English, it is deter­
mining what real customers, real 
prospects and other specific groups of 
people think about companies, services, 
products, and marketing communica­
tions. 

Though many marketing research 
firms conduct mystery shopping, tech-
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should be made aware of any time and 
other operational costs to the organiza­
tion of the calls involved and agree to 
these in advance. In addition, in order to 
minimize any staff concerns about such 
research: 

(a) It is good practice (and in some 
countries, a legislative requ irement) to 
inform staff- and also any relevant staff 
association, works council etc. - if the 
organization proposes to carry out mys­
tery shopping studies (but not neces­
sarily the timing or precise details of 
these). Staff should be told the objectives 
and general nature of such research; and 
given reassurances that individuals and 
individual outlets/branches will not be 
identified in the reports (but see 4b 
below) and that no disciplinary or simi­
lar action will be taken vis-a-vis individ­
uals as a result of the research. 

(b) Where staff remuneration to any 
extent depends on commission or 
bonuses, consideration may need to be 
given to making good any losses of 
salary as a result of time spent in deal­
ing with mystery shopping calls. 

6. For mystery shopping calls on non­
client organizations: Occasionally there 
will be agreement (not necessarily a for­
mal one) within a given industry to 
accept "competitive" mystery shopping 
calls in the interests of general quality 
improvement. Where no such agree­
ment exists, it is even more important 
that the time and other demands creat­
ed by such calls are kept to a minimum 
(and generally-acceptable) level. What 
this level is likely to be will vary with the 
nature of the calls (e.g., the proportion 
of observation to interviewing time), by 
industry and possibly by country: 

(a) Simple observational checks of 
shopper/staff behavior are unlikely to 

nically, mystery shopping is not mar­
keting research. It is research, but it is not 
marketing research. It is more closely 
related to operations research. Mystery 
shopping complements marketing 
research, but it is different in critical 
ways. If mystery shopping data is used 
for marketing research purposes, then 
certain rules would apply, such as the 
guidelines established by ESOMAR 
(see sidebar). 

create problems of this kind provided 
that there is no interference with the nor­
mal working of the organization 
(although it may be necessary to deal 
with possible management objections). 

(b) Similarly with calls where the inter­
viewing of staff members lasts only two 
to three minutes in total , or calls where 
a purchase is made the value of which is 
commensurate with the time taken up by 
the call. 

(c) In other cases the acceptable 
length of time spent with members of 
staff may be determined by local codes 
of practice. Where these do not exist it 
is recommended that, unless there is 
some strong technical reason to the con­
trary, such time should normally not 
exceed: 

- 1 0 minutes in manufacturing and 
retail businesses (other than automo­
tive); 

- 15-20 minutes in other service 
industries and businesses. 

(d) If the project is one where part of 
the evaluation involves some follow-up 
paperwork by the organization called on 
(e.g ., provision of a brochure etc.) this 
must also be kept to a minimum. 

(e) If mystery shopping calls are made 
on self-employed or professional people, 
etc., where time spent on an interview 
may literally cost them (lost) money, 
consideration should be given to reim­
bursing the individuals involved at an 
appropriate professional rate. 

7. Where there would be difficulty in 
conforming to the preceding recom­
mendations the activity should not be 
regarded as a form of market research 
and should not be carried out by, or 
under the name of, a market research 
organization. 

Copyright© 1999 ESOMAR 
www.esomar.nl 

How is mystery shopping different 
from marketing research? 

Mystery shoppers must follow spe­
cific guidelines on what to do during an 
evaluation and shop at specified loca­
tions they may not normally visit. 
Marketing research study participants 
are not given evaluation guidelines in 
advance. 

Mystery shopping is typically more 
operational in nature than marketing 
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research and is most often used for qual­
ity control, training and incentive pur­
poses. Marketing research is used most 
often to determine real customer and 
prospect opinions, perceptions, needs, 
and wants. 

Mystery shoppers are recruited based 
on specific profiles that closely match a 
company's real customers. Marketing 
research study participants are sampled 
at random from a qualified population to 
represent a larger population. 

Mystery shoppers are asked to be 
objective and explain observations. 
Marketing research study participants 
are encouraged give their subjective 
opinions freely. 

Mystery shopping reports on specific 
visits or calls - each evaluation can be 
used independently to make improve­
ments to operations and training. 
Mystery shopping is not predictive of 
every customer's experience unless suf­
ficient samples are taken and data ana­
lyzed in aggregate. 

Mystery shopping should not be used 
alone to determine customer satisfac­
tion - it can complement, but not replace 
traditional customer satisfaction 
research. You can't predict or measure 
customer satisfaction using mystery 
shopping because customer satisfaction 
is a subjective topic based on what real 
customers think. Mystery shoppers are 
not real customers - they know what to 
evaluate before entering the store and 
they may not typically visit the store 
they are evaluating. 

Types of mystery shopping methods 
As with marketing research, there are 

many different types of data collection 
methods for mystery shopping. Some 
of the common mystery shopping data 
collection methods include: 

• in-person/on-site shops; 
• telephone shops; 
• e-commerce Web site shops; 
• hidden video/audio recording; 
• full narrative shops (qualitative); 
• checklist shops (quantitative); 
• purchase & return shops; 
• discrimination (matched-pair) testing. 

Designing mystery shopping ques­
tionnaires/evaluation forms 

Questionnaires for mystery shopping 
evaluations should be designed to pro-
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vide objective, observational feedback 
with a system to allow for checks and 
balances. Criteria to be evaluated must 
be objective rather than subjective. 
Typical retail mystery shopping ques­
tionnaires cover: greeting, customer ser­
vice, facility cleanliness and orderliness, 
speed of service, product quality, and 
employee product knowledge. 

Unlike marketing research question­
naires that employ Likert scales for rat­
ings, mystery shopping questionnaires 
ideally use only binary ("yes" or "no") 
questions. For certain questions, shop­
pers may be required to provide open­
ended narratives for clarification of 
observations. Multiple response ques­
tions are used to allow shoppers to check 
off the features and benefits that are 
mentioned during the shop. Most shop­
ping questionnaires include a "general 
comments" section that encourages 
shoppers to remark on anything they 
fmd significant or interesting during the 
shop. 

For mystery shopping questionnaires, 
some questions may be more important 
than others - a point/scoring system for 
questions can emphasize the most 
important issues. If using a scoring sys­
tem, which is often recommended, 
appropriate weighting of questions is 
critical. Some questions may not need to 
have points allocated to them at all, but 
may be necessary for background of the 
shop experience. Shoppers' evaluations 
may be questioned and/or appealed once 
the facility knows that a mystery shop 
has occurred. 

What are the benefits of a mystery 
shopping program? It: 

• monitors and measures service per­
formance; 

• improves customer retention; 
• makes employees aware of what is 

important in serving customers; 
• reinforces positive employee/man­

agement actions with incentive-based 
reward systems; 

• provides feedback from front line 
operations; 

• monitors facility conditions - asset 
protection; 

• ensures product/service delivery 
quality; 

• supports promotional programs; 
• audits pricing and merchandising 

compliance; 

• provides data for competitive analy­
ses; 

• complements marketing research 
data; 

• identifies training needs and sales 
opportunities; 

• educational tool for training and 
development; 

• ensures positive customer relation­
ships on the front line; 

• enforces employee integrity (the 
Mystery Shopping Providers 
Association strongly recommends using 
licensed private investigators for integri­
ty related shops). 

How to make the most of a mystery 
shopping program 

With a mystery shopping program, 
companies can establish customer ser­
vice guidelines, monitor and reward 
excellent performance. As management 
guru Tom Peters says, "What gets mea­
sured gets done." 

Once shopper reports are compiled, 
sharing those results with operations, 
training and other key personnel is the 
important next step in a program's suc­
cess. Make it a positive, motivating 
experience that rewards people for a job 
well done while identifying areas where 
training may improve customer service 
and sales. 

Mystery shopping can be used as a 
marketing and training tool to help 
ensure a company's communications, 
service, and operational objectives are 
being carried out on the front line. An 
established, ongoing program, where 
employees know that any customer may 
be the mystery shopper, is more effective 
and objective than sporadic audits. 

Use a mystery shopping provider that 
has experience in designing and man­
aging mystery shopping programs. 
Many different kinds of companies pro­
vide mystery shopping services includ­
ing: mystery shopping specialists, mar­
keting research firms, private investiga­
tors, merchandising companies, train­
ing companies, advertising/promotion 
agencies and others. 

For more information on effective 
uses of mystery shopping, please visit 
the Mystery Shopping Providers 
Association Web site: www.mys­
teryshop.org or contact any of the mem­
bers of this association. r~ 
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"SSI is a key Internet research sampling 
resource.'' 

Dan Peterson, 
Insight Tools 
(Insight Tools is a joint 

venture between 

General Mills and 

Market Tools, offering 

Web-only research for 

clients outside the General 

Mills families of brands.) 

"When you think about who is 

going to be in the leading position for providing quality 

Internet sample, it's Survey Sampling. As the industry 

figures out how to provide Internet sample, SSI has 

already helped many major research companies. SSI is 

the source. 

SSI's SurveySpot panel is working well for us because of 

higher return rates and the ability to focus a bit finer with 

demographics. For lower incidence screening, we utilize SSI 's 

e-LITe. In terms of quality, I know that SSI is dealing with all the 

privacy issues on the Internet with double opt-in and valid dedupe 

lists, taking that worry off my plate. 

We want to feel comfortable and proud of an Internet sample that 

works well. So, we went with the experts who have been doing sam­

pling for 24 years. Survey Sampling comes through with cred ibility, reliabil­

ity, timing, and quality." 

Call SSI for sampling solutions at 1-203-255-4200 (free phone 00 

800 3589 7421 from Germany, Netherlands, and the UK), send e­

mail to info@surveysampling.com, or visit SSI's Web site at 

www.surveysampling.com. Partners with survey researchers since 1977 



MysteryShopping 

Editor's note: Peter Thorwarth is 
president of Better Marketing 
Associates ( BMA), an Oaks, Pa., 
mystery shopping firm. He can be 
reached at 800-355-5040 or at 
peter@ mystery-shopping. com. 

M ystery shopping is being used 
more than ever before, in the 
U.S. and abroad. Used prop­

erly, it can be a detailed and reveal­
ing way to know exactly how cus­
tomers are treated. In addition, by 
linking it to performance standards, 
mystery shopping can contribute a 
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great deal to your quality control 
efforts. 

However, two things are critical to 
a program's success: 

1) choosing a suitable provider; 
2) laying the right foundation in 

the setup stage. 

Choosing a suitable provider 
Mystery shopping companies 

come in all shapes and sizes. Many 
are honest, experienced, qualified 
and dedicated to meeting your needs. 
Unfortunately, some do not have all 
of those attributes. It's fairly easy to 

be sold by the wrong company, a firm 
that doesn't really have the right 
skills or background for your assign­
ment. Here's how to choose one that 
will do a good job for you: 

1) Find a provider with a strong 
track record. 

It is generally not wise to use a 
company that has been mystery 
shopping for less than three years. It 
takes that long to develop a strong 
list of proven shoppers. It also takes 
that long to learn how to write effec­
tive surveys and instructions. Those 
are critical to making sure your 
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results are accurate, actionable and a 
meaningful reflection of the specific 
things you want the mystery shop­
ping efforts to measure. 

2) Seek out a provider with good 
references. 

Just as you would not give a major 
mail or telephone survey to an 
unknown vendor without checking 
on their references first, it's important 
to ask a mystery shopping provider 
for a list of its customers and some 
contact names. Make a few phone 
calls and see what their clients say. 

Note: Both the providers and their 
clients may be reluctant to explain 
their mystery shopping programs in 
detail. You should respect this, 
because they are trying to maintain a 
professional level of confidentiality 
and protect internal information, 
such as the strengths/weakness of the 
client that the mystery shopping form 
may reveal. 

3) Favor providers with experience 
in the relevant product/service cate­
gories. 

Try to find a provider who under­
stands the industry in question, its 
priorities and issues. This will make 
a big difference in their efforts to 
develop and execute a successful 
program for you. 

Keep in mind each provider is 
somewhat unique. For example, 
some companies are extremely expe­
rienced with restaurant mystery 
shopping, others are very well-versed 
in bank mystery shopping, and so on. 

A professional and reputable 
provider will acknowledge whether 
or not they have the requisite experi­
ence to serve you well. When restau­
rants contact us, we refer them to 
other firms with more experience in 
that area. (On such occasions, I con­
sult the MSPA Sourcebook, put out 
by the Mystery Shopping Providers 
A sociation [ www.mysteryshop.org]. 
You can also consult the annual 
Quirk's directory of mystery shop­
ping providers, which begins on page 
65 of this issue.) 

A cautionary note: Like so many 
other things, if something sounds too 
good to be true, it probably is. If a 
company claims it can mystery shop 
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all of the locations in 24 hours and do 
it for an amazingly low rate, it may 
just be stretching the truth to get your 
business. There have been numerous 
stories over the years of new or small 
mystery shopping companies that got 
the big assignment, hung up the 
phone and then said "How are we 
going to do this?" If they mention 
temp services at all, you should be 
very concerned. Using temp services 
means the guidelines and priorities 
will be passed through many hands 
and most of them will be inexperi­
enced. 

Laying the right foundation in the 
setup stage 
1) Open up with your provider. 

Once you've selected a mystery 
shopping provider, have them sign a 
simple non-disclosure agreement and 
fax it back to you. After they have, 
you'll feel more comfortable shar­
ing with them all of the relevant 
information from your 
company/your client. This informa­
tion may include: 

• location lists; 
• information about new products, 

services or policies; 
• indications of the areas where the 

company thinks it may be weak (and 
therefore is trying to measure that 
weakness). 

Tell them your concerns and what 
needs to be measured. Send them a 
bullet-point list of issues that 
you/your client worry about every 
day. Be as specific as possible, so 
they can design a survey instrument 
that addresses those things directly 
and specifically. 

Some examples: 
Vague: "We want to know if they 

explain our product well." 
Specific: "We want to know which 

of this list of features they mention 
and which benefits of those features 
they explain." 

Vague: "We want to know if cus­
tomers are being acknowledged 
enough." 

Specific: "We want to know if cus­
tomers are being greeted every time 
they come within 20 feet of an 
employee." 

Vague: "We want to know if cus­
tomers are getting good service." 

Specific: "We want to know how 
employees respond when asked 
about something that seems to be out 
of stock. How often do they do any of 
these things they're trained to do: 
offer to check the warehouse, call 
other stores, and give customers a 
rain check?" 

Note: If possible, give the provider 
a copy of the training materials, so 
they can see the language that has 
been used and develop a mystery 
shopping form that is in sync with the 
skills that have been trained or 
emphasized. 
2) Location lists. 

The provider is going to send peo­
ple driving to locations, where they 
will interact with people and then fill 
out a mystery shopping form. Don't 
short-circuit their efforts by sending 
a location list that is out of date. 
Track down the best list available. If 
possible, send it to them as a com­
puter list (in Excel, for example) so 
they won't have to spend time typing 
your locations into their system. 

(An unusual twist on this is when 
clients provide a list that includes 
stores that haven't been built yet!) 
3) Report considerations. 

Explain who will be receiving the 
results. Are they going just to the 
corporate offices, or will they be dis­
tributed to regional managers, dis­
trict managers, and even store man­
agers? 

If the results are just for certain 
executives, the provider can focus 
on formats that deliver a great deal of 
data in a compact, easy-to-use format 
like Excel. If you need Word or 
Power Point reports, tell the provider 
who will see those reports and what 
issues they want tabulated. 

On the other hand, if the results 
may flow all the way down to the 
store level, the provider will con­
centrate on delivering forms that 
show all of the detail about an indi­
vidual store visit. Some businesses 
have location managers post these in 
the backroom for employees to read. 
Your provider can create a form that 
works well for this purpose. 
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4) Scoring systems. 
There are situations where a client 

wants each report to be scored. This 
makes it possible to give special 
attention to the locations/individuals 
who do very well (or very poorly). If 
you want your reports to be scored, 
it is up to you to develop the point 
assignments. Your provider cancer­
tainly help with the execution, but 
you know which parts of the survey 
are critical and which are less impor­
tant. For example, a car dealer might 
want 50 points out of 100 assigned to 
the question "Did s/he make an effort 
to close the sale?" while a hard­
ware/housewares chain might assign 
just five points to that question. 

Read the results 
One of the most important ways to 

get the most from your mystery 
shopping provider is this: make the 
time to read and digest the results. 

Every businessperson today is 
wearing at least two hats and time is 
hard to find. But if you don't find a 
way to review and consider the 

results and then act on them, the mys­
tery shopping program will not 
accomplish its goals. 

When the results come in, look 
them over and compare the in-store 
performance with your expectations. 
Look at any statistics on a question­
by-question basis, so you can learn 
which things are fine and which need 
attention. Contact your training peo­
ple and/or use all available commu­
nications tools to spread the word 
about the elements that need to be 
improved. 

As the results are communicated to 
other parts of the company, keep a 
positive spin on them. For example, 
"Our mystery shopping program has 
confirmed that the stores are clean, 
that almost everyone is wearing name 
tags, and 90 percent of customers are 
being greeted within two minutes. 
That's great! However, we must 
remember that add-on sales are the 
easiest way to increase per-store sales 
totals. Remember to help the store 
and help the customer by suggesting 
the other items that most customers 

would purchase at the same time." 
If you only draw attention to the 

things that are being done poorly, 
there may be some hard feelings and 
there will certainly be far less buy-in 
from the field. 

Another way to maximize your use 
of mystery shopping is to create a fol­
low-up program. Once you have 
determined, for example, that add-on 
sales could be much better than they 
are, work with your mystery shop­
ping provider to create a program that 
promotes and improves add-on sales. 
Announce that "Mystery shoppers 
will be in the stores again next month 
and every sales associate who men­
tions two possible add-on items will 
receive a gift certificate to the 
movies." Or reward managers/district 
managers whose locations improve 
in key areas. 

Working effectively with your 
mystery shopping provider and keep­
ing a positive spin on the results will 
move the needle and give you the 
improved performance that you 
desire. r~ 

HOW MUCH CAN YOU SAVE 
AT A NICKEL A NUMBER? 

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

SAMPLES 

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

Editors note: Raj an Sambandam is 
vice president/research at The 
Response Center, a Fort Washington, 
Pa., research firm. He can be reached 
at 215-793-2448 or at rsamban­
dam@ ncot. com. 

Practical marketing research deals 
with two major problems: identi­
fying key drivers and developing 

segments. In the first article of this 
two-part series we will look at key dri­
ver analysis and in the second part we 
will look at segmentation. 

Key driver analysis is a broad term 
used to cover a variety of analytical 
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techniques. It always involves at least 
one dependent or criterion variable and 
one or (typically) multiple indepen­
dent or predictor variables whose effect 
on the dependent variable needs to be 
understood. The dependent variable is 
usually a measure on which the man­
ager is trying to improve the organiza­
tion's performance. Examples include 
overall satisfaction, loyalty, value and 
likelihood to recommend. 

When conducting a key driver 
analysis, there is a very important ques­
tion that needs to be considered: Is the 
objective ofthe analysis explanation or 
prediction? 

Answering this question before start­
ing the analysis is very useful because 
it not only helps in choosing the ana­
lytical method to be used but also, to 
some extent, the choice of variables. 
When the objective of the analysis is 
explanation, we try to identify a group 
of independent variables that can 
explain variations in the dependent 
variable and that are actionable. For 
example, overall satisfaction with a 
firm can be explained by attribute sat­
isfaction scores. By improving the per­
formance on those attributes identified 
as key drivers, overall satisfaction can 
be improved. If the predictors used are 
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not actionable, then the purpose of the 
analysis is defeated. 

In the case of prediction, we try to 
identify variables that can best predict 
an outcome. This is different from 
explanation because the independent 
variables here do not have to be action­
able, since we are not trying to change 
the dependent variable. As long as the 
independent variables can be mea­
sured, predictions can be made. For 
example, in the financial services 
industry, it is important to be able to 

predict (rather than change) the cred­
itworthiness of a prospective customer 
from the customer's profile. 

Beyond the issue of explanation ver­
sus prediction, there are two other 
questions that help in the choice of 
analytical technique to be used: 

1) Is there one, or more than one, 
dependent variable? 

2) Is the relationship being modeled 
linear or non-linear? 

In the remainder of this article we 
will discuss analytical methods that 
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would be appropriate if one or both of 
these questions is answered in the affrr­
mative. 

Single dependent variable 
Scaled values 

Key driver analyses often use a sin­
gle dependent variable and the most 
commonly used method is multiple 
regression analysis. A single scaled 
dependent variable is explained using 
multiple independent variables. 
Typically, the scale for the dependent 
variable ranges from five points to 10 
points and is usually an overall mea­
sure such as satisfaction or likelihood 
to recommend. 

The independent variables are some 
measures of attribute satisfaction usu­
ally measured on the same scale as the 
dependent variable, but not necessari­
ly. There are two main parts to the out­
put that are of interest to the manager: 
the overall fit of the model and the rel­
ative importance. 

The overall fit of the model is often 
expressed as R2 or the total variance in 
the dependent variable that can be 
explained by the independent variables 
in the model. R2 values range from 0 to 
1, with higher values indicating better 
fit. For attitudinal research, values in 
the range of 0.4-0.6 are often consid­
ered to be good. Relative importance of 
the independent variables is expressed 
in the form of coefficients or beta 
weights. A weight of 0.4 associated 
with a variable means that a unit 
change in that variable can lead to a 0.4 
unit change in the dependent variable. 
Thus, beta weights are used to identi­
fy the variables that have the most 
impact on the dependent variable. 

While regression models are quite 
robust and have been used for many 
years they do have some drawbacks. 
The biggest (and perhaps most com­
mon) is the problem of multicollinear­
ity. This is a condition where the inde­
pendent variables have very high cor­
relations among them and hence their 
impact on the dependent variable is 
distorted. Different approaches can be 
taken to address this problem. 

A data reduction technique such as 
factor analysis can be used to create 
factors out of the variables that are 
highly correlated. Then the factor 
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scores (which are uncorrelated with 
each other) can be used as indepen­
dent variables in the regression analy­
sis. Of course, this would make inter­
pretation of the coefficients harder than 
when individual variables are used. 
Another method of combating multi­
collinearity is to identify and eliminate 
redundant variables before running the 
regression. But this can be an arbitrary 
solution that may lead to the elimina­
tion of important variables. Other solu­
tions such as ridge regression have also 
been used. But, if in fact the indepen­
dent variables truly are related to each 
other, then suppressing the relation­
ship would be a distortion of reality. In 
this situation other methods, such as 
structural equation modeling, that use 
multiple dependent variables may be 
more helpful and will be discussed 
later in this article. 

with the right combination of charac­
teristics that would indicate prof­
itability. 

Multiple dependent variables 
As mentioned above, one problem 

ships needs to be known up front. If 
this theoretical knowledge is absent, 
then these methods are not capable of 
identifying the relationships between 
the variables. 

with multiple regression models is that Non-linearity 
relationships between independent All of the methods discussed so far 
variables cannot be incorporated. It is have been traditionally used as linear 
possible to overcome this by running a methods. Linearity implies that each 
series of regression models. For exam- independent variable has a linear (or 
ple, if respondents answer multiple straight-line) relationship with the 
modules in a questionnaire relating to dependent variable. But what if the 
customer service, pricing etc., individ- relationship between the independent 
ual models can be run for each module. and dependent variables is non-linear? 
Following this an overall model that Research has shown that in many sit­
uses the dependent variables from each uations, linear models provide reason­
model as independents can be run. able approximations of non-linear rela­
However, this process can be both tionships and thus tend to be used since 
cumbersome and statistically ineffi- they are easier to understand. There 
cient. are situations however, where the level 

A better approach would be to use of non-linearity or the predictive accu­
structural equation modeling tech- racy required is so high that non-linear 

Categorical values niques such as LISREL or EQS. In models may need to be used. 
What if the dependent variable to be these methods, a single model can be The simplest extensions to linear 

used is not scaled, but categorical? specified with as many variables and models use products (or interactions) 
This situation arises frequently in loy- relationships as desired and all the of independent variables. When two 
alty research and examples include importance weights can be calculated independent variables are multiplied 
classifications such as customer/non- at once. This can be done for both and the product is used as an indepen­
customer and active/inactive/non-cus- scaled and binary variables. dent variable in the model, its rela­
tomer. Using regression analysis By specifying the links between the tionship with the dependent variable is 
would not be appropriate because of independent variables, their inherent no longer linear. Similarly, other non­
the scaling of the dependent variable. relationships are acknowledged and linear effects can be obtained by squar­
Instead, a classification method such thus the problem of multicollinearity is ing a variable (multiplying it with 
as linear discriminant analysis (or its eliminated. But the drawback in this itself), cubing it or raising it to higher 
equivalent, logistic regression) is ~c~a~se~~~th~a~t~th~e~n~atu~r~e~o~f~th~e~re~l~a~ti~o~n--~~o~w~er~s~·~S~uc~h~m~o~d~e~~~a~r~e~re~£~e~rr~e~d~t~o~a~s 
required. This method can identify the 
key drivers and also provide the 
means to classify data not used in the 
analysis into the appropriate cate­
gories. 

Key driver analyses with categori­
cal dependent variables are often used 
for both explanation and prediction. 
An example of the former is when a 
health care organization is trying to 
determine the reasons behind its cus­
tomers dis-enrolling from the health 
plan. Once these reasons are identi­
fied, the company can take steps to 
address the problems and reduce dis­
enrollment. 

An example of the latter is when a 
bank is trying to predict to whom it 
should offer the new type of account 
it is introducing. Rather than trying to 
change the characteristics of the con­
sumers, it seeks to identify consumers 
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polynomial regression models and they 
have useful properties. For example, 
squaring a variable can help model a 
U-shaped relationship such as the one 
between a fruit juice's tartness rating 
and the overall taste rating. Other vari­
ations such as logarithmic (or expo­
nential) transformations can also be 
used if there is a curved relationship 
between the dependent and indepen­
dent variables. 

The methods described above are 
not strictly considered to be non-linear 
methods. In real non-linear models the 
relationship between the dependent 
and independent variables is much 
more complex. It is usually in a prod­
uct form and linearity cannot be 
achieved by transforming the vari­
ables. Further, the user needs to spec­
ify the nature of the non-linear rela­
tionship to be modeled. This can be a 
very important drawback, especially 
when there are many independent vari­
ables. The relationship between the 
dependent and independent variables 
can be very complicated, making it 
extremely hard to specify the type of 
non-linear model required. A recent 
development in non-linear models that 
can help in this regard is the multi­
variate adaptive regression splines 
(MARS) approach that can model non­
linear relationships automatically with 
minimal input from the user. 

Non-linear models are particularly 
useful if prediction rather than expla­
nation i the objective. The reason for 
this is that the coefficients from a non­
linear regression are much harder to 
interpret than those from a linear 
regression. The more complicated the 
model, the harder the coefficients can 
be to interpret. This is not really a prob­
lem for prediction because the issue is 
only whether an observation 's value 
can be predicted, not so much how the 
prediction can be accomplished. 
Hence, if explanation is the objective, 
it is better to use linear models as much 
as po sible 

Artificial intelligence 
The title of artificial intelligence 

covers several topic areas including 
artificial neural networks, genetic 
algorithms, fuzzy logic and expert sys­
tems. In this article we will discuss 
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artificial neural networks as they have 
recently emerged as useful tools in the 
area of marketing re earch. Although 
they have been used for many years in 
other disciplines, marketing research 
is only now beginning to realize the 
potential of these tools. Artificial neur­
al networks were originally conceived 
as tools that could mathematically 
emulate the decision-making process­
es of the human brain. Their algorithm 
is set up in such a way that they "learn" 
the relationships in the data by looking 
at one (or a group of) ob ervation(s) at 
a time. 

Neural networks can model arbitrar­
ily complex relationships in the data. 
This means that the user really doesn't 
need to know the precise nature of the 
relationships in the data. If a network of 
a reasonable size is used as a starting 
point, it can learn the relationships on 
its own. Often, the challenge is to stop 
the network from learning the data too 
well as this could lead to a problem 
known as overfitting. If this happens, 
then the model would fit the data on 
which it is trained extremely well, but 
would fit new (or test) data poorly. 

While complex relation hip can be 
modeled with neural networks, obtain­
ing coefficients or importance weights 
from them is not straightforward. For 
this reason, neural networks are much 
more useful for prediction rather than 
explanation. 

There are many type of neural net­
work , but the most commonly used 
distinction is between upervised and 
unsupervised networks. We will look at 
supervi ed networks here and at unsu­
pervised networks in the next article. 
Supervised neural networks are simi­
lar to regression/classification type 
models in that they have dependent 
and independent variable . 

Back-propagating network are 
probably the most common supervised 
learning networks. Typically they con­
tain an input layer, output layer and 
hidden layer. The input and output lay­
ers correspond to the independent and 
dependent variable in traditional 
analysis. The hidden layer allows us to 
model non-linearitie . In a back-prop­
agating network the input observations 
are multiplied by random weights and 
compared to the output. The error or 

difference in the output is sent back 
over the network to adjust the weights 
appropriately. Repeating this process 
continuously leads to an optimal solu­
tion. A holdout (or test) dataset is used 
to see how well the network can predict 
observations it has not seen before. 

Recent advances 
Several recent advances have been 

made in key driver methodology. The 
first of these relates to regression 
analysis and is called hierarchical 
Baye regression. Consider an exam­
ple where consumers provide attribute 
and overall ratings for different com­
panies in the marketplace. Different 
consumers may rate different compa­
nies ba ed on their familiarity with the 
companies. An overall market-level 
model can be obtained by combining 
all of the ratings and running a single 
regression model across everybody. 
But if we one could run a separate 
model for each consumer and then 
combine all of that information, the 
resulting coefficients would be much 
more accurate than what we get from 
a regular regression analysis. This is 
what hierarchical Bayes regres ion 
does and is hence able to produce 
more accurate information. Of course, 
thi type of analysis can be used only 
in situations where respondent pro­
vide multiple responses. 

For classification problems, there 
have been a series of recent advances 
such as stacking, bagging and boo t­
ing. In stacking, a variety of different 
analytical techniques are used to obtain 
classification information and then the 
final results are based on the most fre­
quent classification of data points into 
groups in each of those methods. 
Bagging is a procedure where the same 
technique is used on many samples 
drawn from the same data and the final 
classifications are made based on the 
frequencies observed in each sample. 
Finally, boosting is a method of giving 
higher weights to observations that are 
mis-classified and repeating the analy­
sis several times. The final classifica­
tions are based on a weighted combi­
nation of the re ults from the various 
iterations. 

Variety of tools 
This article has touched upon both 

traditional method and recent devel­
opments in key driver methodology that 
may be of interest to marketing research 
professionals. The particular method to 
be used often hinges on the primary 
objective - explanation or prediction. 
Once this determination is made, there 
are a variety of tools that can be used 
that include linear and non-linear meth­
ods, as well a tho e that employ mul­
tiple dependent variables. r~ 

Scrank! Disqualified 
by the dudes at 
SurveyGuardian™! 
"I used to make a ton of money f il ling out web 
surveys. All I gotta do is enter the screen ing 
info they want to see. I can be whoever t hey 
want me to be. Then some research compa­
nies hired SurveyGuardianTM and my profes­
sional respondent career track got dera iled. 
I can't snake past a live interviewer when 
I'm jammin' on web surveys anymore!" 

Klutch Swenson 
a Western Wats Company Disqualified Respondent #68 
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Editor's note: Scott Dimetrosky is a 
senior associate, and Sami Khawaja is 
president, at quantec, LLC, a Portland, 
Ore., economic consulting firm. They 
can be reached at 503-228-2992. Phil 
De gens is an evaluation coordinator at 
the Northwest Energy Efficiency 
Alliance, a non-profit group of electric 
utilities, state governments, public 
interest groups and industry represen­
tatives. He can be reached at 503-827-
8416. 

W
hile many years of research 
have established best practice 
approaches for mail and tele­

phone surveys, the burgeoning field of 
online research has raised a number of 
fundamental questions. 
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• What type of layout - screen vs. 
scrolling - works best? 

• Do incentives have any impact? 
• What other techniques will mini­

mize sources of survey error? 
• How do the results of online sur­

veys compare with other survey 
modes? 

Most importantly, many researchers 
are still wondering if online survey 
research is even a meaningful option or 
is it a mere "convenience sample" 
approach. 

With over 149.6 million Internet 
users in the United States (according to 
Nielsen//NetRatings) and the increas­
ing popularity of broader bandwidth 
it's clear that online survey research 
will only become more and more 

prevalent. The question, therefore, will 
not be if one should conduct online 
surveys, but how best to conduct 
online surveys. 

There have been a number of recent 
studies that have sought to examine 
many of these unanswered questions 
concerning online research. These 
studies are gradually helping 
researchers better understand these 
issues and establish a best practice 
approach for online survey research. 
This article summarizes some of the 
more notable findings from recently 
published studies, and should assist 
any researcher considering conduct­
ing a survey online. Some questions, of 
course, will remain outstanding until 
more definitive research is available. 
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Online survey context: What are the 
sources of error? 

Dillman and Bowker (2000) identi-

Table 1: General Comparison of Survey Modes 

Item Mail Telephone 

Overal l Good, with proper Good, but 
Response Rate incentives increasing ly more 

difficult 

Item Response Good Good 
Rate 

Sell-selection Minor Minor, but 
Bias increasingly a 

problem 

Cost Expensive for large Less expensive lor 
samples, better lor larger samples. 
smaller samples. 

Turnaround Poor Good 
time 

Data Requires keypunch, Good with CATI 
entry/accuracy verification system 

Length of time Slow Reasonable 
for respondent 
to complete 
surveys 

Open-ended Good Good 
responses 

fy four main sources of survey error 
and discuss practices that will mini­
mize these errors. The papers that we 
reviewed examined these practices in 
even greater detail, often presenting 
powerful evidence that will help guide 
the researcher. The errors to be aware 
of are: 

• Coverage error: The result of all 
units in a defined population not hav­
ing a known nonzero probability of 
being included in the sample drawn to 
represent the population. 

• Sampling error: The result of sur­
veying a sample of the population 
rather than the entire population. 

• Measurement error: The result of 
inaccurate responses that stem from 
poor question wording, poor inter­
viewing, survey mode effects and/or 
some aspect of the respondent's behav­
ior. 

• Nonresponse error: The result of 
nonresponse from people in the sam­
ple, who, if they had responded, would 
have provided different answers to the 
survey questions than those who did 
respond to the survey. 

What survey mode is best to use? 
Table 1 provides a general compari­
son. 

Web Source 

Good with e-mail Kwak and Radler, 2000; 
invite, poor otherwise. Guterbock and colleagues, 

2000; Medlin, Roy, and Ham 
Chai, 1999; Schaefer and 
Dillman, 1998 

Excellent lor screen Kwak and Radler, 2000; 
layout, Poor to good Medlin, Roy, and Ham Chai, 
lor scrol l layout 1999; Schaefer and Di llman, 

1998; Vehovar and Manfreda, 
2000; Dommeyer and 
Moriarty 

Minor using targeted e- Manlreda, Vehovar, and 
mail invite, Batagelj, 1999; Askew, 
considerable if simply Craighill, and Zukin , 2000; 
posted on Web page Krotki, 2000; McCready, 2000 

Normally the least Bauman, Jobity, Airey, and 
expensive, particularly Atak, 2000; Aoki and Elasmar, 
for large samples 2000 

Excellent Aoki and Elasmar, 2000; 
Kennedy, 2000; Tedesco, 
Zukerberg, and Nichols, 1999 

Excellent with proper Kennedy, 2000; Tedesco, 
layout, plus can use Zukerberg, and Nichols, 1999 
pop-up verification 

Can be fast Aoki and Elasmar, 2000 

Uncertain: research Farmer, 1998; Totten, 2000; 
has found Aoki and Elasmar, 2000; 
contradictory results Schaefer and Dillman, 1997; 

Kwak and Radler, 2000; 
Ramirez, Sharp, and Foster, 
2000 

Conducting online surveys 
E-mail attached vs. embedded: The 

literature review indicated that 
embedded surveys are far superior to 
attached surveys (Dommeyer and 
Moriarty, 2000). The embedded e­
mail survey, despite its formatting 
limitations , can be answered and 
returned by the most unsophisticated 
of e-mail users, and, therefore, can 
appeal to a broader audience. 

E-mail only vs. e-mail with Web 
link: Surprisingly, there were no stud­
ies to compare e-mail only versus e­
mail invitations with a link to a Web 
survey. This could be because of a 
lack of a sophisticated data entry e­
mail survey software system (and the 
advances of data collection using the 
Web). It could also be that, as more 
users connect to the Internet with 
higher bandwidth, the link in the e­
mail to the Web survey will appear 
seamless, and thus researchers are 
focusing on future technology. 

Screen vs. scroll layout: Research 
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has indicated that there is no differ- and Bowker, 2000; Kennedy, 2000). 
ence in dropout rates between 
scrolling and screen-based (putting 
just one or a small series of questions 
on one screen) surveys. However, 
screen-based surveys had lower item 
nonresponse (Vehovar and Manfreda, 
2000). A screen-based approach also 
allows skip patterns to be fully auto­
mated (Tedesco, Zukerberg, and 
Nichols, 1999). Other papers point 
out that, in a scrollable or static Web 
design where all the questions are dis­
played on a single HTML page, the 
respondent can make more informed 
decisions about participation based 
on the content of the survey 
(Crawford and Couper, 2000). 

Use of logos/fancy designs: The lit­
erature indicates that using logos 
(graphics) can reduce item nonre­
sponse, as the picture may help "trig­
ger" a respondent's memory, particu­
larly in awareness questions (Vehovar 
and Manfreda, 2000). However, the 
use of excessive graphics or logos can 
lead to an increase in overall survey 
nonresponse, presumably due to slow 
downloading (Vehovar and Manfreda, 
2000; Dillman, Tortora, Conradt, and 
Bowker, 1998). Careful survey 
designers must therefore consider the 
con nection speeds of their target 
respondents and gradually increase 
the use of logos/fancy designs as high­
er bandwidth becomes more common. 

Alignment of text/general layout: 
Research has found that the alignment 
of questions (left- vs. right-justified) 
and the location of answer categories 
(left vs. right) had no impact on results 
(Dillman and Bowker2, 2000). 
However, the literature does indicate 
that something should be done to min­
imize the presence of white space on 
the screen (which respondents found 
confusing) and that the simplicity of 
the format and ease of navigating 
through the document are of para­
mo unt importance to respondents 
(Dillman and Bowker2, 2000). The 
use of Java scripts or other advanced 
programming techniques can also 
seriously limit the number of people 
that can take the survey, or detract 
from the survey credibility (Dillman 

Invitations/reminders: The more 
active the invitation is (e.g., pop-up 
windows or e-mail invites with hyper­
links), the better the response; the 
more passive (e.g., icons and ban­
ners) , the self-selection factor is more 
significant, while response decreases 
(Bauman, Jobity, Airey, and Atak, 
2000). In addition, reminders were 
generally found to increase response 
rates, often resulting in spikes in the 
response rate (Clark and Harrison, 
2000). More frequent reminders were 
found to lead to an increase in 
response rates (Crawford and Couper, 
2000). Some researchers also found 
no statistical difference in response 
rate between those getting an email 
reminder versus those getting a phone 
reminder (Clark and Harrison, 2000). 

Incentives/lotteries: Per-respondent 
incentives, whic h give the best 
response rates for mail surveys, are 
difficult and costly to administer 
(logistically) for online surveys 
(Bauman, Jobity, Airey, and Atak, 
2000). Larger, more valuable prizes 
such as Palm Pilots were also found to 
help increase response rates (Bauman, 
Jobity, Airey, and Atak, 2000). Like 
mail surveys, prizes should be appro­
priate for the audience and not detract 
from the seriousness of the study 
(Bauman, Jobity, Airey, and Atak, 
2000). There were no studies of 
"instant winner" prizes, although 
these are becoming more popular. 

Open-ended questions: The 
research seems to indicate contradic­
tory results for the use of open-ended 
questions in online surveys. A number 
of papers (Farmer, 1998; Totten, 2000; 
Aoki and Elasmar, 2000) reported that 
online open-ended responses were not 
as informative as other survey modes. 
Other papers, however, reported that 
online surveys gave preferable open­
ended responses in terms of the level 
of detail and the number of words 
(Schaefer and Dillman, 1997; Kwak 
and Radler, 2000; Ramirez, Sharp, 
and Foster, 2000). 

Progress indicators: While a 
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progress indicator was hypothesized 
to increase the response rate, one 
research team found that the progress 
indicator captured only the number of 
questions left, not real time (e.g., 
open-ended questions), and therefore 
was ineffective (Crawford and 
Couper, 2000). No research tested the 
effect of telling users the number of 
questions in advance, although those 
who were told the survey would take 
less time (regardless of actual time) 
were more likely to complete the sur­
vey (i.e., dropouts were not higher for 
surveys that took longer than the invi­
tation indicated) (Crawford and 
Couper, 2000). 

Password access: Password access 
is important for surveys in which 
there is a risk of respondents com­
pleting the survey more than once. 
Some research indicated that pass­
words may even increase the 
response rate, particularly when they 
are simple and are easily cut and past­
ed into the survey entry page 

(Crawford and Couper, 2000). 

Weighting responses to represent 
population: The literature is some­
what contradictory concerning the 
ability of researchers to weight online 
surveys to match target populations. 
Some researchers have adamantly 
declared that, even with weighting, 
the self-selection bias and coverage 
error (lack of those with online 
access) severely undermine the mean­
ingfulness of online survey results 
(Manfreda, Vehovar, and Batagelj, 
1999; Askew, Craighill, and Zukin, 
2000). There is, however, a commer­
cially available Web panel that care­
fully selects participants and provides 
them with hardware and software 
(through Web TV) that has been found 
statistically representative of con­
ducting a random-digit-dialed (RDD) 
CATI study (Krotki, 2000; 
McCready, 2000). 

Introductions: The survey intro­
duction in the Web context is best 

he 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 
" we answer to you 

12825 1st Avenue South Seattle, WA 98168 www.cosvc.com 206-24 1-6050 

Seattle + + Boise + Portland + Salt Lake City + San jose 

served by brevity; some researchers 
found that participation increased 
when they converted the traditional 
cover letter approach to a succinct 
intro with FAQs (Bauman, Jobity, 
Airey, and Atak, 2000). Researchers 
also recommend that the first question 
be short and easy to fill in, so that 
potential respondents are not discour­
aged (Dillman and Bowker, 2000). 

Response rates: Several studies 
comparing Web surveys to mail meth­
ods find lower response rates for the 
former. For example, Kwak and 
Radler (2000) obtained a response 
rate of 42 percent for mail and 27 per­
cent for Web on comparable samples 
of college students. In a similar study, 
Guterbock and colleagues (2000) 
obtained response rates of 48 percent 
for mail and 37 percent for Web. In a 
survey of computer software compa­
nies in Australia, Medlin, Roy, and 
Ham Chai ( 1999) obtained a response 
rate of 47 percent for mail and 28 per­
cent for Web. Similar differences have 
been found for e-mail surveys 
(Schaefer and Dillman, 1998). 

Use of sort tests, concept tests, 
package testing, and copy develop­
ment: General Mills has had positive 
results using the Internet for consumer 
product testing. It has investigated 
over 100 validation cases and found 
generally minor differences between 
online and offline research. The main 
differences are from in-person vs. 
self-administered study designs, sug­
gesting that all stimulus and ques­
tionnaire materials are clearly under­
stood without interviewer prompting 
(Peterson, 2000). 

For more information 
An excellent ource of online sur­

vey research information, including 
an extensive bibliography with links 
to many of the papers cited here, can 
be found at www. websm.org, pro­
vided by the University of Ljubljana, 
Slovenia. Additional information may 
be obtained from the Interactive 
Marketing Re earch Organization 
(IMRO), which promotes online sci­
entific and ethical research practices 
(www.imro.org). r~ 
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The Business ofResearch 

Editor's note: Deborah C. Sawyer 
is president and director of research 
at Information Plus, a Buffalo, N.Y., 
research firm. She can be reached at 
716-852-2220. 

It's more usual to write about suc­
ces e than failures; the following 
story about a project that was more 

failure than success offers a caution­
ary tale for anyone about to embark 
on re earch, be they client or research 
supplier. For my company, it was 
simply - and always will be- TPFH: 
The Project From Hell. 

To fully convey the horror of it all, 
it is first necessary to backtrack and 
fill in the reader about our company, 
our client's goal and the project. 
Information Plu pecializes in qual-
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itative research, notably one-on-one 
interviews over the phone. We do not 
u e structured que tionnaires but 
rather scripts which allow for open­
ended que tions. Our main focu is 
business-to-business research. In 
October 1997, we were approached 
by a company we'll refer to as VC. A 
management consulting firm, VC had 
used our services in the 1986-1990 
period but we had not heard from 
them since. Boy, how we wi hed 
things had stayed that way! 

VC was working for a banking 
industry association in Canada and 
wanted to demonstrate that Canadian 
legislation preventing banks from 
participating in car leasing had a 
detrimental effect on lea e rate . VC 
had just done a quick survey of its 

own (calling a total of 50 car dealers 
in Canada and the U.S.) and had 
decided, based on its method and this 
small ampling, that it could prove 
the absence of bank financing for 
leases in Canada created a spread 
between loan and lease rates closer to 
2 percent, whereas in the U.S., where 
the banks do participate in leasing, 
there was only a 1 percent difference. 

So they wanted to conduct 600 
interviews, 300 in each country. They 
turned to us, they said, because of our 
ability to do in-depth interviews. 

In January 1998, when TPFH final­
ly began, VC showed up with the full 
specs. Our discussions in 1997 had 
given us the skeleton of the project; 
here wa the fie h. Re earch was to 
focus on three particular auto makers: 
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Chevrolet, Dodge and Ford. For each, 
a particular vehicle had been select­
ed. Of the 300 calls in each country, 
100 were to be made to each dealer. 
Next came the weighting, which had 
to account for where dealers are 
located; for example, if a third of all 
the car dealers in Canada were in the 
province of Ontario, then a third of 
the sample had to be in Ontario. 
Sounds easy enough so far, right? 

The next catch was that the sample 
was also to be allocated to cities in 
three size ranges: those of 250,000+ 
population, those in the 100,000-
249,999 range and those of 99,999 
and under, with 150 calls to the 
250,000+ group and 150 covering the 
249,999 and under cities. Oh, and a 
50-mile radius had to be imposed 
after every trio of dealers had been 
called. So when we had called a 
Chevrolet, Dodge and Ford dealer in 
one population center, we would have 
to eliminate calling any more within 
a 50-mile radius of those dealers. 

Enough, you think? VC wasn't 
done yet. We also had to avoid the 
sub vented rate- the low interest rates 
such as 0.9 percent or 1.9 percent -
advertised by car dealers to attract 
sales. All loan and lease rates had to 
be for three-year terms. And, all calls 
had to be on a mystery shopper basis, 
with no identification of our compa­
ny. 

With those specifications out of the 
way, they introduced us to their com­
puter program. Data obtained - the 
manufacturer's suggested retail price, 
residual value, capitalized cost, cap 
cost reduction, lease term, stated 
interest rate, monthly payment - had 
to be entered into a computer pro­
gram which would then check the 
stated interest rate (which the dealer 
had verbally provided) against the 

---------------------------, 
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calculated interest rate derived from 
the other data (buried in the monthly 
payment, residual value, etc.). This 
would reveal what the dealer was 
really charging. The idea was that the 
stated interest rate and the calculated 
interest rate should be within 10 basis 
points of one another. In this way, 
VC hoped the 300 calls in Canada 
would neatly show their presupposed 
2 percent spread while those in the 
U.S. would calculate closer to 1 per­
cent. (We also had to source loan 
rates.) They called it breakthrough 
research. "Breakdown" research 
might be a better term. 

TPFH was to be conducted over a 
six-week period. By the time my 
company had finished the work, we 
had had to: abandon all our other 
client work; take on extra staff; work 
evenings - something we don't usu­
ally do; and tear out most of our hair. 
And, as a company which usually 
designs its own research strategies, 
we had had to wrestle with a very 
inflexible design that VC refused to 
adapt to market realities. Here are 
some of the things that went wrong 
and the issues other research suppli­
ers and their clients need to consider 
so they never end up with uch a 
nightmare on their hands. 

• Be upfront from Day One, Minute 
One, as to what the project really 
involves. 

Had we known about the comput­
er program back in October 1997 we 
would never have quoted on the 
work. The kind of in-depth interviews 
we do involve discussing issues, 
strategies, plans, and trends and when 
we do obtain statistical information, 
we do not run it through a computer 
program. We accept that the data pro­
vided to us is usually provided in 
good faith, and catching people out -
which is what this program attempt-
ed to do with the car dealers , who 
often mask exorbitant interest rates in 
their quotes - is not really part of what 
we do. 

• Is your sample realistic? 
One of the biggest hurdles we had 

to face in getting this project off the 

ground was getting the sample to 
shape up the way VC wanted it , 
namely, to slice the pie vertically, hor­
izontally and obliquely. The first 
problem was that their cuts , in terms 
of city sizes, did not match with how 
list brokers cut their lists; few were 
able to provide li ts segmented by a 
population size of 100,000-249,999. 
The next problem was the weighting. 
No matter how many ways we tried to 
get the world to come out to suit VC, 
it was not possible. When weighted 
by size, for dealers in population cen­
ters of 250,000+:<250,000, the ratio 
was 1:6 in Canada, with the ratio 
closer to 1:15 in the United States, 
meaning the 150:150 split could not 
be accommodated. And when we 
tried to weight the sample to where 
dealers were geographically concen­
trated, none of the other criteria could 
be met. 

And this didn ' t even begin to get at 
the issue of the 50-mile radius; for 
example, the area known as the GTA 
(greater Toronto area) and Golden 
Horseshoe (the area west of Toronto, 
through Hamilton, down the Niagara 
Peninsula to the U.S. border) is where 
nearly 40 percent of the population of 
Canada lives and- surprise, surprise 
-is where most of the car dealer have 
cho en to locate. Once the 50-mile 
radius was imposed on this part of 
the country, a sizeable number of 
Canadian car dealers were knocked 
out of consideration. 

On the U.S. ide of the fence, even 
greater problems emerged in trying to 
distribute a sample of 300 dealers 
across 50 states, weighted to the three 
size-bands, the two population breaks 
and geographic dealer concentrations 
while allowing for the 50-mile radius 
limitation. It's also debatable whether 
300 is really a realistic sample for the 
U.S. While tatistical reliability may 
be inferred from a number such as 
300, the U.S. market is far too large 
and far too diverse to interpret broad­
er issues such as financing patterns 
with such a small sample. As it was, 
we had to persuade VC to change its 
grand design so we interviewed only 
in the top 10 tates, based on where 
the largest numbers of Chevrolet, 
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Dodge and Ford dealers were located. 

• Accept that the world is not 
designed to meet your objectives. 

Developing specs without a reality 
check also creates ongoing problems 
in a research project. For TPFH, one 
of these concerned the number of 
actual dealers for the three automak­
ers chosen. There are far fewer Dodge 
dealers in both countries; if a realis­
tic approach had been used, a weight­
ing closer to 60:30:60 (for each 150 
calls) would have been used, instead 
of 50:50:50. The lack of Dodge deal­
ers often made it difficult to come up 
with the trio required in any popula­
tion center selected for interview. 
When asked, one of the VC consul­
tants explained their rationale for 
picking these three makes of car: 
there was one of each dealer, within 
a short drive from his home in 
Collingwood, Ontario! He viewed 
this as typical of small towns in 
Canada and, by extrapolation, the 
U.S. The fact that Collingwood - a 
haven of Yuppie chalets and stratos­
pheric real estate values - is probably 
the most atypical small town in 
Canada, didn't seem to enter his 
thinking! 

Another "real world" reality which 
clouded the picture is that, in parts of 
the U.S. and Canada, leasing is 
unheard of. As one dealer in 
Minnesota explained: "Lady, no one 
leases cars in these parts! I've been 
here for 20 years and have never done 
one!" This made it very difficult to 
come up with both loan and lease 
data. 

• Are there other ways to achieve the 
objectives? 

As much as researchers of all 
stripes like to make their work pre­
cise, the fact is, some adjustment is 
necessary; even scientists working in 
the lab have to change their experi­
ments as they go along. One of the 
other obstacles which came up is that 
the Dodge dealers, in particular, 
would not quote loan or lease rates 
other than their own subvented 
finance rates. VC had placed a very 
firm parameter on the work that sub-

vented rates were not acceptable, as 
these would not prove their point. The 
trouble was, dealers at all three of the 
auto makers often did not know what 
the comparable bank loan rate would 
have been. (And why should they? It 
wasn't necessarily a requirement of 
their job.) 

Whenever we tried to raise this 
issue, VC simply faxed back the orig­
inal specs to us. This was generally 
true about any problems we raised 
and, as we were a subcontractor, not 
the research director, we could not 
make changes ourselves. For exam­
ple, it would have been perfectly pos­
sible, if they had been willing to ease 
up on their spe~s, to phone banks in 
the various communities where we 
had interviewed dealers unwilling to 
give non-subvented loan rates and 
find out what the community stan­
dard was from banks operating in 
each locality. 

Similar inflexibility on the part of 
VC was also a problem when we 
encountered sizeable geographic 
areas where every single dealer 

refused to discuss pricing and rates 
over the phone. No doubt this was 
either a dealer policy or a manufac­
turer policy, handed down from high­
er levels; in parts of Canada and the 
U.S. where the population was sparse 
- the 50-mile radius often pushed us 
out into the hinterlands to conduct 
interviews - it meant there were no 
further dealers to interview. There 
were also similar problems if we had 
interviewed one or two Chevrolet, 
Dodge or Ford dealers and then the 
third in that area turned us down. 
Again, in many parts of both Canada 
and the U.S., there were no dealers 
left to turn to when this happened. It 
also meant perfectly acceptable, com­
pleted work had to be discarded. 

• Ranges versus rigidity. 
VC also was very rigid on a num­

ber of other issues. Some dealers 
would only quote ranges for lease 
rates or loan rates and no amount of 
re-calling or skillful probing would 
persuade them to narrow this down to 
a set amount. When we drew this 

Having Trouble Communicating 
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Forging Technology into Understanding 
March 5-7, 2001 j HILTON NEW YORK 

As technology transforms how we do business, 
increasingly, the enhanced role of research is to forge understanding and build knowledge. 
This year's ARF Annual Convention and Research Infoplex brings you the leading authorities 
and most vital topics to help YOU wield the power of research. 

Convention Chair 
S. Murray Gaylord 

Director of Fusion Marketing 
YAHOO! 

Murray Gaylord joined Yahoo! in March 2000 as director of Yahoo! 
Fu ion Marketing. In this role, Gaylord is leading the initiative to fom1 
relationships with advertising agencies and adverti ers to create cus­
tomized integrated marketing programs. Prior to joining Yahoo! Gaylord 
was executive vice president and chief operating officer at the Advertising 
Council, the nation's leading provider ofpublic service message . 

Gaylord currently serves on the board of directors of the American 
Ad ertising Federation, the Advertising Educational Foundation, and 
is a fou nding member of the eMarketing Association advisory board. 

Monday 
Keynote Speaker 
John J. Dooner, Jr. 

President - Chief Operating Officer 
and CEO Designate 
THE INTERPUBLIC GROUP OF 

COMPANIES 

As President and COO ofThe Interpublic Group of Companies (rPG) 
John J. Dooner, Jr. will take over as IPG's hiefExecutive Officer 
effective January 1, 200 I. Previously, he was Chairman and Chief 
Executive Officer of lnterpublic's McCann-Erickson World Group and 
is credited with leading McCann-Erickson in its two-and-a-half year 
transfom1ation from the leading global advertising agency to one of 
the world's large t and faste t-growing integrated marketing communi­
cations organizations. The succe s of this transfonnation is reflected in 
the "Agency of the Year" honors McCann-Erickson won this year from all 
major trade publications, including Adverti ing Age, Adweek, Busine s 
Marketing, and Media and Marketing Europe. 

For more information, 
or to receive the full Annual Convention 

brochure, call the ARF at (212} 751 -5656 

or go to www.thearf.org for the latest 

program updates. 

And if you register on or before January 31, 

you'll be a Premier Attendee and 

entitled to take 1 0°/o off your Full or 

One-day Only Convention Registration. 

See the ARF's website for details! 

Tuesday 
Luncheon Speaker 
Jeffrey Mallett 

President and Chief Operating Officer 
YAHOO! 
Jeffrey Mallett, President and Chief Operating Officer, joined 
Yahoo! Inc. in 1995 as the executive responsible for establishing, 
operating and leading Yahoo! 's worldwide organization. As it presi­
dent and chief operating officer, he i recognized a being instru­
mental in taking Yahoo! from a start-up to a pre-eminent global 
communications, commerce, and media company with 1999 annual 
net revenues of Close to 600 million dollars. Mallett has a successful 
15-year track record in the con umer multimedia, software and 
telecommunications industries. 

Tuesday 
Keynote Speaker 
Peter R. Dolan 

President 
BRISTOL-MYERS SQUIBB COMPANY 
In hi position as President, Peter R. Dolan 
is re ponsible for the company's worldwide Medicine , Beauty are 
and utritional bu ine s. He al o head the Corporate Operating 
Committee, which is responsible for ensuring progress against busi­
ness and financial objective a well a leader hip development and 
productivity programs. During his career at Bristol-Myers quibb, 
Mr. Dolan has had line management responsibility in all four of the 
company's businesses which includes on umer Product , 

utritionals, Medical Devices and Pharmaceutical . 

MORE ARF Concurrent Key Issue 
Research Forums to Choose from, 
including: 

lil Brands as Strategic Assets 

lil Interactive TV 

lil E-commerce 

Fusion 

lil Long-Term Advertising Effects 

lil Direct-To-Consumer (DTC) Advertising 

lil Surround Marketing 

Wireless Communications 

lil Consumer Buzz 

The 

Newly-redesigned 

ARP, Ogilvy Awards 

Showcase Research 

at its Best 

After a major redesign of the 

ARF Ogilvy Award and entry 

process, the new award will 

focus on the industry's best 

research in the areas of 

Consumer Packaged Goods, 

Durables and Services. 

Winners will share their 

secrets of success during 

Tuesday's General Session. 

That evening, celebrate with 

the winners throughout an 

evening of sumptuous food 

and riveting entertainment at 

the famed Rainbow Room at 

Rockefeller Plaza. 

Kick Off the Convention at the 
Monday Night ARF President's 

Schmooz 
Jazz 

Reception 
Network with fr iends, 
colleagues and new 

business associates at 
this ARF Annua l 

Convention event! 

President's Reception 
sponsored ~ I 
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problem to VC's attention, again, 
their response was to fax back their 
original specs - as if we hadn't read 
them a hundred times already! Their 
computer program had also been set 
up so that only fixed lease rates, 
rather than ranges, could be accom­
modated in the cells in the spread 
sheet. 

Then there was the issue of terms: 
many dealers refused to quote for 36-
month terms. They were only will­
ing to cite 24-month or 30-month 
terms. Researchers tried every tactic 
in the book to tease 36-month rates 
from these folks but they were 
unmoved. And who can blame them? 
Many were just following directives 
from higher up. Why should someone 
jeopardize their job for VC? (There 
were also cases where dealers were 
likely on probation, meaning they 
suspected our calls were from the 
head office, which was checking up 
on them. No wonder they wanted to 
play it by the book.) 

We also hit a snag with the 10-
basis-point tolerance imposed. Car 
dealers are not known for their pre-
cise quoting over the phone and so 
rarely did the two interest rates come 
this close. 

We eventually told VC it would 
have to be at least 50 basis points, if 
they wanted the work done on time. 

The key learning here is that, no 
matter how skilled the researchers or 
how much effort is expended, no 
respondent to a survey is obligated to 
give all the information you want nor 
to provide it exactly as you need. 

What eventually happened? 
We did, with Herculean efforts 

from everyone at both of our loca­
tions, manage to get the results to 
VC on time; another problem with 
their grand design was that they 
already had a set deadline for pre­
senting the results of their own 
analysis (for which they needed our 
work), to a parliamentary commit­
tee. Not such a good idea; sometimes 
it is better to allow a longer lead­
time rather than set the presentation 
date and then go out to sign up a 
subcontractor. Interestingly enough, 

not only did VC manage to present 
its work on schedule, as studies pub­
lished by its banking industry asso­
ciation client and reported in the 
press revealed, they ended up cher­
ry-picking the findings that best met 
their objectives of "proving" that the 
loan/lease rate spread is closer to 2 
percent in Canada and to 1 percent in 
the U.S. 

When we did our own analysis, we 
discovered that there really is not 
much difference and there are just as 
many wide gaps between loan and 
lease rates quoted by U.S. car dealers 
as there are by those in Canada. We 
also doubt if VC's research method­
ology, although it went overboard on 
rigor, really reflects marketplace real­
ities. Interest rates and dealer pricing 
are not driven by the number of 
financiers available. Most financial 
institutions and others who provide 
financing are subject to fluctuations 
in the central bank rate and global 
trends in interest rates, meaning there 
are forces at work which are bigger 
than any one single country. 

And, conventional wisdom sug­
gests that the way dealers price may 
have very little to do with what is 
going on in the larger financial mar­
ketplace. One suspects that the way it 
really works is that, when the auto 
makers realize they have a lot of vehi­
cles coming off lease in the not-too­
distant future, the word goes out to all 
the dealers to make loan rates look 
more attractive than lease rates; con­
versely, when the auto makers feel 
that they are not doing enough financ­
ing - most provide their own funds 
and do not need indirect lending from 
other financial parties - then the word 
goes out to lower the spread between 
loan and lease rates. 

It would be interesting to hear from 
other research companies - assuming 
they can follow the convoluted 
research design for this project- as to 
what they would have done if 
approached with TPFH. And did VC 
really demonstrate valid findings or 
was the whole exercise really what 
we felt it was - statistical contortion­
ism- to prove the client's point? r~ 
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Patient satisfaction 
continued from p. 16 

"shop" the practice. Read on for three 
olutions. 

Up close and personal 
"It all started in the waiting room of 

my children's pediatrician. While I wait­
ed - and waited - I was stewing about 
things like attitude and cleanliness," says 
Ober. He took notes and offered the 
office manager some constructive feed­
back. She later visited Ocala Eye 
Surgeons, where Ober was administra­
tor at the time, and returned the favor 
with a few pointers of her own. The 
whole experience inspired Ober to orga­
nize a similar exchange among col­
leagues in the Florida Society of 
Ophthalmic Administrators. 

Ober and Alwyn Holloway, COE, 
administrator at EyeSite in Clearwater, 
Fla., served as the first "exchange 
patients." 

The practices they worked for were 
far enough away not to be competitors. 
Ober made an appointment for an eye 
exam at EyeSite, telling the receptionist 
he was a traveling salesman who would 
be in town in a few weeks. 

During his visit, Ober was impressed 
with the practice's signage, clear direc­
tions and friendliness of the phone staff, 
but noticed some problem during the 
technician's workup. "I was learning 
and picking up new ideas myself even as 
I was critiquing the practice," he says. 

Later that evening Ober bared his 
impressions with Holloway and the 
practice owners over dinner and fol­
lowed up with a detailed written report. 
Shortly after, Holloway made a similar­
ly unannounced appointment at Ocala 
Eye Surgeons. In her final report, she 
praised the framed mission statement 
and employee-of-the-month award in 
the lobby, but wondered why there was 
no mention of laser correction services. 
She also wasn't recontacted to confirm 
her appointment. "That has been one of 
my pet peeves, and is something we're 
trying to improve," Ober says. In fact, he 
was surprised to see that some of the 
same mistakes he'd found at EyeSite 
were going on right under his nose in 
Ocala. 

Ober, who has 20 year of experience 
in ophthalmology, is enthusiastic about 
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Tips for a successful health care mystery shopper program 
• Tell the staff about the program in advance and get their input on the ques­

tionnaire the shoppers will use. ··A mystery shopping program works best when 
employees know what is expected of them." says BAI President Michael Bare. He 
recommends that the practice announce and promote the program in a positive 
manner. 

• Get physician buy-in. too ... I think physicians are concerned that they are going 
to come under attack for their care or their medical decisionmaking ... says BAI's 
Lynne Brighton. ··we reassure them that the mystery shoppers aren't evaluating 
the diagnosis at all. We are just looking at how they feel as a patient coming 
through your system." 

• Make sure consultants are knowledgeable about design. data collection, 
analysis and reporting and that they have the resources to serve you. 

• Think through your goals and design the program and questionnaire accord­
ingly. 

• Ask quantifiable or objective questions. Ideally. questions should be framed 
so the mystery patient can check yes or no. then add clarification of negative 
responses or overall comments later. 

• Share the results with the entire team and then act on them to implement effec­
tive changes in the practice. 

• Reward good performance. When a mystery shopper notes the name of a 
friendly or helpful employee. make a big deal about it. '·The whole idea is to catch 
people doing things right. We think the bottom line is recognition of a job well 
done and knowing the areas where there is room to improve ... Brighton says. 

peer exchange my tery hopping. "I 
think an administrator is in a better posi­
tion to notice compliance issues and tech 
skills than a layperson. Plus, the doctors 
appreciated the information coming 
from a easoned person with no axe to 
grind or fee to collect and the fellow 
administrator appreciated knowing I 
wasn't out to make her look bad," he 
says. 

A professional eye 
Other practices have turned to pro­

fe sionals to help them evaluate their 
customer service kill . The Mystery 
Shopping Providers Association has 
more than 100 members that will end in 
screened and trained "average con­
sumers." 

Practices that hire a mystery shopping 
consultant should expect the consultant 
to work with them to determine the goal 
of the program and design appropriate 
questions and point-scoring systems to 
meet those goals. 

"Make ure the answers are action­
able," Bare says. This means e tabli b­
ing measurable and objective criteria, 
uch as the number of rings before the 

phone was answered or whether taff 
made eye contact, rather than vague or 
subjective question . 

My tery shopping firms offer varia­
tions to meet any need. Typically, they 

send in one "patient" per location, armed 
in advance with key que tions, then 
repeat the proce each month or quar­
ter. "You really need to set a baseline and 
then measure how you are doing. The 
fewer times you do it, the les tatisti­
cally valid that one glimpse is," Bare 
ay . "An e tabli hed, ongoing program, 

where employee know that any cus­
tomer may be the mystery shopper, is 
more effective and objective than spo­
radic audits." 

Mystery shopping providers canal o 
combine the my tery patient portion 
with patient or employee satisfaction 
surveys, audio or video recording, com­
petitor comparisons, and other services. 

The fees charged by consultants vary 
widely. A one-time, one-page question­
naire completed by a single my tery 
patient will be much cheaper- but per­
hap le effective - than a quarterly 
mystery patient visit with a more exten­
sive questionnaire. Multiple sites al o 
add to the co t. 

In some cases, administrators have 
been urprised at the results. In one job 
that Bare A ociates Senior Vice 
President Lynne Brighton recalls, the 
admini trator thought he had a problem 
employee. "It turns out that this employ­
ee's focu on patient care made her 
tough for coworkers to deal with, but she 
was making a great impres ion on 
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15 sample mystery patient questions 
1) Was the phone ansv1ered within three rings? 

2) How long did you have to \Vait for an appointment? 

3) Were you given clear directions to the office? 

4) Did you receive a nevi patient packet in the mail? 

5) Were signs directing you to the office clear and visible? 

6) Did the receptionist greet you v;hen you entered the office? 

7) Hov1 long did you wait before being taken into a room for the pre-exam? 

8) Did all staff members have a nametag on? 

9) Was the facility clean? 

1 0) Were your eyes dilated before you saw the doctor? 

11) Were exam procedures explained clearly? 

12) Were you given an opportunity to ask the doctor questions? 

13) Were your questions answered promptly and respectfully? 

14) Were you directed to the optical shop after your exam? 

15) Were your glasses/contacts ready when promised? 

patients," says Brighton. 

Bringing in the troops 
Ophthalmic administrator Suzanne 

Bruno found ucces in numbers. She 
had 35 mystery patients come through 
Horizon Eye Care in Margate, N.J., dur­
ing a six-month period. All were mem­
bers of a local civic organization, but 
only she knew who they were. The prac­
tice made a charitable donation to the 
civic group and provided complimenta­
ry exams and 50-percent di counts on 
eyewear to all participant . 

A few of the mystery hoppers -
including two who needed cataract 
surgery - were already patients in the 
practice. The rest were new patients, 
mo t of whom tayed with the practice. 
They paid for their visits and were reim­
bursed based on the receipts. Becau e 
Bruno had o many mystery shoppers, 
he could evaluate all five of Horizon's 

offices and optical shop , a well as the 
surgery center. 

It took a huge effort on Bruno's part 
to develop the lengthy questionnaire she 
di tributed to the my tery hoppers, 
communicate secretly with these 
patient , proces all their refunds, and 
compile evaluations, but the feedback 
has been invaluable. 

our office wasn't. That's one thing we 
changed as a direct result of the pro­
gram. All our offices now have toybox­
e with books, toys, and even video 
game for older children," Bruno says. 

"We also thought a waiting time of 20 
minutes was satisfactory, but our patients 
didn't agree. They expected to wait only 

10-12 minute ." 
The my tery hopper program vali­

dated and reinforced behavior change 
Bruno had been preaching all along. In 
one case, a mystery patient overheard 
two techs discussing a piece of equip­
ment that needed to be repaired. From 
her que tionnaire, Bruno learned the 
woman was worried this equipment 
might be used on her own eyes. "We 
tell them all the time to maintain a pro­
fessional demeanor in front of patients, 
but it took thi experience to really make 
it sink in," Bruno says. 

Importantly, Bruno invested a much 
effort in the final phase of the program 
as in the "mystery" portion of it. She 
formed a quality assurance team made 
up of at lea t one staff member from 
each department to deal with the survey 
results - something she says facilitated 
staff buy-in. Questionnaire responses 
were broken down by functional area 
(surgical, billing, reception), then broken 
down again into physical plant items 
and per onnel-related items. "Over the 
course of the next 12 months we made 
many change suggested by the mys­
tery patients," Bruno says. r~ 

in Chicago. 
& Taste Tests. 

For example, being "child-friendly" 
wa a practice goal, o Bruno pecifi­
cally requested that some of the volun­
teers bring in their children for exams. 
"We discovered that our staff and our 
doctor were good with children, but 
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Product & Service Update 
continued from p. 12 

high-speed Internet access, new or used 
cars/trucks, a home) or make one of 
life's major transitions (change jobs or 
careers, get married, have a child, 
retire). For more information visit 
www.insightexpress.com. 

Service helps health 
care providers examine 
e-solutions 

Irving, Texas-based 
HEALTHvision has introduced e­
Health Readiness Assessment and 
Action Plan services. These services 
are designed to help health care orga­
nizations use the Internet to improve 
market share and deploy successful 
e-health solutions to address specific 
business and clinical is ues. As part of 
the new services, an on-site assess­
ment and planning session provides 
health care organization leaders with 
the opportunity to speak with experts 
about their bu iness and clinical 
issues in various parts of the organi­
zation. Focus group, interview and 
urvey results are aggregated to pro­

vide the leadership team with an over­
all picture of their organization's e­
health readiness, as well as a step-by­
step action plan to address specific 
issues with appropriate usage of the 
Internet. For more information visit 
www.healthvision.com or call 877-
446-1800, option 2. 

Study looks at demand 
for retail financial 
services 

Chicago-based Bank 
Administration Institute (BAI) is 
undertaking a study, "Competing on 
Supply, Winning on Demand: 
Recapturing Share of Consumer 
Financial Services," in conjunction 
with The Cambridge Group. It focus­
es on the factors that are reshaping 
consumer demand for retail financial 
services and the steps that banks can 
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take to increase relevance and differ­
entiation in the minds of their target 
customers. The study define a new 
strategy for banks going forward and 
provides insights and action steps to 
help management make appropriate 
resource allocation decisions. For 
more information contact Paul 
McAdam at 312-683-2403 or at 
pmcadam@bai.org. 

Online platform melds 
qual & quant 

BuzzBack, a new online platform 
for qualitative research, has been 
introduced. Through BuzzBack, con­
sumer insights are pushed to the desk­
top in real time, allowing businesses 
to integrate consumer input into mar­
keting issues and new product inno­
vation. Using Quali-Quant methodol­
ogy, BuzzBack's approach eeks to 
add depth to quantitative numbers. 
Clients log in real-time to a password­
protected area from their desktops to 
watch results unfold. Verbatims are 
connected to both quantitative data 
and qualitative insights. BuzzBack 
u es a combination of sequential and 
selective recruiting to insure partici­
pants are engaged and offer insightful 
commentary. Screened participants 
respond on their own time. Built-in 
prompts direct them to elaborate on 
topics, and respondents can choose 
from a variety of emotion icons to 
punctuate their comments. 
Respondent are paid cash for each 
completed session. For more infor­
mation visit www.buzzback.com. 

QuickTake announces 
enhancements 

QuickTake, a division of Wilton, 
Conn.-based Greenfield Online, has 
made enhancements to its real-time, 
self-directed urvey tool. QuickTake's 
custom clients now can survey cus­
tomers, consumers, employees and 
business partners whether they are 
tethered to a PC and/or the Internet or 
untethered, via PDAs (personal digi­
tal assistants), two-way pagers and 
the telephone, through interactive 

voice recognition technology devel­
oped by NetByTel. The ite, designed 
by Primix Solution Inc., also features 
new functional enhancements that 
provide customers with a more flexi­
ble set of tools for information gath­
ering. Other QuickTake enhance­
ments include: custom services, cus­
tomer advi ory board , expanded 
Internet reach, direct link urveys, and 
site intercept surveys. For more infor­
mation call Jean Tom at 203-846-5790 
or visit www.quicktake.com. 

Cyber Dialogue debuts 
segmentation service 

New York-based research firm 
Cyber Dialogue has introduced 
Value Metric , a new service 
designed to help businesses identi­
fy and target their most profitable 
customers online. Value Metric is 
a customer segmentation service 
that employ mathematical models 
to identify customer attributes and 
segments that best predict prof­
itable behavior. This service can be 
deployed , as oftware, across 
online customer databases to 
enable marketer to determine the 
value of customers attracted to their 
site , identify the ones that con­
tribute mo t toward profitability, 
and implement marketing cam­
paigns to attract and retain them. 
For more information contact 
Deborah Kim at 212-651-9234 or at 
debkim @cyberdialogue.com or 
visit www.cyberdialogue.com. 

Service investigates 
prescribing practices 

InfoScriber Corporation and New 
York research fmn Ziment, Inc., have 
formed a co-marketing agreement on 
an Internet-based information service 
that investigates physician prescribing 
practices. Under the terms of the agree­
ment, Ziment will combine the research 
capabilitie of its online physicians' 
panel, WebSurveyMD.com, with 
Info Scriber's point-of-prescribing 
database. Beginning in pring 2001, 
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psychiatry will be the first of several 
therapeutic specialties that compa­
nies can acces , with plans in devel­
opment for cardiology, infectious dis­
ease and oncology. For more infor­
mation visit www.ziment.com or 
www.infoscriber.com. 

Briefly ... 
Genesis Group, Inc., a Bellevue, 

Wash., customer service con ulting 
firm, has introduced two new pro­
grams: Total Office Management, an 
integrated hardware and software 
system geared toward mystery 
shopping; and Signature Executive 
Service, a group of client services, 
including questionnaire design and 
data processing. For more informa­
tion call Brad Worthley at 800-258-
6247 ext. 212. 

Interserve Corporation, a Tokyo­
based e-commerce firm, is now offer­
ing Web-based survey research in 
Japan. The service, IS-Map, offers 
Web-based survey tools and Web-

ba ed delivery of results. Respondents 
can be sampled from registrants on 
the firm's B2C hopping site. Surveys 
are designed, supervised, analyzed 
and reported by in-house research 
staff. For more information visit 
www.interserve.co.jp or contact 
Richard Dorwart at the firm's San 
Francisco office at 415-296-7244. 

Washington, D.C.-based 
Jstreetdata.com Inc ., a Web-based 
medical market research firm, has reg­
i tered 5,000 physicians to participate 
on an as-needed basis in online med­
ical market research. The number 

· includes more than 900 cardiology 
peciali ts and close to 600 oncology 
pecialists. After a market researcher 

po ts a survey, appropriate medical 
pecialist automatically are invited to 

participate via e-mail and then sur­
vey response are gathered and cal­
culated in real-time. For more infor­
mation visit www.jstreetdata.com. 

Construction Market Research, a 

firm specializing in the competitive 
analysis of construction aggregates 
market, has released the 1999 edi­
tion of its Construction Aggregates 
Databook. The 333-page reference 
source includes a CD-ROM which 
consolidates 30 years of U.S. gov­
ernment and proprietary data perti­
nent to the construction aggregates 
industry. For more information visit 
www.aggregatemarket.com/data­
book.htm or call Jane Snyder at 800-
397-3240. 

Chicago-based SPSS MR soft­
ware is now shipping Verbastat 6.1 , 
a coding tool that helps researchers 
code open-ended responses. New 
features in Verbastat 6.1 include: 
multilingual capabilities; easier cod­
ing of multimedia data; unlimited 
characters in verbatim responses; 
new editing tools; increased options 
for importing and exporting data; 
and more flexible reporting tools. 
For more information visit 
www.spss.com. 

How To Find The Best Deal 
On WATS Interviewing. 

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

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

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

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

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

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

1/HIR Research Group 
Quality Marketing Research That Works. 

4440 S. Maryland Pkwy. -Suite 203- Las Vegas, NV 89119- (702) 734-0757 
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SuiVey Monitor 
continued from p. 8 

America's favorite grab-and-go morn­
ing food. 

Top 10 Restaurant Breakfast Foods Eaten Off­
Premises 
1. Sandwiches 
2. Donuts 
3. Soft Drinks 
4. Potatoes 
5. Bagels 
6. Eggs 
7. Pancakes 
8. Sausage 
9. Biscuits 
10. Cereal 

Finally, while most people still eat 
breakfast, Americans are skipping 
breakfast more often. Skipped break­
fast meals increased to 49 meals per 
person, up from 42 meals per person in 
1990. The average person skips 
approximately one breakfast meal a 

access their program sites, although 
they still do better than most cable net­
works. 

These are some of the findings from 
a new study jointly conducted by 
Cincinnati-based Burke, Inc. and 
Greenwich, Conn.-ba ed NFO 
Interactive. Finding from the study, 
"Connecting With Viewers: TV 
Programs and Their Web Sites," sug­
gest that network Web sites can play a 
key role in creating loyal program 
viewers. 

To discover more about the evolving 
relationship between television and the 
Internet, 8,605 adult NFO Interactive 
panelists were surveyed via the Internet 
from October 9 to October 25. 
Panelists were first asked which of 315 
programs on 27 broadcast and cable 
TV programs they had personally 
watched in the three month prior to 
being surveyed. Viewers of program 

were then asked if 

of the programs viewed. "Emeril Live" 
by itself attracted 714 of these viewers 
to the Web, although several less heav­
ily watched Food Network programs 
("Food Finds," "Good Eats," "Inside 
Scoop," "Calling All Cooks ," and 
"FoodNation") also managed to inspire 
at lea t one-quarter of their viewers to 
journey to the program Web sites. 

Five ESPN program , including 
NFL football and Major League 
Baseball coverage, were included on 
the urvey. A total of 3,970 individuals, 
or 46 percent of those surveyed, indi­
cated that they had watched one of the 
listed programs. Of these, 1,179, or 30 
percent, indicated that they had been to 
ESPN's ports-oriented Web site. 

The major broadcast networks were 
definitely the most viewed by survey 
respondents. More than 90 percent had 

r---------------------------------~--~~ they had ever gone 

een at least one listed program on 
NBC, ABC, and CBS, and 84 percent 
had seen at lea t one of the Fox pro­
grams li ted. Of the e four networks, 
CBS did slightly better than the others 
in getting Web-enabled viewers to its 
program Web site . Twenty-eight per­
cent of surveyed CBS viewers indicat­
ed that they had been to the Web ite of 
at least one CBS program they had 
seen, compared to 27 percent for ABC, 
26 percent for NBC, and 21 percent for 
Fox. (See table.) 

Breakfast Meals Skipped By Age Group 
Annual skipped meals per capita (person) to the network Web 

<6 
1996 12 
1999 20 

6-12 13-17 
17 59 
30 63 

18-34 
73 
87 

site for that pro-
35-49 50-64 65+ gram and , if so, 

57 27 10 
63 36 13 whether they had 

~--------------------------------------~ gone to the Web 
week. NPD found that people of all 
ages are skipping breakfast more than 
they did years ago. Children 6-12 and 
young adults 18-34lead this trend with 
the largest increases in skipped meals 
within the past few years. 

The NPD Group's National Eating 
Trends panel is the primary source of 
data for this study. NET's annual sam­
ple consists of 2,000 households con­
taining approximately 5,200 individu­
als. The panel i demographically and 
geographically balanced to U.S. 
Census Bureau statistics each year. For 
more information visit www.npd.com. 

Cable networks beat 
majors in connecting 
viewers with Web sites 

The Food Network and ESPN have 
emerged as leading television networks 
when it comes to connecting viewers to 
program Web sites. The major broad­
cast networks (CBS, ABC, NBC, and 
Fox) have not done as well in terms of 
getting Internet-enabled viewers to 
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site for program information during or 
after their viewing. Viewers of each 
network were also asked if they had 
ever decided to watch a program as a 
result of visiting that network's Web 
site. 

A total of 2,682 individuals, or 31 
percent of those surveyed, indicated 
that they had watched at least one of 14 

CBS's leading Web franchises in the 
period covered by the survey included 
"Survivor" and "Big Brother." ABC's 
numbers were especially sparked by 
"Who Wants to Be a Millionaire." 

Networks With The Highest Percentage of Web-Site Visitors 
Among Internet-Enabled Viewers of Their Programs 

(Among 27 networks included in the survey) 

Network Vi1w1rs Survered 
Food Network 2,682 

ESPN 3,970 
CBS 7,920 
ABC 7,979 
NBC 8,127 
Fox 7,208 

MTV 2,759 
HBO 2,913 

Nickelodeon 2,297 
Discovery 4,595 

listed Food Network programs in the 
three months prior to the survey. Of 
these, 876, or 33 percent, had al o been 
to the Web site devoted to at least one 

Wtb·Sitl Vilitors fGt.. 
876 33% 

1,179 30% 
2,218 28% 
2,118 27% 
2,094 26% 
1,503 21 % 
551 20% 
517 18% 
400 17% 
793 17% 

NBC's most-viewed Web site was for 
its Olympics coverage. For Fox, the 
leading producer of Web-site visitors 
wa its NFL football coverage. 
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Even more cable networks beat the RSL used its CAPIBUS Europe 
major broadcast networks in terms of omnibus methodology, a harmonized 

focused on the sectors within the fman­
cial services industry that distributed the 
most unwanted direct mail as well as 
the channel most often used for con­
tacting the consumer (direct mail, tele­
marketing and e-mail). The firm also 
analyzed the extent to which the public 
is prepared to reveal information about 
themselves to these organizations based 
on different scenarios, both with and 
without incentives. 

Networks With The Highest Percentage of Internet-Enabled Viewers 
Saying They Had Watched a Program as a Result of Visiting the Network Web Site 

(Among 27 networks included in the survey) 

tittWirk. lli1WII1 SUI:YI¥1d 
Discovery 4,595 

Food Network 2,682 
Disney Channel 862 

PBS 4,700 
The Learning Channel 3,713 

HBO 2,913 
Showtime 1,468 

CNBC 980 
ESPN 3,970 
MTV 2,759 

using their Web sites to promote pro­
gram viewing. In thi s area, the 
Discovery Channel was the leader 
among networks included in the sur­
vey. A total of 417 surveyed individu­
als - 9 percent of all Discovery Channel 
viewers surveyed - indicated that they 
had decided to watch a program on the 
Discovery Channel as a result of visit­
ing its Web site. (See table.) 

By contrast, only about 4 percent of 
Internet-enabled viewers of each of the 

Will!fbld frogmm 
Duelu Web Site fg.. 

417 9% 
220 8% 
53 6% 
283 6% 
218 6% 
166 6% 
81 6% 
48 5% 
188 5% 
125 5% 

CAPI omnibus service. In the remaining 
four markets, Ipsos-RSL used preferred 
suppliers to collect the data. 

The study revealed that the buying 
public believes financial services orga­
nizations (e.g. , banks, credit card com­
panies and insurance agencies), in an 
effort to gain more business and grow 
their bottom line, have forgotten how to 
treat consumers as individuals- and are 
jeopardizing customer relationships. 

For the frrst fmdings , Prime Response 

In the U.S., respondents cited credit 
card companies as the worst junk mail 
offenders, pushing 64 percent of all 
unwanted direct mail. Similar results 
were also reported in the U.K., where 
people received most of their unwanted 
direct mail from credit card companies, 
who were responsible for more than 50 
percent of all consumer junk mail. In 
France, Germany, the Netherlands and 
Australia, banks, building societies and 
credit card companies were all high­
lighted as the worst offenders for dis­
tributing unwanted direct mail to con­
sumers. 

Financial services companies account 
for the most junk mail sent to consumers, 
with the exception of Germany and the 

m~or broadcast networks (ABC, ~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 

NBC, CBS, and Fox) indicated that 
they had watched one of that network's 
shows because as a result of a Web-site 
visit. For more information contact 
Cary Nadel at 203-431-5901. 

Credit card companies 
worst junk mailers 

PrimeResponse, an Orlando, Fla., 
relationship marketing flrm, has released 
the first set of results from its research 
study "Junk Mail Offenders in the New 
Economy" showing that banking, cred­
it card and insurance organizations as the 
worst purveyors of unsolicited junk 
mail. 

The Right Conjoint Tools 

Every conjoint project requires the RIGHT tools for the job. Sawtooth 
Software responds with THREE conjoint packages: 

;. ACA (Adaptive Conjoint Analysis) 
.._ Adaptive computer/Web interview 
.._ Excellent for studies with large number of attributes 
.._ Solves "information overload" that plagues many full-profile studies 

CBC (Choice-Based Conjoint) 
.._ Computer-administered interview 
.._ Full-profile choice questions are realistic and natural to answer 
.._ Specifically for pricing research 
.._ For brand-specific demand curves, and other two-way interactions 

CVA (Conjoint Value Analysis) 
.._ Create paper-and-pencil/Web conjoint surveys 
.._ Develop and analyze a variety of full-profile conjoint designs 

Tool up with conjoint products from Sawtooth Software. 
Call for information and a demo disk. 

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

360/ 681-2300 • 360/ 681-2400 (fax) 
www .sawtoothsoftware .com 

These initial findings are from the fust 
in a four-part global research study that 
gathered feedback from consumers in 
Australia, France , Germany, 
Netherlands, the U.K. and the U.S. To 
conduct this study, PrirneResponse com­
missioned the services of Ipsos-RSL 
Ltd. in September 2000. The survey 
was conducted using an omnibus 
methodology in Australia, France, 
Germany, the Netherlands, the U.K. and 
the U.S. In France and Germany, Ipsos- Computer Interviewing • Conjoint • Perceptual Mapping 
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Netherlands. However, in both of these 
cases, banks still received the second­
highest score. Traditional channels, such 
as direct mail and telesales, are used 
equally for males and females. However, 
newer electronic channels are focused 
primarily toward males. This is espe­
cially true for e-mail, but also for text 
messaging and the Web. 

The base sample for the study was 
1,000 adults aged 15+ in all markets 
except Germany and Australia, where 
the population surveyed was age 14+, 
and in the United States, where the 
adults contacted were aged 18+. A sum­
mary of the study is available at 
www. primeresponse.corn/news/press­
roorn/nm_summary.html. 

At the Olympics, less 
may be more 

Critics have always charged that the 
Olympics are more about marketing and 
less about sport, but a survey of fans 
attending the Sydney 2000 Games has 
found that subdued commercialism does 
not necessarily mean diminished spon­
sorship results. 

While previous Summer Olympic 
Games have been critiqued for over-the­
top marketing and a carnival-like atmos­
phere, organizers of Sydney 2000 were 
determined that the Olympic stage 
should be more than just another adver­
tising medium deluging Olympic fans. 
Their efforts appear to have been suc­
cessful: A Performance Research study 
of visitors to the Sydney Olympics 
revealed that only 20 percent reported 
the Games to be over-commercialized­
a steep drop from the 1996 Atlanta 
Games, where 40 percent of attendees 
cried "Over -commercialization!" 

But does subdued commercialism 
mean weaker impact? The results may 
indicate the opposite. When looking at 
returning worldwide sponsors 
McDonald's, Kodak, Nike, ffiM, UPS, 
and Visa, each one recorded higher 
spontaneous recall figures in Sydney 
than they did in Atlanta. The most 
extreme lifts were noted for McDonald's 
(35 percent spontaneous recall in 
Sydney; 9 percent in Atlanta), ffiM (21 
percent Sydney/9 percent Atlanta), and 
Visa (16 percent in Sydney/8 percent in 
Atlanta). The only exception to this trend 
was Coca-Cola; however, considering 

54 

its headquarters is in Atlanta, a drop in 
sponsorship awareness would be 
expected. 

Do low-key sponsorships create a 
sense of indifference? Apparently 
not. An impressive majority of 
Sydney 2000 attendees reported that 
they are "All for companies spending 
millions of dollars so they can be offi­
cial sponsors," and one-third (34 per­
cent) indicated that "Sponsorship 
makes a valuable contribution to the 
Olympics and makes me feel better 
about sponsors." 

Staff from Performance Research 
Europe randomly intercepted and 
interviewed, in-person, 200 attendees 
during the 2000 Summer Games. The 
margin of error is ± 5 percent. 
Performance Research Europe is a 
division of Performance Research, 
Newport, R.I. For more information 
ca11401-848-0111 or visit www.per­
formanceresearch.com 

Electronics not just 'toys 
for boys' 

When it comes to technology, 
women and men may well be more 
alike in their thoughts and perceptions 
than most people think. According to 
the results of a study by eBrain Market 
Research, although a technology gen­
der gap does still exist, the types of 
consumer electronics products men and 
women have in their homes do not vary 
widely. Further, there are very few dif­
ferences when it comes to the "regular" 
usage of these same products. 

The study found that men are only 
somewhat more likely to have certain 
types of products in their homes than 
women (home stereos, hand-held music 
devices, computers, video game sys­
tems, camcorders and DVD players). 
The study also found that there is little 
difference between men and women in 
terms of actually using these same 
products. For example, when asked, 
"Which of the following do you per­
sonally use on a regular basis?" the 
biggest discrepancy was found in cam­
corders (men 44 percent, women 33 
percent), whereas most categories were 
separated by less than 5 percent. 

Also interesting is the apparent dis­
appearance of the gender gap between 
the number of men and women online. 

Sixty-six percent of men report being 
online compared to 61 percent of 
women. In a similar survey conducted 
in 1998, men and women reported 56 
percent and 42 percent respectively. 
However, both sexes are not necessar­
ily engaged in the same types of online 
activities. In fact, more men than 
women are active in most online activ­
ities measured in this survey, including 
researching products, purchasing items, 
chatting and participating in auctions. 
In spite of this, there is no gender dif­
ference in the frequency of performing 
these online activities among those who 
are engaging in them. 

"The concept of consumer electron­
ics products being ' toys for boys' is 
clearly outdated ," says Todd 
Thibodeaux, chief operating officer of 
eBrain Market Research. "The utility of 
these products is universal, and con­
sumers, both male and female, recog­
nize the benefits to their lifestyles and 
workstyles." 

The gender differences that were 
found dealt mainly with the research 
and installation aspects of consumer 
electronics purcha es. When asked who 
initiates the purchase process, the sur­
vey found a clear bias towards men as 
the initiator- nearly 60 percent of men 
responded "myself," as opposed to less 
than 50 percent of women. In addition, 
men tend to utilize the media as a 
resource for information about tech­
nology more than women, while 
women tend to get their information 
from other people, uch as their spouse, 
children, other relatives or friends. 

The biggest difference was found in 
installation behavior once a product is 
purchased. Men are clearly more 
involved with the set-up and connection 
of new product purchases. When asked 
who is responsible for setting-up or 
connecting a new product, nearly 80 
percent of men answered "myself," as 
opposed to only 40 percent of women. 

The survey wa designed and for­
mulated by eBrain Market Research 
and fielded between October 6-9 to a 
representative sample of 1,000 ran­
dom national households. The com­
plete study is available free to 
Consumer Electronics Association 
member companies. Non-members 
may purchase the study at 
www.ebrain.org. 
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Research Industry News 
continued from p. 15 

Hotmedia, Audiobase and Bluestreak 
formats. (Emerging Interest, formally 
the Rich Media Special Interest Group, 
is an information source about rich­
media advertising technologies and 
emerging marketing platforms, such 
as wireless, broadband, and interac­
tive television.) Together, the compa­
nies will develop a standard protocol 
for tagging rich-media ads. NetRatings 
plans to track usage and audience 
response in its next generation of 
Insight Internet measurement software. 
Syndicated rich-media advertising 
results will be available in the 
Nielsen//NetRatings audience mea­
surement service. 

Separately, Nielsen//NetRatings is 
now available in the Netherlands. And 
Nielseni/NetRatings has launched the 
Nielsen//NetRatings Media Alliance 
Program, a new initiative that offers 
media management companies the 
ability to integrate Nielseni/NetRatings 
data within their online tools. 

New York-based DoubleClick Inc., 
an Internet advertising firm , and 
Stamford, Conn.-based @plan.inc, an 
online research firm, have revised the 
terms of their acquisition agreement 
originally announced on September 
25, 2000. 

Under the terms of the amended 
agreement, @plan shareholder will 
receive $8.00 in value for each share of 
@plan common stock. @plan share­
holders will receive consideration, at 
DoubleClick's election, consisting of 
either a combination of cash, in an 
amount between $1.60 and $4.00, with 
the remainder of the $8.00 in value in 
DoubleClick common stock (valued at 
its average closing price for the 10 
trading days ending one business day 
prior to the closing date) , or all cash. 

DoubleClick will announce its elec­
tion by 5:30p.m. (New York City time) 
on the business day prior to the closing 
date. It is anticipated that the @plan 
shareholders' meeting will be held on 
the morning of the closing date. The 
transaction, which will be accounted 
for by the purchase method of account­
ing, is subject to customary closing 

conditions, including approval by 
@plan shareholders. The transaction 
is expected to be completed in the first 
quarter of 2001. 

RTNielson , a Salt Lake City 
research firm, has created two new 
divisions. RTNielson Interactive will 
provide Web-based research services. 
RTNiel on Asks America will develop 
a monthly omnibus survey of 1,000 
adult Americans. The omnibus study 
will begin on the second Wednesday of 
each month and cover nine basic 
demographic areas. The company also 
announced that is has increased its tele­
phone interviewing capacity to 150 
CATI stations. 

Acquisitions 
SPSS Inc., Chicago, has signed an 

agreement to purchase ShowCase 
Corp., a provider of enterprise intelli­
gence solutions. The parties expect to 
conclude the acquisition in the quarter 
ending March 30 as a pooling of inter­
ests in which SPSS will issue one of its 
shares for every three shares of 
ShowCase common stock. 

Alliances/strategic partnerships 
LightspeedResearch.com, Basking 

Ridge, N.J., has contracted with 
Future Information Research 
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Management Inc. (FIRM) to use 
FIRM's information management and 
reporting application, confirmit. 

Scarborough Sports Marketing, a 
New York sports marketing company, 
has formed a new partnership with the 
National Basketball Association 
(NBA) to provide sports measurement 
data and local market information. The 
NBA will now have acces s to 
Scarborough Sports Marketing's data­
base, which will be used to aid mar­
keting and sales efforts. Scarborough's 
sports measurements focus on four key 
areas: fan avidity; multimedia mea­
sures including sports viewing and lis­
tening; corporate sponsorship infor­
mation including fans ' shopping and 
product/service usage; and leisure time 
activities. 

Atlanta-based focus group 
Webcasting firm ActiveGroup has 
partnered with Marketinginfo, an 
online marketing community. The part­
nership will focus on Webcasting live 
forums dedicated to examining indus­
try issues at the Marketinginfo.com 
site. 

ESPN and Horsham, Pa., research 
firm TNS Intersearch have signed of 
a new five-year deal to jointly devel­
op and market The ESPN Sports Poll, 
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re earch online. Samples for the 
research will be obtained through 
Opinion Place. 

Rochester, N.Y., research firm 

tality channel . Boston-based Gazelle 
Systems provides customer relation­
ship management solutions to the 
hospitality industry. 

A Service of TNS Intersearch. In the 
new five-year contract ESPN and 
TNS Intersearch will seek to create 
new sports-focused consumer 
research products, while continuing 
to explore the opinions of American 
sports fans. 

Harris Interactive, has igned an Association/organization news 
agreement with Logisoft The Qualitative Research 
Corporation of Rochester to co-mar- Consultants Association, Inc. 

Dallas-based Digital Marketing ket and sell each company's products 
(QRCA), Gaithersburg, Md., has 

Services, Inc., an online marketing and services. The agreement will pro-
announced the formation of a 

research firm and a division of vide a mechanism for both compa-
America Online (AOL), has added to nies to coordinate Web development, Minnesota chapter. Lynn Bolnick of 
the roster of marketing/research firms cross-selling of market research, Lynn Bolnick Communications has 
partnering with DMS to offer online development and training, a well as been elected to chair the state orga­
custom market research. The newest co-marketing efforts. In addition, the nization; Susan Dunlap, a marketing 
partner, Millward Brown USA, agreement paves the way for joint research and training consultant, is 
which includes Millward Brown, MB exploration of Web and global busi- co-chair. Other officers are Jean 
Interactive, MB Intelliquest, MB ness solutions such as product inte- Nordgren (Market Works, Inc. ), sec­
Precis and Diagnostic Research, will gration and product site integration retary, and Marilyn Rausch (Food 
be able to offer its clients online cus- and design. Perspectives Inc.), treasurer. For 
tom research via AOL's Opinion more information on attending a 
Place. Chicago-based Information Minnesota QRCA chapter meeting or 

Separately, DMS and Resources, Inc. has entered into a program contact Lynn Bolnick at 
MSWinteractive have entered into strategic alliance with Gazelle 952-920-9960. Persons eligible to 
a partnership under which Systems, Inc. to provide beverage join the organization must be princi­
MSWinteractive will provide adver- manufacturers with beverage track- pals or employees of independent 
tisers and their agencies the ability ing, consumer insights, and analytical marketing and social research com­
t_o~c_o_n_d_u_c_t_t_e_le_v_i_s_io_n~c_o_m_m~e_r_ci_·a_l~_se_r_v_ic_e_s_I_·n~th_e_r_e_s_ta_u_r_a_n_t_a_n_d_h_o_s~p-~~ panies or solo-practitioners in the 

Introducing 
1-800-Art-ProntoSM 

Get Quality Custom 
Concepts & Storyboards 

Need rush illustrations? That's no 
problem for 1-800-ArtPronto. 
We're the only art studio 
serving the market research 
community engineered 
for rush jobs! Visit 
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field. Their professional roles must 
be primarily designing, conducting, 
and analyzing qualitative research. 

Awards 
Chicago-based SPSS Inc. has been 

named one of the nation's 200 best 
small companies by Forbes maga­
zine. SPSS placed No. 77 in the 
Forbes 200 Best Small Companies in 
America, according to the November 
1, 2000 issue. The SPSS ranking is 
based on its average of 31 percent 
return on equity over the past five 
years. 

New accounts 
DataFlux Corporation, a Raleigh, 

N.C., developer of data cleansing and 
integration software, announced that 
Custom Research Inc. , 
Minneapolis, has selected and imple­
mented DataFlux 's dfPower Studio 
software to streamline maintenance 
procedures on its databases. 

Chicago-based Raydium Inc., an 
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organization that gathers Web user 
behavior information, has selected 
SPSS Inc., Chicago, to analyze Web 
behavior data. Raydium will use var­
ious SPSS software including: SPSS 
Base for analytical reporting and sta­
tistical analysis; Clementine erver 
for data mining and predictive analy­
sis; and Capri, a sequence as ocia­
tion algorithm developed by MINEit 
Software for use with Clementine to 
mine Web consumer clickstream data. 

U.K.-based interactive marketing 
firm 24/7 Media has selected 
Nielsen//NetRatings to provide 
Internet audience and advertising 
information throughout Europe. 

Separately, FT.com, the online 
business news and data publishing 
outlet of the U.K.-based Financial 
Times publishing group, has cho­
sen Nielsen//NetRatings to measure 
and evaluate audiences and adver­
tising on the Internet. 

Chicago-based Information 
Resources, Inc. (IRI) has entered 
into agreements with Dairy 
Management Inc. and the 
International Dairy Foods 
Association to provide both organi­
zations with scanner-based tracking 
information for cheese and milk for 
the next three years. 

Millennium Research, Inc. 
Apple Valley, Minn., has formed a 
strategic cooperative agreement 
with Kleffmann , a European agri­
cultural research and marketing 
firm. The agreement will strength­
en Kleffmann' U.S. presence 
while expanding Millenni urn's 
resources abroad. 

New companies/new locations 
KMG Market Research has 

moved to 5657 Fairway Blvd. , 
North Point, Fla., 34287. Phone 
941-4 26-2605. 

Research International New 
York has moved to 530 Fifth Ave., 

tenth floor (45th St.), New York, 
N.Y., 10036. Phone 212-764-2900. 
Fax 212-575-1345. 

Company earnings reports 
Princeton, N.J.-based Total 

Research Corporation has 
announced first fiscal quarter finan­
cial results for the three months ended 
September 30, 2000. For the first fis­
cal quarter, the firm reported rev­
enues of $14,029,77 4, compared with 
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$13,790,950 for the same quarter of 
fiscal2000, a 2 percent increase. Net 
income for the first fiscal quarter was 
$504,188, or diluted earnings per 
share of $0.04, compared with 
$624,638, or diluted earnings per 
share of $0.05, for the same quarter of 
fiscal 2000. The number of diluted 
shares outstanding increased from 
13,190,519 in the first quarter of fis­
cal 2000 to 13,405,157 in the first 
quarter of fiscal 2001. 
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PRS 
continued from p. 19 

the DJ went to the [restroom]." 
"Visited unusual venues - a five­

piece band on a steam train in Wales or 
a live performance in a Welsh mine." 

"Was mistaken for a talent spotter." 
"Locked in a venue with pint glass­

es flying and a man with no trousers." 
"Asked not to tell on a guy who was 

bootlegging recordings at the venue." 

The results 
The results are not drastically dif­

ferent from what PRS expected - a 
pattern with a small number of songs 
played frequently and another group 

of songs with one or two plays. The 
big unknown is which songs will be 
on each list. 

The live lists are very different from 
the airplay charts and weekly sales 
charts. Because a song's popularity 
outlives its sales chart success, DJs in 
clubs and live performers play what 
their audiences want to hear. 

Interestingly, in 1999 Paul 
McCartney and John Lennon were the 
most-played songwriters, yet only one 
Beatles song, "I Saw Her Standing 
There," was among the Top 20 most­
played songs for 1999 in live perfor­
mance sets. And they were not among 
the Top 20 most-played songs for 
1999 in DJ Sets. (See chart.) The dif-

ference is that there were more 
instances of performance of their 
whole repertoire as opposed to many 
performances of a specific ong. Raul 
Malo of the Mavericks topped the 
1999 chart with "Dance the Night 
Away." On the dance floor, Benny and 
Bjorn , the songwriters of Abba's 
"Dancing Queen," kept the most peo­
ple moving. 

These 1999 live charts were full of 
"standards." Why? We can only sur­
mise that whether it's a new or old 
song, what these songs have in com­
mon are their catchy tune and easy-to­
remember lyrics. There are songs by 
the Beatles alongside songs by Robbie 
Williams and it's because they appeal 

to all. In the visits 

PRS Music Survey - Most Played Son2s of 1999 - DJ Sets 
throughout the 
U.K., the entire 
Beatles repertoire 
came up - 120 
Lennon and 
McCartney songs 
were performed. If 
such songs stand the 
test of time, it's fit­
ting that the song­
writers should con­
tinue to receive roy­
alties (which they 
do until 70 years 
after the death of the 
last surviving writer 
of the work). 

NO TITLE 
1 Turn Around 

2 Tragedy 

3 You Don t Know Me 

4 Believe 

5 Music Sounds Better With 
You 

6 Baby One More Time 
7 We Like To Party 
8 Nine PM Til I Come 

9 Feel It 
10 Dancing Queen 

11 Horny 
12 Its Raining Men 
13 Up &Down 
14 Sweet Like Chocolate 

15 Better Off Alone 

16 Livin La Vida Loca 
17 That Don't Impress Me Much 
18 It's Not Right But It's OK 

19 Boom Boom Boom Boom 

20 YMCA 
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WRITERJS 
Toney Lee/EricMatthew/ 
Davide Romani/Wayne 
Garfield/Mauro Malvasi/Jason 
Hayward/RusseJl Small 
Barry Gibb/Robin Gibb/ 
Maurice Gibb 
Armand Van Heiden/Duane 
Harden/Kossi Gardner 
Steve Torch/Paul Barry/Brian 
Higgins 
Thomas Bangalter/ Alain 
Queme/Benjamin 
Cohen/Dominic Bugatti/Frank 
Musker 
Martin Sandberg 
Danski/Delmundo 
Andrew Tanneberger/ Yolanda 
Rivera/Gilabert Posadas/ Angel 
Ferrerons 
Michael Jackson/Jackie Jackson 
Benny Anderson/Bjom 
Ulvaeus/Stig Anderson 
Mousse T/Errol Rennalls 
Paul Shaffer/Paul Jabara 
Danski/Delmundo 
Stephen Meade/Daniel 
Langsrnan 
Eelke Kalberg/Sebastian 
Molijn 
Desmond Child!Robi Rosa 
Robert Lange/Shania Twain 
Rodney Jerkins/Lashawn 
Daniels/Freddie Jerkins/Jssak 
Phillips/Toni Estes 
Danski/Delmundo/Benny 
Anderson!Biom Ulvaeus 
Jacques Morall/Henri 
BeloloNictor Willis 

RECORDING ARTIST 
Phats & Small 

Steps/Bee Gees 

Armand Van Heiden 

Cher 

Stardust 

Brittney Spears 
Vengaboys 
ATB 

The Tamperer 
Abba 

Mousse T 
Weather Girls 
Vengabovs 
Shanks & Bigfoot 

DJ Jurgen presenta Alice Dee 
Jay 
Rickv Martin 
Shania Twain 
Whitney Houston 

Vengaboys 

Village People 

www.quirks.com 

Planning for the 
future 

The PRS Music 
Survey of 2000 has 
been underway 
since January 1, 
2000 and initial 
contacts for the 
2001 study are 
being scheduled. 
Since this research 
is being conducted 
annually, PRS 
expects there will be 
minor changes in 
the live perfor­
mance results but 
expects that dance 
venues and club 
plays will show 
more variety. r~ 
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Access Worldwide, Cultural Access 
Group 
5150 El Camino Real , Ste. B-15 
Los Altos, CA 94022 
Ph. 800-671-9525 
Fax 650-965-387 4 
E-mail : info@accesscag.com 
www.accesscag.com 
Contact: David Morse 
Contact: Jannet Torres 
Latina/African-American/Asian, Full­
Service Market Research. 

Ackermann Public Relations & Mktg. 
1111 Northshore Dr., Ste. 400 
Knoxville , TN 37919-4046 
Ph. 865-588-9280 
Fax 865-584-5960 
E-mail : rbryant@directionsdata.com 
Contact: Rebecca Bryant 
Advanced RIVA-Trained 
Moderator/Focus Facility!Phonebank. 

Active Focus 
3832 Mintwood St. 
Pittsburgh, PA 15201 
Ph. 412-683-5975 
Fax 412-681-7975 
E-mail: research@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 
Consult ing 

Jeff Anderson Consulting, Inc. 
1545 Hotel CircleS., Ste. 275 
San Diego, CA 92108 
Ph. 619-682-7272 
Fax 619-682-7277 
E-mail : jetf@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. 
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BA~ 
BAIGioballnc. 
580 White Plains Rd. 
Tarrytown, NY 10591 
Ph. 914-332-5300 
Fax 914-631-8300 
E-mail: kpermut@baiglobal.com 
Contact: Kate Permut 
Maximize The Power Of Your Qualitative 
And Get The Clear, Concise Results You 
Need For Real Business Decision-Making. 

Balaban Market Research Consulting 
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, tnt'/. 
Research. Dual Language Facility. 

Brophy Research 
221 E. 94th St. 
New York, NY 1 0128 
Ph. 212-348-1041 
E-mail : dbbrophy@worldnet.att.net 
Contact: David B. Brophy, President 
New Product Development; Advertising 
Checks A Specialty. 

www.quirks.com 

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

RE SE AR C H 

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

Cambridge Associates, Ltd. 
2315 Fairway Ln. 
Greeley, CO 80634 
Ph. 800-934-8125 
Fax 970-339-8313 
E-mail: waltkendall@home.com 
www.focusgroupguru.com 
Contact: Walt Kendall 
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 
MARKET RESEARCH , I NC . 

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. 

Chamberlain Research Consultants, Inc. 
71 0 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. 
Chesk1n 

Research 
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 & tnt'/. Mkt. Cns/tg. & Rsch. 
We Help Firms Compete In The New 
Global Internet Economy Multilingual 
Staff/20+ Cultures. 

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 716-44 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.net/-sdaniel/ 
Contact: Stephen Daniel 
FOCUS/IT Understanding Technology 
Buying Processes. 

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

Decision Drivers 
197 Macy Rd. 
Briarcliff, NY 1 0510-1 017 
Ph. 914-923-0266 
Fax 914-923-3699 
Contact: Sharon Driver 
Actionable Results To Drive Your Market 
Decisions. 

Dolobowsky Qual itative Services, Inc. 
94 Lincoln St. 
Waltham, MA 02451 
Ph. 781-647-0872 
Fax 781-647-0264 
E-mail : reva@doloqual.com 
www.doloqual.com 
Contact: Reva Dolobowsky 
Experts In Ideation & Focus 
Groups. For 20+ Years. 
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Ergo Research Group, Inc. 
83 East Ave. , Ste. 208 
Norwalk, CT 06851 
Ph. 203-838-0500 
Fax 203-853-0369 
E-mail: peter@ergoresearchgroup.net 
www.ergoresearchgroup.net 
Contact: Peter Mitchell 
Years of Experience; Quick Response & 
Turnaround. 

Erl ich Transcultural Consultants 
21241 Ventura Blvd., Ste. 193 
Woodland Hills, CA 91364 
Ph. 818-226-1333 
Fax 818-226-1338 
E-mail: 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-mai l: 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 212-7 49-4087 
E-mail: faderassoc@aol.com 
Contact: Linda Hu 
Exp. In Broad Range of Categories, New 
Products, Repositioning, Concept Dev., 
Creative Diag. 

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. 

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

FOCUStPLUS 
Focus Plus, Inc. 
79 5th Avenue, 5th fl. 
New York, NY 10003 
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 Qual itative Group , LLC 
2 Jefferson Pkwy., Ste. A-2 
Lake Oswego, OR 97035 
Ph. 503-784-5110 
Fax 253-681-81 02 
E-mail: info@globalqualitative.com 
www.globalqualitative.com 
Contact: Greg Hanson 
Focus Grps./ln-Oepths/Dyads/Triads/On­
line For Technology & Telecomm. Also 
Edu., Utilities, Gov't., Healthcare. Design/ 
Mgmt./Recruit/Mod./Analysis/Report. 

GraffWorks Marketing Research 
1 0178 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. 

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

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

www.quirks.com 

~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.igmedresearch.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, Also 
Bilinguals. 

JRH Marketing Services, Inc. 
29-27 41st Ave. (Penthouse) 
New York, NY 111 01 
Ph. 718-786-9640 
Fax 718-786-9642 
E-mail: 72114.1500@compuserve.com 
Contact: J. Robert Harris II 
Founded 1975. Check Out The Rest But 
Use The Best! 
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JIJST THE FACTS!::_ 
YO U R INFORMATIO N SO U R CE .:g: 

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

loretta Marketing Group 
13935 S.W. 102 Court 
Miami, FL 33176 
Ph. 305-232-5002 
Fax 305-232-8010 
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. 

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: marketaxcs@aol.com 
Contact: Mary Goldman Patton 
Research For Medical/Surgical and 
Pharmaceutical Products. 

" MARKET RESOURCE ASSOCIATES. INC. 

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. 
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MarketBetter, Inc. 
4304 Marshfield Dr. 
Evansville, IN 47711 
Ph. 812-401-6365 
Fax 812-401 -6366 
E-mail: chris@marketbetter.com 
www.marketbetter.com 
Contact: Chris Lemmon, Director 
Quality Work From MBA Professionals. 
MarketBetter. 

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. 310-842-831 0 
Fax 310-842-9493 
E-mail: mmatrix@primenet.com 
Contact: Marcia Selz 
Foe. Grps., In-Depth lntvs. & Surveys For 
Financial Svce. Companies. 

MarketResponse International 
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 
Contact: Tom Pearson 
Dynamic Groups & Powerful Reports That 
Clients Love! QRCA Member. 

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

Meczka Marketin!I/Resean:tVCnsltg., Inc. 
5757 W. Century Blvd., Lobby Level 
Los Angeles, CA 90045 
Ph. 310-670-4824 
Fax 310-410-0780 
E-mail: adiaz@mmrcinc.com 
www.mmrcinc.com 
Contact: Anthony Diaz 
Contact: Michael Meczka 
Quai./Quant. Rsch. 25 Yrs. Exp. Recruit 
& Facility. 

www.quirks.com 

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. 
MedProber"' Provides Full Qualitative & 
Advanced Quantitative Market Research 
Including SHARECASTs"' & 
SHAREMAps"'· 

Metaphase Design Group 
12 S. Hanley Rd. 
St. Louis, MO 63105 
Ph. 314-721 -0700 
Fax 314-721-6499 
E-mail: bryce@metaphase.com 
www.metaphase.com 
Contact: Bryce G. Rutter, Ph.D. 
Measure Physical/Emotional/Behavioral/ 
Performance. 

dtd1chelson 
~-;;ociates,Inc. 
Strategic M arketing Research 

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

NOP Business Strategic Research, Inc. 
11654 Plaza America Dr., Ste. 17 4 
Reston, VA 20191 
Ph. 703-390-9330 
Fax 703-390-9332 
E-mail: info@nopresearch.com 
www.nopresearch.com 
Contact: Bernadette DeLamar, Ph.D. 
Extensive Experience - Top Hi-Tech 
Clients. Domestic and International. 
B2B, B2C, IT, Communications. 

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. 

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. 

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. 10+ 
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. 

R E s E A R €0NNECTIONSh 
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'l./lnt'l. 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. 
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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 
"'"'-

Paul Schneller Qualitative LLC 
300 Bleecker St. , 3rd fl. 
New York, NY 10014 
Ph. 212-675-1631 
www.gis.neV-answers 
Contact: Paul Schneller 
Full Array: Ads/Pkg Gds/Rx/B-to-B/ 
Consumer (14+ Years). 

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

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: bpadilla@marketfacts.com 
www.strategyresearch.com 
Contact: Raul Lopez, Sr. Vice President 
Contact: Vivian Hernandez 
Contact: Gloria Cantens 
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. 

Thorne Creative Research 
480 Mamaroneck Ave. 
Harrison, NY 10528 
Ph. 914-381 -5533 or 914-381-5554 
Fax 914-381-5557 
E-mail: 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. 

Wilson Qualitative Research Consultants 
20 Boulevard de Courcelles 
75017 Paris 
France 
Ph. +33-1-39-16-94-26 
Fax +33-1 -39-16-69-98 
E-mail: jonwqrc@club-internet.fr 
Contact: Jonathan Wilson 
For A Full Qualitative Service and/or 
Moderation (French/English): New Tech. , 
Auto, Bus. -to-Bus., Advg. Expertise. 

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

Arizona Illinois Missouri Pennsylvania 
Balaban Market Research Consulting The Blackstone Group Metaphase Design Group Active Focus 
Behavior Research Center, Inc. C&R Research Services, Inc. Campos Market Research, Inc. 

Just The Facts, Inc. New Jersey Consumer Network, Inc. 
California Leichliter Assoc. Mktg. Rschlldea Dev. Hispanic Research Inc. Data & Management Counsel , Inc. 
Access Worldwide, Cultural Access Grp. Marketing Advantage Rsch. Cnslts. MCC Qualitative Consulting FOCUSED Marketing Research , Inc. 
Jeff Anderson Consulting, Inc. Primary Insights, Inc. Research Connections @ Talk City 
AutoPacific, Inc. Strategic Focus, Inc. Rhode Island 
Cheskin Research 

Indiana 
New York I+G Medical Research International 

Erlich Transcultural Consultants BAIGioballnc. 
Hypnosis Focus Groups MarketBetter, Inc. Brophy Research Tennessee 
Hypnosis Insights Smithmark Corporation Cornerstone Research & Marketing, Inc. Ackermann Public Relations & Mktg. 
In Focus Consulting Decision Drivers 
Marketing Matrix International, Inc. Iowa Fader & Associates Texas 
Meczka Mktg./Rsch./Cnsltg., Inc. Essman/Research Focus Plus, Inc. Cunningham Research Associates 

Horowitz Associates, Inc. Decision Analyst, Inc. 
Colorado Kentucky JRH Marketing Services, Inc. Rrst Market Research Corp. (Heiman) 
Cambridge Associates, Ltd. Personal Opinion, Inc. Knowledge Systems & Research, Inc. Opinions Unlimited, Inc. 
Market Access Partners The Research Department 

Maryland Jay L Roth & associates, Inc. Virginia 
Connecticut Paul Schneller Qualitative LLC Low+ Associates, Inc. 

Thorne Creative Research 
NOP Business Strategic Research, Inc. 

Ergo Research Group, Inc. 
Massachusetts View Finders Market Research Washington 

Florida Daniel Associates North Carolina Burr Research/Reinvention 
AnswerSearch, Inc. Dolobowsky Qualitative Services, Inc. 

Medical Moderators, Inc. Prevention 
Loretta Marketing Group Rrst Market Research Corp. (Reynolds) 
SIL Group 

Minnesota Ohio Wisconsin 
Strategy Research Corporation The Pat Henry Group Chamberlain Research Consultants, Inc. 
Sunbelt Research Associates, Inc. Cambridge Research, Inc. 
Target Market Research Group, Inc. GraffWorks Marketing Research France 

Market Resource Associates Wilson Qualitative Research Consultants 
Georgia MarketResponse International Oregon 
Creative Focus, Inc. MedProbe™ Inc. Global Qualitative Group, LLC Germany 
Michelson & Associates, Inc. Outsmart Marketing insight europe gmbh 
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SPECIALTY CROSS-INDEX OF MODERATORS 
Refer to Preceding Pages For Address, Phone Number and Contact Name 

ADVERTISING Behavior Research Center, Inc. The Pat Henry Group FOCUSED Marketing Research, Inc. 
Jeff Anderson Consulting, Inc. C&R Research Services, Inc. The Research Department Low+ Associates, Inc. 
Balaban Market Research Consulting Cambridge Associates, Ltd. Jay L. Roth Associates, Inc. Marketing Matrix International, Inc. 
The Blackstone Group Cambridge Research, Inc. 

CUSTOMER 
Matrixx Marketing-Research Div. 

C&R Research Services, Inc. Campos Market Research, Inc. MCC Qualitative Consulting 
Cambridge Associates, Ltd. Creative Focus, Inc. SATISFACTION Jay L. Roth Associates, Inc. 
Cambridge Research, Inc. Data & Management Counsel , Inc. BAIGioballnc. The Research Department 
Creative Focus, Inc. Fader & Associates The Blackstone Group 
Decision Drivers First Market Research Corp. (TX) Global Qualitative Group, LLC FOOD PRODUCTS/ 
Erlich Transcultural Consultants FOCUSED Marketing Research, Inc. 

Low+ Associates, Inc. NUTRITION 
Fader & Associates Just The Facts, Inc. 
First Market Research Corp. (MA) Knowledge Systems & Research, Inc. Market Resource Associates Active Focus 

Global Qualitative Group, LLC Market Resource Associates DIRECT MARKETING 
BAIGioballnc. 

MarketResponse International The Blackstone Group 
Hypnosis Insights BAIGioballnc. C&R Research Services, Inc. 
Outsmart Marketing MCC Qualitative Consulting 

Strategic Focus, Inc. Just The Facts, Inc. 
The Research Department NOP Business Strategic Research 
Jay L. Roth Associates, Inc. The Pat Henry Group DISTRIBUTION 

Outsmart Marketing 

Paul Schneller Qualitative LLC The Research Department The Research Department 

Strategy Research Corporation Jay L. Roth Associates, Inc. Burr Research/Reinvention Jay L. Roth Associates, Inc. 

Paul Schneller Qualitative LLC Prevention Paul Schneller Qualitative LLC 

AFRICAN-AMERICAN 
CABLE E-COMMERCE FOOTWEAR 

Access Worldwide, Cultural 
Access Group C&R Research Services, Inc. Ackermann Public Relations & Mktg. Best Practices Research 

The Blackstone Group Horowitz Associates, Inc. EDUCATION FOREST PRODUCTS 
Erlich Transcultural Consultants CHILDREN Cambridge Associates, Ltd. Market Resource Associates JRHMarketing Services, Inc. 

The Blackstone Group Just The Facts, Inc. 

AGRICULTURE C&R Research Services, Inc. Marketing Advantage Rsch . Cnslts. GENERATION X 
Cambridge Associates, Ltd. Fader & Associates ELECTRONICS -

Primary Insights, Inc. 

Cambridge Research, Inc. Just The Facts, Inc. Thorne Creative Research 

FOCUSED Marketing Research, Inc. Matrixx Marketing-Research Div. CONSUMER 
HEALTH & BEAUTY Outsmart Marketing MarketResponse International 

ALCOHOLIC BEV. Thorne Creative Research PRODUCTS 
C&R Research Services, Inc. ETHNIC BAIGioballnc. 
Strategy Research Corporation COMMUNICATIONS The Blackstone Group Paul Schneller Qualitative LLC 

RESEARCH Cheskin Research 
ARTS & CULTURE Access Research, Inc. HEALTH CARE 
Strategic Focus, Inc. Cambridge Associates, Ltd. ETHNOGRAPHIC Jeff Anderson Consulting, Inc. 

ASIAN 
Creative Focus, Inc. RESEARCH Balaban Market Research Consulting 

MarketResponse International Active Focus The Blackstone Group. 
Access Worldwide, Cultural NOP Business Strategic Research Alexander + Parker Erlich Transcultural Consultants 

Access Group Jay L. Roth Associates, Inc. Cheskin Research Rrst Market Research Corp. (MA) 
Asian Perspective, Inc. I+G Medical Research International 
Cheskin Research COMPUTERS/HARDWARE EXECUTIVES Knowledge Systems & Research, Inc. 
Data & Management Counsel , Inc. Global Qualitative Group, LLC BAIGioballnc. Low+ Associates, Inc. 
Erlich Transcultural Consultants NOP Business Strategic Research C&R Research Services, Inc. Market Access Partners 

ASSOCIATIONS Decision Drivers MarketBetter, Inc. 
COMPUTERS/MIS Fader & Associates Market Response International 

The Blackstone Group C&R Research Services, Inc. First Market Research Corp. (TX) Matrixx Marketing-Research Div. 
Low+ Associates, Inc. Cambridge Associates, Ltd . Low+ Associates, Inc. Medical Moderators, Inc. 

AUTOMOTIVE Daniel Associates Marketing Advantage Rsch. Cnslts. MedProbe™ Inc. 

Fader & Associates The Research Department Strategy Research Corporation 
AutoPacific, Inc. 

First Market Research Corp. (TX) Jay L. Roth Associates, Inc. 
C&R Research Services, Inc. 

Marketing Advantage Rsch . Cnslts. Paul Schneller Qualitative LLC HIGH-TECH 
Erlich Transcultural Consultants Strategy Research Corporation Jeff Anderson Consulting, Inc. 
MarketResponse International NOP Business Strategic Research 

Cheskin Research 
Matrixx Marketing-Research Div. CONSUMERS FINANCIAL SERVICES Ergo Research Group, Inc. 

BIO-TECH Behavior Research Center, Inc. Jeff Anderson Consulting, Inc. Global Qualitative Group, LLC 

MedProbe, Inc. 
C&R Research Services, Inc. BAIGioballnc. MarketBetter, Inc. 
Cheskin Research The Blackstone Group NOP Business Strategic Research 

BUILDING PRODUCTS Consumer Network, Inc. Burr Research/Reinvention Research Connections@ Talk City 

Market Resource Associates 
Decision Drivers Prevention Jay L. Roth Associates, Inc. 
Just The Facts, Inc. C&R Research Services, Inc. 

BUS.· TO-BUS. Knowledge Systems & Research, Inc. Cambridge Associates, Ltd. HISPANIC 
Access Research, Inc. Market Resource Associates Cambridge Research, Inc. Access Worldwide, Cultural 

BAIGioballnc. Marketing Advantage Rsch . Cnslts. Fader & Associates Access Group 
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Behavior Research Center, Inc. LATIN AMERICA Primary Insights, Inc. TEENAGERS 
Cheskin Research 
Data & Management Counsel , Inc. 

Access Worldwide, Cultural PHARMACEUTICALS C&R Research Services, Inc. 

Erlich Transcultural Consultants 
Access Group 

Active Focus 
Fader & Associates 

Hispanic Research Inc. 
Best Practices Research Matrixx Marketing-Research Div. 
Cheskin Research BAIGioballnc. 

Loretta Marketing Group Loretta Marketing Group Balaban Market Research Consulting 
MCC Qualitative Consulting 

Strategy Research Corporation Thorne Creative Research 

Target Market Research Group, Inc. Strategy Research Corporation C&R Research Services, Inc. 
Cambridge Associates, Ltd. 

HOUSEHOLD MEDICAL PROFESSION I+G Medical Research International TELECOMMUNICATIONS 

PRODUCTS/CHORES 
Balaban Market Research Consulting MarketResponse International BAIGioballnc. 

Cambridge Associates, Ltd .. MCC Qualitative Consulting The Blackstone Group 

The Research Department FOCUSED Marketing Research, Inc. Medical Moderators, Inc. Creative Focus, Inc. 

Paul Schneller Qualitative LLC I+G Medical Research International MedProbe™ Inc. Daniel Associates 

HUMAN RESOURCES Matrixx Marketing-Research Div. Paul Schneller Qualitative LLC Ergo Research Group, Inc. 

ORGANIZATIONAL DEV. 
Medical Moderators, Inc. POLITICAUSOCIAL 

Erlich Transcultural Consultants 

MedProbe™ Inc. 
First Market Research Corp. (TX) 

Primary Insights, Inc. The Pat Henry Group RESEARCH Global Qualitative Group, LLC 

IDEA GENERATION 
Paul Schneller Qualitative LLC Cambridge Associates, Ltd. 

Knowledge Systems & Research, Inc. 
Horowitz Associates, Inc. 

BAIGioballnc. MODERATOR TRAINING POINT-OF-SALE MKTG. Marketing Advantage Rsch. Cnslts. 

The Blackstone Group Cambridge Associates, Ltd. The Blackstone Group 
MarketResponse International 

C&R Research Services, Inc. MCC Qualitative Consulting 

Cambridge Associates, Ltd. MULTIMEDIA POSITIONING RESEARCH 
NOP Business Strategic Research 

Consumer Network, Inc. Marketing Advantage Rsch. Cnslts. 
The Research Department 

Creative Focus, Inc. Paul Schneller Qualitative LLC Jay L. Roth Associates, Inc. 

Global Qualitative Group, LLC NEW PRODUCT DEV. Strategy Research Corporation 

Just The Facts, Inc. Active Focus PUBLIC POLICY RSCH. 
Matrixx Marketing-Research Div. BAIGioballnc. Cambridge Associates, Ltd. TELECONFERENCING 
Primary Insights, Inc. The Blackstone Group JRH Marketing Services, Inc. Cambridge Research, Inc. 
Thorne Creative Research C&R Research Services, Inc. 

IMAGE STUDIES Cambridge Associates, Ltd. PUBLISHING TELEPHONE FOCUS 
The Blackstone Group 

Data & Management Counsel , Inc. Cambridge Associates, Ltd. GROUPS 
Cambridge Associates, Ltd. 

Fader & Associates Cornerstone Research & Marketing 

MarketResponse International 
First Market Research Corp. (TX) First Market Research Corp . (TX 

C&R Research Services, Inc. 

Global Qualitative Group, LLC Marketing Advantage Rsch. Cnslts. 
Cambridge Associates, Ltd. 

INDUSTRIAL Just The Facts, Inc. MedProbe, Inc. 

First Market Research Corp. (TX) Market Resource Associates RETAIL 
Marketing Advantage Rsch. Cnslts. TOURISM/HOSPITALITY 

INSURANCE Metaphase Design Group First Market Research Corp . (MA The Blackstone Group 
The Blackstone Group Outsmart Marketing Knowledge Systems & Research, Inc. 

Burr Research/Reinvention Primary Insights, Inc. MCC Qualitative Consulting TOYS/GAMES 
Prevention The Research Department The Pat Henry Group 

Fader & Associates 
Erlich Transcultural Consultants Jay L. Roth Associates, Inc. 
Low+ Associates, Inc. Paul Schneller Qualitative LLC SENIORS 

INTERACTIVE PROD./ NON-PROFIT 
Consumer Network, Inc. TRANSPORTATION SVCES 
Fader & Associates The Blackstone Group 

SERVICES/RETAILING Consumer Network, Inc. Primary Insights, Inc. Low+ Associates, Inc. 
Strategic Focus, Inc. 

Ergo Research Group, Inc. ON-LINE FOCUS GROUPS 
Low+ Associates, Inc. SMALL BUSINESS/ 
Research Connections@ Talk City 

Research Connections @ Talk City ENTREPRENEURS TRAVEL 

INTERNATIONAL PACKAGED GOODS The Blackstone Group 
Cambridge Associates, Ltd. 

The Blackstone Group 
Active Focus FOCUSED Marketing Research, Inc. UTILITIES 
BAIGiobal Inc. Strategy Research Corporation 

INTERNET C&R Research Services, Inc. 
The Blackstone Group 

The Blackstone Group 
Just The Facts, Inc. SOFT DRINKS, BEER, Cambridge Associates, Ltd. 

Cheskin Research 
Jay L. Roth Associates, Inc. WINE 

Knowledge Systems & Research, Inc. 

Ergo Research Group, Inc. PACKAGE DESIGN C&R Research Services, Inc. VETERINARY MEDICINE 
First Market Research Corp. (MA) 

RESEARCH 
Cambridge Associates, Ltd. FOCUSED Marketing Research, Inc. 

FOCUSED Marketing Research, Inc. Grieco Research Group, Inc. 
Global Qualitative Group, LLC Cheskin Research Jay L. Roth Associates, Inc. 

Paul Schneller Qualitative LLC 

Horowitz Associates, Inc. Consumer Network, Inc. Strategy Research Corporation 
Knowledge Systems & Research, Inc. The Research Department WEALTHY 
Low+ Associates, Inc. 

PARENTS SPORTS Strategy Research Corporation 

Research Connections @Talk City 
Jay L. Roth Associates, Inc. Fader & Associates 

FOCUSED Marketing Research, Inc. YOUTH MarketBetter, Inc. 

INTERNET SITE PET PRODUCTS Fader & Associates 

CONTENT & DESIGN Cambridge Research, Inc. STRATEGY DEVELOPMENT MarketResponse International 

FOCUSED Marketing Research, Inc. 
FOCUSED Marketing Research, Inc. Paul Schneller Qualitative LLC 
MarketResponse International 
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This directory was compiled by sending listing forms to companies that had advertised a specialization in mystery shopping. We list nearly 300 
firms. In addition to the company's vital information, we've included the industries they mystery shop, the type of mystery shopping services 
they offer, be it full-service or just data collection, and the span of their services (international, national, region or local). As an added feature, 
firms have been cross-indexed by the span of their services. The cross-index section, which can be found at the end of the directory, lists inter­
national mystery shopping firms alphabetically, national mystery shopping firms by country, regional mystery shopping firms by state, and local 
mystery shopping firms by metropolitan area. This directory is also available online at www.quirks.com. 
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Industry Service Codes 
B - Business/Industry 
E - Entertainment 
F - Rnancial Services 
H - Health Care 
R - Restaurant/Fast Food 
RT- Retail 
S- Services (Banks, Hotels, etc.) 

A Closer Look 
P.O. Box 920760 
Norcross, GA 30010 
Ph. 770-446-0590 
Fax 770-448-2091 
E-mail : info@a-closer-look.com 
www.a-closer-look.com 
Chuck or Dave 
Nationally - Full-service 
R, S 

A Customer's Point of View, Inc. 
9442 S. Main St., Ste. 119A 
Jonesboro, GA 30236 
Ph. 770-477-1719 or 877-857-1496 
Fax 770-4 77-7920 
E-mail: earnette@acpview.com 
www.acpview.com 
Evelyn Arnette, President 
Nationally - Full-service 
B, E, F, H, R, RT, S 

A Service Excellence Group, Inc. 
13523 Ladue Farm Rd. 
St. Louis, MO 63017 
Ph. 800-888-9189 
Fax 314-878-1818 
E-mail : servicex@aol.com 
www.serviceexcellencegroup.com 
Marci Bikshorn, President 
Nationally- Full-service 
B, F, R, RT, S 

A&M Business Services, Inc. 
P. 0. Box 34073 
Pensacola, FL 32507 
Ph. 850-492-7467 
Fax 850-492-7865 
E-mail: mail@ambussvcs.com 
www.ambussvcs.com 
Mark Heller, President 
Internationally- Full-service 
E, R, S 

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

Aba Quality Monitoring Ltd. 
2 Parkfield Road South 
Didsbury, Manchester M20 6DA 
United Kingdom 
Ph. 44-161-445-4381 
Fax 44-161-445-7702 
E-mail: quality@aba.co.uk 
www.aba.co.uk 
Nationally- Data collection/Field service 
E, F, R, RT, S 

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

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

Action Research Group 
1650 Woodview Circle 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ OceanlsleBeach, NC28469 

GLOBAL HOSPITALITY SUPPORT & RESEARCH 

MYSTERY SHOPPING EVALUATIONS 

SERVICE & SALES PERFORMANCE ASSESSMENTS 

CUSTOMER & EMPLOYEE SATISFACTION SURVEYS 

INTERCEPT INTERVIEWS 

WEB SURVEYS 

HOTELS- RESTAURANTS- RETAIL 
CLUBS- HOSPITALS- RESORTS- AIRPORTS 

1-800-296-6699 X 3131 

www. baiservices.corn 

Ph. 910-575-4765 
Fax 91 0-579-5056 
E-mail : dinoaction@aol.com 
Kathleen Dina or Kathryn Varnell, Co-Owners 
Nationally - Full-service 
B, E, F, H, R, RT, S 

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

ALCOPS™ 
Allied Corporate Service 
6701 W. 64th St. , Ste. 221 
Overland Park, KS 66202 
Ph. 800-345-7347 
Fax 800-252-4060 
www.alcops.com 
Nationally- Full-service 
B, E, F, H, R, RT, S 

Alexandria's Marketing Co. 
P.O. Box 1281 
South Bend, IN 46624-1281 
Ph. 219-243-1907 
Fax 219-243-1907 
E-mail: ads_ltd@juno.com 
Regionally - Data collection/Field service 
E, R, RT 
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Amusement Advantage, LLC 
3220 Ward Rd. 
Wheat Ridge, CO 80033-5221 
Ph. 800-362-9946 or 303-234-9944 
Fax 303-234-9946 
E-mail : AmusmntAdv@aol.com 
Internationally- Full-service 
E,R, S 

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

ARC Research Corporation 
14 Commerce Dr. 
Cranford , NJ 07016 
Ph. 908-276-6300 
Fax 908-276-1301 
E-mail: dfriedman@arcresearch.com 
www.arcresearch .com 
Nationally - Full-service 
B, F, RT, S 
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IFOP-ASECOM Latin America 
Av. Belgrano 1255 
(C1 093AAA) Buenos Aires 
Argentina 
Ph. 54-11-4381-1118 
Fax 54-11-4381-0234 
E-mail : research@asecom.com.ar 
www.asecom.com.ar 
Jorge Garcia-Gonzalez, President 
Regionally- Full-service 
B, E, F, H, R, RT, S 

Ask America Market Research 
The Secret Service Mystery Shopping 
P.O. Box 2300 
Lakeland, FL 33806 
Ph. 877-ASK-USA1 
Fax 877-SHOP-YOU 
E-mail : mike@askamerica.net 
Mike Pettengill , President 
Nationally- Full-service 
B, H, R, RT, S 

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

www.quirks.com 

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

At Your Service Marketing 
P.O. Box 7 
Chico, TX 76431 
Ph. 940-644-2893 
Fax 940-644-5934 
E-mail: david@aysm.com 
www.aysm.com 
Lynda Childs, PresidenVCEO 
Nationally- Data collection/Field service 
E, R, RT, S 

ath Power Consulting Corporation 
10 High St. 
Andover, MA 01810 
Ph. 978-474-6464 
Fax 978-4 7 4-4161 
E-mail: info@athpower.com 
www.athpower.com 
Frank Alai , President 
Internationally- Full-service 
B, E, F, H, R, RT, S 
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Audits & Surveys Worldwide 
650 Avenue of the Americas 
New York, NY 10011 
Ph. 212-627-9700 or 800-27 4-3577 
Fax 212-627-2034 
E-mail : fwinkel@surveys.com 
www.surveys.com or 
http://cybershoppers.surveys.com 
Fred Winkel , Sr. V.P., Dir. Cust. Sat. Div. 
Internationally- Full-service 
B, E, F, H, R, RT, S 

ASW utilizes advanced technology in data collec­
tion and data delivery as a means of improving 
quality, turnaround time and cost-effectiveness. 
The Customer Satisfaction Division offers mystery 
shopping through CyberShop™, our Web-based 
mystery shopping service. CyberShop builds upon 
ASW's experience performing over one million 
mystery shops and combines it with the speed, 
ease, and cost-effectiveness of the World Wide 
Web. This approach allows ASW to offer the high­
est level of shopper training and quality control. 
(See advertisement on p. 67) 

B. Business Solutions 
12825 Apache Pass 
Evansville, IN 47720 
Ph. 800-380-6559 or 812-963-3961 
Fax 509-695-5267 
E-mail: salli@bizshoptalk.com 
www.bizshoptalk.com 
Salli Bruell, President/Owner 
Nationally- Full-service 
B, E, R, RT, S 

.\RE Associ.UES l l\TERNATION.\L 

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

Bare Associates International offers customized, 
cost-effective, customer and employee research. 
Our specialization by industry segment (hotel , 
restaurant, retail , health and fitness) insures you 
will receive the value of our extensive experience 
in meeting your informational needs. Our strong 
commitment to exceeding your expectations 
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through personal service at a reasonable price is 
what sets us above the rest. 
(See advertisement on p. 66) 

Barnes Research, Inc. 
4920 Plainfield N.E. 
Grand Rapids, Ml49525 
Ph. 616-363-7643 
Fax 616-363-8227 
E-mail : barnesresr@aol.com 
Judy Rose 
Regionally- Data collection/Field service 
B, E, F, H, R, RT, S 

EEDS 
& ASSOCIATES. INC. 

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 
Internationally - Full-service 
B, F, R, RT, S 

Market researchers and consultants serving the 
financial , consumer and corporate industries. 
Specializing in discrimination testing and research, 
mystery shopping, concept/product testing , cus­
tomer satisfaction research , account retention 
research , brand image research , branch/store 
intercepts and Call Center TeleShops™. Over 1 
million mystery shops at more than 80 ,000 
branches/stores and service centers completed. 
Pioneered the application of matched pair testing 
for detecting potential discriminatory treatment 
by financial institutions. Serving the financial ser­
vices industry and corporate America since 1977. 
(See advertisement on p. 69) 

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

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

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

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

BestMark 
BestMark 
4915 W. 35 St. , Ste. 206 
Minneapolis, MN 55416 
Ph . 612-922-2205 
Fax 612-922-0237 
E-mail: info@bestmark.com 
www. bestmark.com 
Ann Jennings, President 
Nationally - Full-service 
B, E, F, R, RT, S 

BestMark is a full-service national mystery shop­
ping company that serves many of America's finest 
businesses, including Fortune 500 companies, in 
an array of industries. BestMark's powerful Web 
technology solutions allow you to not only access 
completed shops online, but to dynamically query 
shop results for ad hoc reports and internal stud­
ies as well. Get all your standard reports online and 
use BestMark's Web-based shop management 
system to create action plans, employee feedback 
notes and trend performance history right from 
your own PC. 
(See advertisement on p. 27) 

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

BMA- Best Market Audits, Inc. 
214 Bridge St. 
Phoenixville, PA 19460 
Ph. 800-355-5040 
Fax 888-333-8394 
E-mail : info@mystery-shopping.com 
www.mystery-shopping.com 
Peter Thorwarth, President 
Nationally- Full-service 
B, E, F, R, RT, S 
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Beyond Hello Inc. 
P.O. Box 5240 
Madison, WI 53705 
Ph. 800-321-2588 
Fax 800-868-5203 
E-mail: gary@beyondhello.com 
www.beyondhello.com 
Gary Godding, President 
Internationally- Full-service 
R, RT 

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

Bordner Research, Inc. 
25400 U.S. Hwy. 19 N., Ste. 211 
Clearwater, FL 33763 
Ph. 727-797-6552 
Fax 727-725-3480 
Locally - Data collection/Field service 
B, E, F, H, R, RT, S 
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Brenda's Demo Service 
2800 Watkinstown Rd. 
Raleigh, NC 27616 
Ph. 919-266-4132 
Fax 919-266-8111 
Brenda Sloan, President 
Regionally - Data collection/Field service 
R, S 

Business Evaluation Services 
2920 F St. , Ste. E16 
Bakersfield, CA 93301 
Ph. 661-631-107 4 
Fax 661-631-1685 
E-mail: bes@mysteryshopperservices.com 
www.mysteryshopperservices.com 
Charles Stiles, President 
Nationally- Full-service 
B, E, R, RT, S 

Business Research Group 
967 Sheffield Forest Court 
Ballwin, MO 63021 
Ph . 877-278-3993 
Fax 877-217-1802 
E-mail: 1 brg@gte.net 
Wayne Moberly 
Nationally - Full-service 
E, R, RT, S 

www.quirks.com 

Campbell, Edgar Inc. 
Mystery Shopping Program 
4388 - 49th St. 
Delta, BC V4K 2S7 
Canada 
Ph. 604-946-8535 
Fax 604-946-2384 
E-mail : info@retailcareers.com 
www.retailmysteryshoppers.com 
Elaine Hay, Presidenr 
Nationally - Full-service 
B, E, F, H, R, RT, S 

Capstone Research, Inc. 
623 Ridge Rd. 
Lyndhurst, NJ 07071 
Ph. 201-939-0600 or 973-575-6161 
Fax 973-575-6980 
E-mail: harriet_gozali@capstoneresearch.com 
www.capstoneresearch.com 
Harriet Gozali , Vice President 
Internationally- Full-service 
B, E, F, H, R, RT, S 

Capture, Inc. 
1944 Warwick Ave, Ste. 1 
Warwick, Rl 02889 
Ph. 401-732-3269 
Fax 401-739-2401 
E-mail : resource@captureinc.com 
www.captureinc.com 
Stuart H. Marion, Managing Partner 
Regionally- Full-service 
B, F 
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Industry Service Codes Certified Reports, Inc. 
7 Hudson St. 

B - Business/Industry 
E - Entertainment 
F - Anancial Services 
H - Health Care 
R - RestaurantJFast Food 
RT- Retail 

P.O. Box 447 
Kinderhook, NY 121 06 
Ph. 518-758-6400 
Fax 518-758-6225 
E-mail: frank@criny.com 
www.criny.com 

S - Services (Banks, Hotels, etc.) 
Frank Falkenhainer, Sr. Vice President 
Internationally- Full-service 

Car-Lene Research, Inc. 
Corporate Office 
105 Revere Dr., Ste. C 
Northbrook, IL 60062 
Ph. 847-564-1454 
Fax 84 7-564-3113 
www.car-leneresearch.com 

B, E, F, R, RT, S 

Check Mark, Inc. 
4013 Bach-Buxton Rd. 
Batavia, OH 45103 
Ph. 513-753-8476 
Fax 513-943-2799 

Nationally- Data collection/Field service 
B, E, F, H, R, RT, S 

E-mail: kregister@checkmarkinc.com 
www.checkmarkinc.com 
Karen Register 

Centre For Proactive Marketing 
P.O. Box 68369 
Bryanston 2021 
South Africa 
Ph . 27-11-709-7800 
Fax 27-11-463-2233 
E-mail : info@proactive.co.za 
www.proactive.co.za 
Patrick Dunn 
Nationally- Full-service 
B, E, F, H, R, RT, S 

Nationally- Full-service 
E, F, R, RT, S 

Check Up Marketing 
5115 Holly Ridge Dr. 
Raleigh, NC 27612 
Ph. 919-782-2360 
Fax 919-782-2329 
E-mail : secretshopper@checkupmarketing.com 
www.checkupmarketing.com 
Nationally - Data collection/Field service 
E, F, R, RT, S 

Your one-stop 
marketing 
research 

resource is 
just a mouse 

click away 

.,.,.,.,.,.,_quirks. com 

Cirrus Marketing Consultants 
9852 W. Katella Ave. , #207 
Anaheim, CA 92804 
Ph. 714-899-7600 or 888-899-7600 
Fax 714-899-7604 
www.cirrusmktg.com 
Regionally - Full-service 
E, F, R, RT, S 

Colorado Market Research Services 
Div. of Ruth Nelson Research 
2149 S. Grape St. 
Denver, CO 80222-5203 
Ph. 303-758-6424 
Fax 303-756-6467 
E-mail : rnncmrs@aol.com 
www.ruthnelsonresearchsvcs.com 
Ruth Nelson, President 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

Commercial Service Systems, Inc. 
P.O. Box 3307 
Van Nuys, CA 91407 
Ph . 800-898-9021 
Fax 818-997-1 049 
E-mail : greg@usc9021 O.com 
Gregory Doomanis, Vice President 
Nationally - Full-service 
B, E, F, R, RT, S 

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

Internet report in g meets superior quality! 
Cantero's mystery shopping programs feature 
customized design, timely implementation, and 
reliable, actionable data. Capabilities and experi­
ence include national coverage, 40,000+ shop­
pers, fast turnaround, 15 years of experience and 
exceptional quality. Services are available for a 
variety of multi-unit retailers, restaurants, financial 
institutions, and automotive service centers. 
(See advertisement on p. 71) 

Canfield Research 
Freiheit 4 
45127 Essen 
Germany 
Ph. 49-201-82737-0 
Fax 49-201-82737-37 
E-mail : confield@t-online.de 
www.empirix.net 
Nationally - Data collection/Field service 
B, E, H, R, RT, S 
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Connections, Inc. 
3928 Montclair Rd. , Ste. 230 
Birmingham, AL 35213 
Ph. 205-879-1255 
Fax 205-868-4173 
E-mail : bvwconnect@mindspring.com 
Rebecca V. Watson, President 
Regionally - Full-service 
B, E, F, R, RT, S 

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 K. Taras, V.P. Marketing 
Nationally - Data collection/Field service 
B, E, F, H, R, RT, S 

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

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

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

Critique International 
7758 Wallace Rd ., Ste. 10 
Orlando, FL 32819-7219 
Ph . 407-351 -1227 
Fax 407-351-5884 
E-mail: michael@critiqueinternational.com 
www.critiqueinternational .com 
Michael Somach, President 
Nationally- Full-service 
E, F, H, R, RT, S 
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Cross Financial Group 
6940 "0" St. , Ste. 310 
Lincoln , NE 68510 
Ph. 800-566-3491 
Fax 402-441-3136 
E-mail : solutions@crossfinancial.com 
Nationally - Full-service 
F, R, S 

Customer 1st 
225 CommercePiace 
Greensboro, NC 27401 
Ph. 336-378-6350 
Fax 336-378-6272 
E-mail: cust1 st@aol.com 
www.customer-1 st. com 
Carl Phillips, President 
Nationally - Full-service 
E, F, H, R, RT, S 

Customer Connection, Inc. 
P.O. Box 272435 
Oklahoma City, OK 73137-2435 
Ph. 405-491-0054 
Fax 405-789-6861 
E-mail : khmskm@aol.com 
Ken McClain , President 
Regionally - Data collection/Field service 
E, H, R, RT, S 

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

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

Customer's View, Inc. 
920 Country Club Dr., Ste. 2B 
Moraga, CA 94556 
Ph. 925-247-0490 
Fax 925-247-0495 
E-mail : dan@customersview.com 
www.customersview.com 
Dan Crevin, CFO 
Nationally- Full-service 
E, R, RT 

Danis Research 
One Gothic Plaza 
383 Rte. 46 W. 
Fairfield, NJ 07004-2402 
Ph. 973-575-3509 
Fax 973-575-5366 
E-mail : danisres@worldnet.att.net 
www.danisresearch .com 
Internationally- Full-service 
B, E, F, H, R, RT, S 
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Decision Research 
4480 Vieja Dr. 
Santa Barbara, CA 93110 
Ph. 805-967-0689 
Fax 805-967-2389 
E-mail: decisnrsch@aol.com 
Ruth Abrams, Owner 
Regionally- Data collection/Field service 
B, E, F, H, R, RT, S 

Defensive Business Management 
P.O. Box 8536 
Reading, PA 19603 
Ph. 800-532-5012 or 610-376-5012 
E-mail : DBMCO@hotmail.com 
James Moore, Principal 
Nationally- Full-service 
B, E, R, RT, S 

Delaware Research Co. 
2515 Alister Dr. 
Wilmington, DE 19808-3342 
Ph. 302-892-9575 
Fax 302-892-9709 
E-mail : DeSearch@nettaxi.com 
www.concentric. net/- scraps13/de.htm 
Locally - Data collection/Field service 
B, E, F, H, R, RT, S 

Delve 
(Formerly Quality Controlled Services - QCS) 
1355 N. Highway Dr. 
Fenton, MD 63099 
Ph. 800-325-3338 or 636-827-1773 
Fax 636-827-3373 
E-mail : postmaster@delve.com 
www.delve.com 
Internationally - Data collection/Field service 
B, E, F, H, R, RT, S 

Delve's Mystery Shopping Division discreetly eval­
uates employee performance during those critical 
moments when customers experience and judge 
your company. Backed by 45,000 ind ividuals 
nationwide, a sophisticated electronic manage­
ment system, dedicated mystery calling stations, 
a complete certification and training process, and 
a committed team of professional researchers, we 
focus on getting you the critical intelligence you 
need to stay customer-oriented. 
(See advertisement on p. 43) 

___;_(rtJif/1_-- v-
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1-800-326-3880 ext 123 
info@conferoinc.com 
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Businessllndustry 
• Entertainment 

F • financial Services 
H- Healltt care 
R • Restaurant/Fast Food 
AT· RetaU 

.. SeMces (Banks, Hotels, etc.) 

OMS 
840 N. Larrabee St. , Ste. 4209 
Los Angeles, CA 90069 
Ph. 888-214-2853 or 310-659-8732 
Fax 310-657-0647 
E-mail : DMSSOCAL@aol.com 
www.dmsresearch.com 
John Draper 
Nationally - Data collection/Field service 
B, E, F, H, R, RT, S 

Jeanne Drew Surveys 
5005 1/2- 34th Ave. S. 
Minneapolis, MN 55417 
Ph. 612-729-2306 
Fax 612-729-7645 
Jeanne Drew, President 

----------------t Locally - Data collection/Field service 
E, R, RT 

MYSTERY 
SHOPPING 

YOU CAN TRUST 
We deliver to your 

specifications! 
* Guaranteed data integrity 

* Unsurpassed responsiveness 
and flexibility 

* Up-to-date technology 

* On-time performance 

* National/international 
coverage 

* Competitive pricing 

* Diverse experience 

* Excellent references 

Service that shines! 
(800) 462-8765 

E-mail: dsginfo@dsgai.com 
Established 1981 

DSG Associates, Inc. 
2110 E. First St. , Ste. 106 
Santa Ana, CA 92705 
Ph. 800-462-8765 
Fax 714-835-6506 
E-mail : glen@dsgai.com 
www.dsgai.com 
Glen Reed, New Business Manager 
Internationally- Full-service 
B, E, F, R, RT, S 

Guaranteed data integrity, along with unsupassed 
responsiveness and flexibility to meet client needs, 
highlight the unique mystery shopping systemed 
pioneered by DSG Associates, Inc., over the past 
20 years. An industry leader, DSG offers a wide 
range of professional services and state-of-the-art 
technology to handle every assignment from the 
largest annual contracts to the most specialized 
projects. 
(See advertisement on p. 72) 

C.B. DuPree Associates 
299 Highbridge St. 
Fayetteville, NY 13066 
Ph. 315-637-2321 
Fax 315-637-2122 
Kay DuPree, Owner/Manager 
Regionally- Data collection/Field service 
B, E, F, H, R, RT, S 

E&K Enterprises, Inc. 
P.O. Box 153773 
Irving, TX 75015 
Ph. 800-284-9407 
Fax 972-513-0138 
E-mail : ekelip@bigplanet.com 
Elsie Kroussakis, President 
Nationally- Full-service 
E, R, RT, S 

Eagle Research - Atlanta 
One Dunwoody Park, Ste. 128 
Atlanta, GA 30338 
Ph . 770-395-6090 or 770-677-7970 
Fax 770-671-9708 
E-mail: constance.piperno@eagleresearch.com 
www.eagleresearch.com 
ConstancePiperno Yardley, Dir. of Qual. Rsch. 
Nationally- Full-service 
B, E, F, H, R, RT, S 

Eagle Research - Denver 
14818 W. 6th Ave ., Ste. 6A 
Golden, CO 80401 
Ph. 303-980-1909 or 303-980-2262 
Fax 303-980-5980 
E-mail : christine.farber@eagleresearch .com 
www.eagleresearch.com 
Christine Farber, Vice President 
Nationally- Full-service 
B, E, F, H, R, RT, S 

Elrick&Lavidg!l 
MARKETI NG RE SEA RCH 

Elrick & Lavidge 
1990 Lakeside Pkwy., 3rd fl. 
Tucker, GA 30084 
Ph. 770-621-7600 or 800-456-1314 
Fax 770-621-7666 
E-mail: sts@elavidge.com 
www.elrickandlavidge.com 
Suzie Sligh, Research Director 
Internationally- Full-service 
B, E, F, H, R, RT, S 

For 30+ years Elrick & Lavidge has built a solid rep­
utation as a leader in the mystery shopping indus­
try, providing clients with valuable data concern­
ing customer service, product knowledge, store 
appearance , competitive activity, pricing , and 
point-of-sale evaluations. E & L custom designs 
programs to meet your company's objectives and 
needs with a wide range of capabilities including: 
70,000 shoppers nationwide, an experienced staff, 
custom summary tabulations and exemplary ser­
vice. 
(See advertisement on p. 73) 

Employee Evaluations 
1710 Manor Hill Dr. 
Findlay, OH 45840 
Ph. 419-422-3196 
Fax 419-422-3204 
E-mail : mmallett@mysteryshops.com 
www.mysteryshops.com 
Mike Mallett 
Internationally - Full-service 
B, E, F, H, R, RT, S 

Essman/Research 
100 E. Grand Ave ., Ste. 340 
Des Moines, lA 50309-1800 
Ph. 515-282-7145 
Fax 515-282-4535 
E-mail: mail@eassoc.com 
www.eassoc.com 
Locally- Full-service 
F, H, R, RT, S 
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Feedback Plus, Inc. 
5580 Peterson Ln. , Ste. 120 
Dallas, TX 75240-5157 
Ph. 972-661-8989 
Fax 972-661-5414 
E-mail: reb.henry@gofeedback.com 
www.gofeedback.com 
Reb Henry, President 
Internationally- Full-service 
B, E, F, H, R, RT, S 

The Field Force, Inc. 
2324 S. Philippe Ave. 
Gonzales, LA 70737 
Ph. 225-621-7634 ext. 640 
Fax 225-647-0601 
E-mail : fieldf@bfa.encanto .net 
www.fieldforce.com 
Scott Couvillion , General Manager 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

Field Surveys & Audits, Inc. 
1823 West Shore Dr. 
Delafield, WI 53018 
Ph. 262-646-7034 
Fax 262-646-8617 
E-mail : FSA@nconnect.net 
Kathy Aldridge, Owner/Operator 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

First Glance 
1489 Highbrook Dr. 
Columbus, OH 43204 
Ph. 614-274-4065 
Fax 614-27 4-4065 
E-mail : firstglanceinc@msn.com 
Sandi Jordon 
Regionally - Full-service 
R, S 

Focuscope, Inc. 
1100 Lake St. , Ste. 60 
Oak Park, IL 60301 
Ph. 708-386-5086 
Fax 708-386-1207 
E-mail : krooney@focuscope.com 
www.focuscope.com 
Kevin Rooney, Sr. Project Director 
Locally - Data collection/Field service 
B, E, R, RT, S 

Fogerty Group, Inc. 
1333 Camino del Rio S., #306 
San Diego, CA 92108 
Ph. 619-718-7500 
Fax 858-718-7515 
E-mail : FogGrp@aol.com 
Joan Pietila, President 
Nationally - Data collection/Field service 
B, E, F, R, RT, S 

Free Lance Services 
1754 Edgwater Dr. 
Charlotte, NC 28210 
Ph. 704-552-2484 
Fax 704-552-7312 
E-mail : eveh@bellsouth.net 
Evelyn Harbin 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 
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Elrick & Lavidge•s 
Mystery Shopping service enables you 

to Manage Customer Satisfaction. 
We go beyond measuring to give you insight into what customers want, need, 
and require. The result is that you can be proactive in store operations, better 

meet and exceed customer expectations, and improve employee productivity and 
morale by having us implement incentive programs to managers and employees. 

Your tailor-made program can include value-added services such as in-store data 
gathering, a full range of qualitative and quantitative services, and high-level 

capabilities in marketing sciences. 

www.quirks.com 

· Customized Programs · Onsite Data Collection 
• 30+ Years of Customer Satisfaction Experience 

• Strict Quality Control Standards 
• Over 40,000 Mystery Shoppers Throughout the U.S. 

· Objective, Real Customers 

Elrick&Lavid~ 
MA RKET I NG R ESEA RCH 

an Aegis company 

Call u at 800.456.1314 
or visit our website at www.elavidge.com for more information. 

Seeing Data in a Different Light, Providing Information to Move Markets 
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Industry Service Codes 
8 - Business/Industry 
E - Entertainment 
F - Financial Services 
H - Health Care 
R - Restaurant/Fast Food 
AT- Retail 
S- Services (Banks, Hotels, etc.) 

Friedman Marketing Services 
500 Mamaroneck Ave. 
Harrison, NY 10528 
Ph. 914-698-9591 
Fax 914-698-2769 
E-mail : gvigeant@roper.com 
www.friedmanmktg.com 
Gary Vigeant, Client Services Manager 
Nationally - Data collection/Field service 
B, E, F, H, R, RT, S 

Galli Research Services 
3742 Bernard St. 
Chicago, IL 60618 
Ph. 773-4-SURVEY 
Fax 773-478-7899 
Paul Galli , President 
Nationally - Data collection/Field service 
B, E, F, H, R, RT, S 

Genesis Group, Inc. 
1300 114th Ave. S.E., Ste. 220 
Bellevue, WA 98004 
Ph. 800-258-6247 
Fax 888-818-1000 
E-mail : info@genesisgrp.com 
www.genesisgrp.com 
Brad Worthley, President 
Dawn Lindsey, Vice President 
Nationally - Full-service 
B, E, F, R, RT, S 

Genesis Group, Inc., a highly respected customer 
service consulting firm, offers national coverage 
and an unparalleled range of services to help you 
exceed your customers' expectations. As a valued 
client of the Genesis Group, you will receive our 
Signature Executive Service offering you person­
alized attention. We are passionate about your 
success. Please visit our Web site for details. 
(See advertisement on p. 75) 

Gilmore Research Group 
2324 Eastlake Ave. E. , Ste. 300 
Seattle, WA 98102-3306 
Ph. 206-726-5555 
Fax 206-726-5620 
E-mail : cnicholl@gilmore-research.com 
www.gilmore-research.com 
Cheryl Nicholl, Sr. Vice President 
Regionally- Full-service 
B, E, F, H, R, RT, S 
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Graham & Associates, Inc. 
3000 Riverchase Galleria, Ste. 310 
Birmingham, AL 35244 
Ph. 205-443-5399 
Fax 205-443-5389 
E-mail : grahampga@aol.com 
Cindy Eanes, Vice President 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

Granite State Marketing Research, Inc. 
Park II West 
13 Orchard View Dr., Ste. 3 
Londonderry, NH 03053 
Ph. 603-434-9141 
Fax 603-434-4176 
E-mail: dot@gsmrinc.com 
www.gsmrinc.com 
Regionally- Data collection/Field service 
B, E, F, H, R, RT, S 

Green & Associates 
P.O. Box 9869 
College Station, TX 77842 
Ph. 800-677-2260 
Fax 979-693-7904 
E-mail: mgreen@greenandassociates.com 
www.greenandassociates.com 
Mike Green, President 
Internationally- Full-service 
R, RT, S 

Gulf State Research Center 
San Jacinto Mall 
1670 San Jacinto Mall 
Houston, TX 77521 
Ph. 800-357-8842 or 281-421-7798 
Fax 281-421-1976 
E-mail: Lvillar@gte.net 
Regionally- Data collection/Field service 
E, F, H, R, RT, S 

Gulf State Research Center 
Clearview Mall 
4426 Veterans Blvd. 
New Orleans, LA 70006 
Ph. 800-357-8842 or 504-454-1737 
Fax 504-454-2461 
E-mail : Lvillar@gte.net 
Regionally- Data collection/Field service 
E, F, H, R, RT, S 

Gulf State Research Center 
Eagle Ridge Mall 
433 Eagle Ridge Dr., Ste. 211 
Lake Wales, FL 33853 
Ph. 800-357-8842 or 863-676-3676 
Fax 863-676-0471 
E-mail: Lvillar@gte.net 
Regionally- Data collection/Field service 
E, F, H, R, RT, S 

Pat Hennum Research 
4820 Lincoln Dr. 
Kennesaw, GA 30144 
Ph. 770-926-9231 
Fax 770-516-5819 
Locally - Data collection/Field service 
B, E, H, R, RT, S 

Herron Associates, Inc. 
71 0 Executive Park Dr. 
Greenwood, IN 46143 
Ph. 317-882-3800 
Fax 317-882-4716 
E-mail : herron@iquest.net 
www.herron-research.com 
Sue Nielsen, Vice President 
Locally - Data collection/Field service 
B, E, F, H, R, RT, S 

Higbee & Associates, Inc. 
2603 Cypress Ave. 
Norman, OK 73072 
Ph. 800-485-0326 
Fax 405-366-7507 
E-mail : shigbee@telepath.com 
Sally Higbee, COO/Marketing Director 
Regionally- Full-service 
R, RT, S 

Hilli Dunlap Enterprises, Inc. 
P.O. Box 15487 
North Hollywood, CA 91615-977 4 
Ph . 818-760-7688 
E-mail : dunlapinc@aol.com 
www.dunlapenterprises.com 
Internationally- Full-service 
B, E, F, R, RT, S 

Hindsight 
7846 Wiles Rd. 
Coral Springs, FL 33067 
Ph . 954-346-9107 
Fax 954-346-5604 
E-mail: hndsight@hndsight.com 
www.hndsight.com 
Paul Cook, Client Services 
Nationally- Full-service 
E, F, R, RT, S 

Hispanic Focus Unlimited 
303 W. Park Ave. 
Pharr, TX 78577 
Ph. 956-797-4211 
Fax 956-797-4244 
E-mail : rubenc@hispanicfocusunltd.com 
www.hispan icfocusunltd.com 
Ruben Cuellar, President 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

Horizon Research Services 
409 Vandiver Dr. , Bldg. 6, Ste. 102 
Columbia, MO 65202 
Ph. 573-87 4-1333 
Fax 573-87 4-6904 
E-mail: info@horizonresearch.com 
www.horizonresearch.com 
Kathleen Anger, President 
Regionally- Full-service 
B, E, F, H, R, RT, S 

HR and Associates, Inc. 
223 Burlington Ave. 
Clarendon Hills, IL 60514-1136 
Ph. 630-789-0444 
Fax 630-323-4066 
E-mail : inquiries@hrandassociates.com 
www.hrandassociates.com 
Arvids Stiebris 
Internationally- Full-service 
B, E, F, R, RT, S 
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ICC Decision Services 
Inventory Control Company 
100 Hollister Rd. 
Teterboro, NJ 07608 
Ph. 201-288-6001 or 800-444-1717 
Fax 201-288-6841 
E-mail: info@iccds.com 
www.iccds.com 
David Rich, President 
Nationally - Full-service 
B, E, F, H, R, RT, S 

IMAGES Market Research 
290 Fourteenth St. 
Atlanta, GA 30318 
Ph. 404-892-2931 
Fax 404-892-8651 
E-mail: research@imagesusa.net 
Nationally- Data collection/Field service 
B, H, R, RT,S 

InGold Research Services, Inc. 
17501 Janesville Rd. 
P.O. Box 413 
Muskego, WI 53150 
Ph. 262-679-2600 
Fax 262-679-1445 
E-mail: in-gold@execpc.com 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

Insight Research, Inc. 
1 000 Broadway, Ste. 292 
Oakland, CA 94607 
Ph. 510-286-8000 
Fax 510-286-2022 
E-mail: info@iresearchinc.com 
www.iresearchinc.com 
Nationally - Full-service 
E, F, H, R, RT, S 

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

I ntroMarketing 
30161 Southfield Rd ., #315 
Southfield, Ml 48076 
Ph. 248-540-5000 
Fax 248-540-7070 
E-mail : jholborn@intromarketing.com 
www.intromarketing.com 
Joellyn Hilborn 
Locally- Data collection/Field service 
E, H, R, RT, S 
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Investigative Marketing Services, Ltd. 
840-7 Ave. S.W., Ste. 1420 

Issues and Answers Network, Inc. 
5151 Bonney Rd. 

Calgary, AB T2P 3G2 
Canada 
Ph. 403-217-8333 
Fax 403-217-4875 

Virginia Beach, VA 23462 
Ph. 757-456-1100 or 800-23-ISSUE 
Fax 757-456-0377 

E-mail: salesmanager@investigativemarketing.com 
www.investigativemarketing.com 

E-mail: peterm@issans.com 
www.issans.com 
Peter McGuinness, President 
Regionally- Full-service Julia Lyons-Wood, President 

Internationally- Full-service B, F, R, RT 
B, E, F, R, RT, S 

www.quirks.com 

We are passionate about your success e 

Business Consulting 

Mystery Shopping 
In~ Person 
Telephone 

ComjJetition 
ComfJliance 

Video I Audio 

Training 
Keynote Speeches 

Seminars 
Videos 

Personal Action Plans 

Customer Satisfaction Surveys 
Data Analysis and Reporting 

Incentive Plan Development 

Merchandise Audits and Product Surveys 

A Customer Service Consulting Firm 

GENESIS 
G R C U f-J 

1300 I 14th Avenue SE. Suire 220 Bellevue. WA 98004 
Phone 800.258.6247 • fax 888.818.1000 

www.genesisgrp .com • e-mail info@ genesisgrp.com 
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Industry Service Codes 
B-~ 
£-E~ 
F • fiRaACial Services 
H- Hea_..Gare 
R - IWstaurant/Fast Food 
RT· Retd 
s - Services (Banks. Hotels, etc.) 

J & R Field Services, Inc. 
747 Caldwell Ave . 
North Woodmere, NY 11581 
Ph. 516-791-3020 
Fax 516-791-5033 
E-mail : jrfield@aol.com 
Debra Rappo 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

Jackson Associates, Inc. 
1140 Hammond Dr. , Bldg. H 
Atlanta, GA 30328 
Ph. 770-394-8700 
Fax 770-394-8702 
E-mail: research@jacksonassociates.com 
www.jacksonassociates.com 
Margaret Hicks, President 
Locally - Data collection/Field service 
B, E, F, R, RT, S 

Jancyn Evaluation Shops 
1912 Lincoln Ave. 
San Jose, CA 95159 
Ph. 800-339-2861 
E-mail: jancynshops@aol.com 
www.jancyn.com 
Nationally - Full-service 
E, F, R, RT, S 

JKS, Inc. - Northeast 
10617 Alison Dr. 
Burke, VA 22015 
Ph. 877-557-4627 or 703-503-2255 
Fax 703-503-5117 
E-mail: jksinc@jks-inc.com 
www.jks-inc.com 
Jayne Keedy, President 
Regionally- Full-service 
E, F, R, RT, S 

JKS, Inc. -Southwest 
An Austin Creative Group Member 
1706 Goodnight Lane 
Austin , TX 78757 
Ph. 512-452-0200 
Fax 512-452-2713 
E-mail : rdamico@jks-inc.com 
www.jks-inc.com 
Rebecca D'Amico, Regional Director 
Regionally - Full-service 
E, F, R, RT, S 

Kane Field Services, Inc. 
3560 Monteigne Dr. 
Pensacola, FL 32504 
Ph. 850-433-7316 
Fax 850-435-8863 
E-mail: kanefieldservice@aol.com 
Julie W. Kane, President 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 
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Ken-Rich Retail Group 
4251 Jones Lane 
Bellingham, WA 98225 
Ph. 360-756-1403 
E-mail : support@ken-rich.com 
www.ken-rich.com 
Nationally - Data collection/Field service 
B, E, F, H, R, RT, S 

Keystone Marketing Research 
P.O. Box 847 
Bethany Beach , DE 19930-0847 
Ph. 302-541-4465 
Fax 302-541-4465 
E-mail: janetlewes@prodigy.net 
Janet Legates, Sr. Partner 
Regionally- Full-service 
E, F, R, RT, S 

Kirk Research Services, Inc. 
3829 Atlantic Blvd. 
Jacksonville, FL 32207 
Ph. 904-858-3200 
Fax 904-858-3204 
E-mail : kirkresh@bellsouth.net 
Rebecca Kirk, Vice President 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

Kiyomura-lshimoto Associates 
130 Bush St. , 1Oth fl. 
San Francisco, CA 94104-3826 
Ph. 800-827-6909 or 415-984-5880 
Fax 415-984-5888 
E-mail : norm@kiassociates.com 
www.kiassociates.com 
Regionally - Full-service 
B, E, F, H, R, RT, S 

Stanford Klapper Associates, Inc. 
P.O. Box 361529 
San Juan, PR 00936-1529 
Puerto Rico 
Ph. 787-753-9090 
Fax 787-754-6590 
E-mail : stanford.klapper@worldnet.att.net 
www.ska-pr.com 
Stanford Klapper, Chairman 
Internationally- Full-service 
B, E, F, R, RT, S 

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

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

The KTR Group, Inc. 
18EimSt. 
Woburn, MA 01801 
Ph. 800-535-9775 or 781-932-9775 
Fax 781-935-6827 
E-mail: info@ktrcreative.com 
www.ktrcreative.com 
Todd Rapp, Director of Operations 
Nationally- Full-service 
E, F, R, RT, S 

Kudos Research 
11 Northburgh Street 
London EC1V OAH 
United Kingdom 
Ph. 44-20-7490-7888 
Fax 44-20-7 410-9390 
E-mail : info@kudosresearch.com 
www.kudosresearch.com 
Sue Long, Research Director 
Internationally - Full-service 
B, F 

L.A. Research, Inc. 
9010 Reseda Blvd ., Ste. 109 
Northridge, CA 91324 
Ph. 818-993-5500 or 800-760-9040 
Fax 818-993-5664 
E-mail : lamusearch@aol.com 
Lorei Musselman, President 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

Las Vegas Surveys, Inc. 
3405 S. Cambridge St. 
Las Vegas, NV 89019 
Ph. 702-650-5500 or 800-797-9877 
Fax 702-650-0729 
E-mail: lvsurveys@aol.com 
Carlos Kelley, V.P./Research Director 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

Leibowitz/Roher Marketing, Inc. 
228 E. 45th St. 
New York, NY 1 0017 
Ph. 212-986-6668 
Fax 212-697-9528 
E-mail : lr_marketing@roherpr.com 
www.leibowitzroher.com 
Wendy Leibowitz, President 
Nationally - Full-service 
B, F, RT, S 

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 
Charles A. Spiegel hoff, President 
Locally - Data collection/Field service 
B, E, F, H, R, RT, S 

Nancy Levine Marketing Research 
24709 Stonegate Dr. 
West Hills, CA 91304 
Ph. 818-703-6804 
Fax 818-883-9356 
E-mail: nlevineres@aol.com 
Nationally - Data collection/Field service 
E, F, R, RT, S 
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Liberty Research Services, LLC 
2307 Fairway Rd. 
Huntingdon Valley, PA 19006 
Ph. 215-658-0900 
Fax 215-658-0901 
E-mail: info@libertyresearchservices.com 
www.libertyresearchservices.com 
Bill Ruckh, President 
Locally - Data collection/Field service 
B, E, F, H, R, RT, S 

The Locksley Group, Ltd . 
1011 Swarthmore Ave., #2 
Pacific Palisades, CA 90272 
Ph. 31 0-454-51 05 
Fax 310-454-0215 
E-mail : LGLGROUP@aol.com 
Elaine Locksley, President 
Nationally - Full-service 
E, F, H, R, RT, S 

M.A.T. On-Site Research 
13714 Oakmead, Ste. 100 
Sugar Land, TX 77478 
Ph. 281-242-3253 
Fax 281-491-0300 
E-mail : onsite.research@pdq.net 
Floyd Thigpen, President . . 
Nationally - Data collection/Field serv1ce 
B, E, F, H, R, RT, S 

MacPherson Mystery Shopping 
Mystery House 
27 Richmond Court 
Huddersfield, West Yorkshire HD4 5XE 
United Kingdom 
Ph.44-1484-643257 
Fax 44-1484-643335 
E-mail : info@macphersonmysteryshopping.co.uk 
www.macphersonmysteryshopping.co.uk 
Internationally- Full-service 
B, E, F, H, R, RT, S 

Mainstream Marketing 
P.O. Box 4961 
Wenatchee, WA 98807-4961 
Ph. 509-662-3228 
Fax 509-663-6253 
E-mail : info@mainstreammarketing.com 
www.mainstreammarketing.com 
Regionally- Data collection/Field service 
E, F, R, RT, S 

Margaret Ann's Research 
4520 Reva Ct. 
Marietta, GA 30066 
Ph. 770-516-9960 
Fax 770-516-4238 
E-mail: MASRESCH@aol.com 
Margaret Ann Rogers 
Locally- Data collection/Field service 
B, E, F, H, R, RT, S 

Maritz Marketing Research Inc. 
1355 N. Highway Dr. 
Fenton , MO 63099 
Ph. 636-827-8532 or 800-446-1690 
Fax 636-827-8605 
E-mail : mmri@maritz.com 
www.maritz.com/mmri 
AI Goldsmith 
Internationally- Full-service 
B, E, F, H, R, RT, S 

Virtual Customers~ from Maritz Marketing 
Research Inc. is a fully-integrated service quality 
evaluation system. It utilizes advanced technolo­
gy including Virtuoso, our high-tech process ~an­
agement software, for fast reporting and a umque 
certification process to mirror real customers so 
closely that they "virtually" become your cus­
tomers. Virtual Customers is a seven-step process 
aimed at improving bottom line results. There are 
over 50,000 virtual customers globally. 
(See advertisement on p. 11) 

Market Analysis Ltd. 
190 Hymettus Street 
116 36 Athens 
Greece 
Ph. 30-1-756-4892-3 
Fax 30-1-701-9355 
E-mail : markanalysis@mail.kapatel.gr 
Spyrss Camileris 
Nationally - Full-service 
B, E, F, H, R, RT, S 

Market Dynamics Research Group, Inc. 
3112 Canal St. 
New Orleans, LA 70119 
Ph. 504-821-1910 
Fax 504-821-1908 
E-mail : info@mdrginc.com 
Sondra L. Brown, President 
Nationally - Full-service 
F, H, R, S 

Market Image Tennessee 
450 W. Main St. , Ste. 107 
Gallatin, TN 37066 
Ph. 615-451-2288 
Fax 615-451-4265 
E-mail : mimagetn@bellsouth.net 
Regionally- Full-service 
R, RT, S 

Market Monitor, Inc./Service Monitor 
P.O. Box 16757 
Stamford, CT 06905 
Ph. 800-944-8383 
E-mail : mktmoninc@aol.com 
Jerry Jankowitz, President 
Nationally- Full-service 
B, E, F, H, R, RT, S 
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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 or Richard Smith 
Regionally - Full-service 
B, E, F, H, R, RT, S 

Market Tasks, Inc. 
378 W. Glen Eagle Dr. 
Cleveland, OH 44143 
Ph. 216-442-7652 
Fax 216-461-6715 
E-mail: Markettsk@aol.com 
Mary or Nikki Klonaris . . . 
Regionally - Data collect10n/F1eld serv1ce 
E, F, R, RT, S 

Market Trends Pacific, Inc. 
1001 Bishop St. , Ste. 505 
Honolulu, Hl96813 
Ph. 808-532-0733 
Fax 808-532-07 44 
E-mail: info@markettrendspacific.com 
www.markettrendspacific.com 
Wanda L. Kakugawa, President 
Nationally- Full-service 
B, E, F, H, R, RT, S 

Market Trends, Inc. 
(Corporate Headquarters) 
375 Corporate Dr. S., Ste. 100 
Seattle, WA 98188 
Ph. 206-575-1222 
Fax 206-575-8779 
E-mail: infomanager@markettrends.com 
www.markettrends.com 
Kyle Bowman 
Internationally- Full-service 
B, E, F, H, R, RT, S 

Market Viewpoint 
995 Fairview Rd., Ste. 202 
Glenmoore, PA 19343-1813 
Ph. 610-942-7030 
Fax 610-942-7031 
E-mail : info@marketviewpoint.com 
www.marketviewpoint.com 
Angela V. Megasko, President 
Nationally- Full-service 
B, E, F, H, R, RT, S 

MarkeTec, Incorporated 
P.O. Box 9058 
Reno, NV 89507 
Ph. 775-333-1221 
Fax 775-333-1224 
E-mail: marketecnv@aol.com 
Katherine Cole, President 
Regionally- Full-service 
B, E, F, H, R, RT, S 

Marketing Advantage Research Consultants, Inc. 
2349 N. Lafayette St. 
Arlington Heights, IL 60004 
Ph. 847-670-9602 or 800-935-4220 
Fax 847-670-9629 
E-mail : mjrichards@aol.com 
Marilyn Richards, President 
Regionally - Full-service 
B, E, F, R, RT, S 



Industry Service Codes 
B - Business/Industry 
E - Entertainment 
F - Financial Services 
H - Health Care 
R - Restaurant/Fast Food 
RT- Retail 
S - Services (Banks, Hotels, etc.) 

The Marketing Center 
PMB 605, 89 Ave. de Diego, Ste. 105 
San Juan, PR 00927-6346 
Puerto Rico 
Ph . 787-751-3532 
Fax 787-765-2096 
E-mail : info@tmcgroup.net 
www.tmcgroup.net 
Regionally - Full-service 
F, H, R, RT 

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 
Loren Wims, Vice President 
Locally- Full-service 
B, E, F, H, R, RT, S 

Marketing Intelligence Corp. (MiG) 
Global Services 
1-4-1 , Honcho, 
Higashikurume-shi 
Tokyo 203-8601 
Japan 
Ph . 81-424-76-5164 
Fax 81-424-76-5195 
E-mail: global-service@mictokyo.co.jp 
www.micjapan.com 
Te Pura MacGregor 
Nationally - Full-service 
R, RT, S 

Marketing Network International 
270 Farmington Ave ., #221 
Farmington , CT 06032 
Ph . 860-676-1586 
Fax 860-676-8514 
E-mail : Researchne@aol.com 
www.mni-research.com 
Internationally- Full-service 
B, E, F, H, R, RT, S 

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 
Internationally- Full-service 
F, H, RT, S 
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Marketing Systems Unlimited Corp. 
1519 S. Gilbert St. 
Iowa City, lA 52240 
Ph . 319-338-3773 
Fax 319-338-0513 
E-mail : info@msultd.com 
www.msultd.com 
Gene Lytle , President 
Nationally - Data collection/Field service 
R, RT, S 

Marketrends, Inc. 
103 Charles River Landing Rd. 
Williamsburg, VA 23185-5001 
Ph. 757-229-3065 or 800-296-4447 
Fax 757-229-1828 
E-mail : nfuller@marketrends.com 
www.marketrends.com 
Nancy Fuller, Owner/President 
Locally- Full-service 
B, F, H, R, RT, S 

Mars Research 
1700 N. University Dr., Ste. 205 
Coral Springs, FL 33071 
Ph. 954-755-2805 or 877-755-2805 
Fax 954-755-3061 
E-mail : info@marsresearch .com 
www.marsresearch.com 
Harriet Poster, Project Director 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

Mars Surveys of Texas 
3200 Wilcrest, Ste. 100 
Houston, TX 77042 
Ph. 713-266-6277 or 888-320-6277 
Fax 713-266-6276 
E-mail : mars@gge.net 
www.marsresearch.com 
Johnnie Horn, Project Director 
Regionally- Data collection/Field service 
B, E, F, R, RT, S 

Carol Max Marketing Services, Inc. 
P.O. Box 41127 
St. Louis, MO 63141 
Ph. 314-434-2157 
Fax 314-434-2890 
E-mail : carolcmax@earthlink.net 
Carol Max, President 
Regionally- Data collection/Field service 
B, E, F, R, RT, S 

Mazur/Zachow, Inc. 
1025 S. Moorland Rd ., Ste. 300 
Brookfield, WI 53005 
Ph. 262-938-9244 
Fax 262-938-9255 
E-mail : mazurzac@aol.com 
www.mazurzachow.com 
Diane Zachow, Vice President 
Locally- Data collection/Field service 
B, E, F, R, RT, S 

McGiadrey & Pullen, LLP 
400 Locust St. , Ste. 640 
Des Moines, lA 50309-2372 
Ph. 515-284-8660 
Fax 515-284-1545 
E-mail: loree_rakermiles@rsmi.com 
www.mcgladrey.com 
Nationally - Full-service 
F 

McMillion Research Service 
1012 Kanawha Blvd. E. 
Charleston, WV 25301-2809 
Ph . 304-343-9650 
Fax 304-343-6522 
E-mail : jmace@mcmillionresearch.com 
www.mcmillionresearch.com 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

Meyers Research Center 
58 W. 40th St. 
New York, NY 1 0018 
Ph . 212-391-0166 
Fax 212-768-0268 
E-mail : jfriedlaender@mrcisretail.com 
www.mrcisretail .com 
Jeff Friedlaender, Vice President 
Nationally - Full-service 
B, E, F, R, RT, S 

Ann Michaels and Associates Ltd. 
3108 S. Rte. 59, Ste. 124/255 
Naperville, IL 60564 
Ph. 630-922-7804 
E-mail : kdoering@ishopforyou.com 
www.ishopforyou.com 
Locally - Data collection/Field service 
E, F, R, RT, S 

1:"M1chelson 
~;ociates,Inc. 
Strategic M arketi ng 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 
Mark L. Michelson, President/CEO 
Internationally- Full-service 
E, F, R, RT, S 

Since 1984, Michelson & Associates, Inc. has pro­
vided mystery shopping services nationwide. With 
over 80 ,000 qualified mystery shoppers , 
Michelson & Associates , has the capability and 
experience to handle a variety of shopping pro­
jects. Extensive experience with retail , hospitality, 
automotive and property management. Our ser­
vices are guaranteed to your satisfaction . Charter 
member of the Mystery Shopping Providers 
Association (MSPA) . 
(See advertisement on p. 79) 
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Midwest Survey & Research 
9802 Nicholas St. 
Omaha, NE 68114 
Ph. 402-392-0755 
Fax 402-392-1 068 
E-mail : worick@mwsurvey.com 
Elaine Bosilevac, General Manager 
Regionally - Full-service 
B, E, F, H, R, RT, S 

MRCFocus 
101 Convention Center Dr. , Plaza 125 
Las Vegas, NV 89109 
Ph. 702-734-7511 
Fax 702-734-7598 
E-mail: research@mrcgroup.com 
www.mrcgroup.com 
Lesley Hodges 
Locally - Full-service 
B, E, F, H, R, RT, S 

MSB-Managing The Service Business 
Winslow House, Church Lane 
Sunninghill , Ascot 
Berkshire SL5 7ED 
United Kingdom 
Ph.44-134-487-6300 
Fax 44-134-487-3677 
E-mail : andy.booth@msb-ltd .co .uk 
www.msb-ltd.co.uk 
Internationally- Full -service 
B, E, F, H, R, RT, S 

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

Mystery Shoppers, Inc. 
5308 Turtle Point Ln . 
Knoxville, TN 37919 
Ph . 800-424-0871 or 865-450-8841 
Fax 865-450-8839 
E-mail : beverlygleason@mystery-shoppers.com 
www. mystery-shoppers.com 
Beverly Gleason, President 
Nationally - Full-service 
B, E, F, H, R, RT, S 

Mystery Shoppers, Inc. 
6300 Richmond, #208 
Houston, TX 77057 
Ph . 713-339-1204 
Fax 713-339-1802 
E-mail: MSINC@swbeil.net 
Yvonne Toro 
Nationally - Full-service 
B, E, F, H, R, RT, S 

TAKE A CtosER LooK ... 
Image, Identity & Branding Studies 
Product & Facility Development 
Concept & Design Testing 
Satisfaction Measurement 
Competitive Analyses 
Service Evaluations 
Strategic Planning 

• Focus Groups 

• Phone Surveys 

• M ai led Surveys 

• On-Site Surveys 

• Internet Research 

• M ystery Shopping 

• Secondary Research 

• Demograph ic M apping 

Serving clients nationwide since 1984 
Member: QRCA, MRA, AMA 

·chelson 
ssociates, Inc. 

Strategic Marketing Research 
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National Field & Focus, Inc. 
190 N. Main 
Natick, MA 01760 
Ph. 508-655-1926 
Fax 508-655-0096 
E-mail : nff@ma.ultranet.com 
www.nationalfieldandfocus.com 
Brenda Chartoff, President 
Nationally - Data collection/Field service 
B, E, F, H, R, RT, S 

National Shopping Service 
151 N. Sunrise Ave ., Ste. 1010 & 1016 
Roseville, CA 95661 
Ph. 916-781-6776 
Fax 916-781-6621 
E-mail: susanm@nssdata.com 
www.nssmysteryshoppers.com 
Susan K. Meyer, V.P. of Operations 
Nationally - Full-service 
B, E, F, R, RT, S 

National Shopping Service Network, LLC 
3910 E. Evans Ave. 
Denver, CO 80210-4927 
Ph. 303-451-0538 
Fax 303-451-0325 
E-mail : howard@mysteryshopping.net 
www.mysteryshopping.net 
Howard Troxel , President 
Internationally - Full-service 
B, E, F, R, RT, S 

For consultat ion on your research needs, 
Cal l Mark Michelson, President/CEO 

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

E-M ail: focus@onramp.net 

1900 The Exchange, Suite 360 
Atl anta, Georgia 30339 

For more info, visit our website 
www.michelson.com/research 
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Industry Service Codes 
B - Businessllndu.Stt'Y 
E • Entertainment 
F - FiAancial Services 
H - Healttl Care 
R - Restaurantlfast Food 
-AT· Re1ail 
S ,. SerVices (Banks, Hotels, etc.) 

New England Interviewing, Inc. 
337 Amherst St. 
Nashua, NH 03063-1723 
Ph. 603-889-8222 
Fax 603-883-1119 
E-mail: newenglandint@cs.com 
Joan Greene, President 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

New Orleans Field Services 
257 Bonnabel Blvd . 
Metairie, LA 70005-3738 
Ph. 504-833-0641 
Fax 504-834-2005 
Peggy Gereighty 
Regionally- Data collection/Field service 
B, E, F, H, R, RT, S 

New South Research 
3000 Riverchase, Ste. 405 
Birmingham, AL 35244 
Ph. 205-443-5350 or 800-289-7335 
Fax 205-443-5340 
E-mail : jjager@newsouthresearch.com 
Peggy Vick 
Regionally - Full-service 
B, E, F, H, R, RT, S 

NOP Mystery Shopping 
King Charles House, Park End Street 
Oxford OX1 1 JD 
United Kingdom 
Ph. 44-1865-262800 
Fax 44-1865-262888 
E-mail : c.white@nop.co.uk 
www.nop.co.uk/nop/mysteryshopping.htm 
Chris White, Managing Director 
Internationally- Full-service 
B, E, F, H, R, RT, S 

The NPD Group, Inc. 
HTI Custom Research 
900 W. Shore Rd . 
Port Washington, NY 11050-0402 
Ph. 516-625-2377 
Fax 516-625-2222 
E-mail: nancy_hodes@npd.com 
www.npd.com 
Nationally - Full-service 
B, E, F, H, R, RT, S 

O'Connor & Associates 
759 Jackson Rd. 
Stewartsville, NJ 08886 
Ph. 908-859-8260 
Fax 908-859-5299 
E-mail : avigg@bellatlantic.net 
www.oconassoc.com 
Tony Viggiano, Vice President 
Nationally- Full-service 
F 
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Oklahoma City Research Services 
Div. of Ruth Nelson Research 
4323 N.W. 63rd St. , #235 
Oklahoma City, OK 73116-1520 
Ph. 405-840-2707 
Fax 405-840-2754 
E-mail: ocrs@worldnet.att.net 
www.ruthnelsonresearchsvcs.com 
Regionally- Data collection/Field service 
B, E, F, H, R, RT, S 

OMR (Oichak Market Research) 
7255-A Hanover Pkwy. 
Greenbelt, MD 20770 
Ph. 301-441-4660 
Fax 301-4 7 4-4307 
E-mail: info@OMRdc.com 
www.OMRdc.com 
Jill L. Siegel , President 
Locally - Data collection/Field service 
E, F, H, R, RT, S 

Opinions, Ltd. 
23 N. Franklin St., #14 
Chagrin Falls, OH 44022 
Ph. 440-893-0300 
Fax 440-893-9333 
E-mail : mark@whereopinionscount.com 
www.whereopinionscount.com 
Regionally- Data collection/Field service 
E, R, RT, S 

Oy Palvelu Plus- Service Plus Ltd 
Temppelikatu 6 B 
00100 Helsinki 
Finland 
Ph . 358-9-3487-2100 
Fax 358-9-3487-21 01 
E-mail : jukka.rastas@serviceplus.fi 
www.serviceplus.fi 
Internationally- Full-service 
B, E, F, H, R, RT, S 

P V R, Inc. 
11445 Johns Creek Pkwy. 
Atlanta, GA 30097 
Ph. 770-232-0322 
Fax 770-232-0344 
E-mail: jhannula@pvr-research.com 
www.pvr-research.com 
Jeri S. Hannula, Vice President 
Regionally - Data collection/Field service 
B, E, F, R, RT, S 

Pat Henry Market Research , Inc. 
P.O. Box 17182 
Cleveland, OH 44117 
Ph. 800-229-5260 or 216-531-9562 
Fax 216-531-9724 
E-mail: research@pathenry.com 
www.thepathenrygroup.com 
Bill Rinder, Dir. of Retail Ops. 
Nationally- Full-service 
B, E, F, H, R, RT, S 

Patron Edge 
P.O. Box 72 
Danvers, MA 01923 
Ph. 978-774-9763 
Fax 978-774-9763 
E-mail : sales@patronedge.com 
www.patronedge.com 
Regionally- Full-service 
E, F, R, RT, S 

People Plus 
6041 Mt. Moriah 
Memphis, TN 38115 
Ph . 901-362-0509 
Fax 901-362-0896 
E-mail: emorgan@peopleplusinc.net 
Cynthia Franks, Manager of Merchandising 
Regionally- Data collection/Field service 
B, E, F, H, R, RT, S 

Perceptive Market Research, Inc. 
2306 S.W. 13th St. , Ste. 807 
Gainesville, FL 32608 
Ph. 800-749-6760 or 352-336-6760 
Fax 352-336-6763 
E-mail: surveys@pmrresearch.com 
www.pmrresearch.com 
Dr. Elaine M. Lyons-Lepke, President 
Nationally - Full-service 
B, E, F, H, R, RT, S 

The Performance Group, Inc. 
233 Main St. 
P.O. Box 828 
Mt. Vernon, IN 47620 
Ph. 800-264-0814 or 812-838-9814 
E-mail: performancegroup@aol.com 
Walter Babcock 
Nationally- Full-service 
B, F 

Performance Plus 
111 Speen St. , Ste. 105 
Framingham, MA 01701 
Ph. 508-872-1287 
Fax 508-879-71 08 
www.performanceplusboston.com 
Shirley Shames, President 
Locally- Data collection/Field service 
B, E, F, H, R, RT, S 

Person to Person Quality 
A Div. Of S&FA Capital Services, Inc. 
1737 King St. , Ste. 200 
Alexandria, VA 22314 
Ph. 703-836-1517 
Fax 703-836-1895 
E-mail: info@persontopersonquality.com 
www.persontopersonquality.com 
Nationally- Full-service 
E, F, R, RT, S 

Personal Opinion, Inc. 
999 Breckenridge Ln. 
Louisville, KY 40207 
Ph. 502-899-2400 
Fax 502-899-2404 
E-mail : poi@alltel.net 
www.personalopinion.org 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 
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Pinkerton Field Research Services 
400 Chastain Ctr. Pkwy., Ste. 410 
Kennesaw, GA 30144 
Ph. 800-540-6077 or 770-919-0260 
Fax 770-919-1359 
E-mail : sales@pktnshop.com 
www.pinkertons.com 
Donna Mello, Sales & Marketing 
Nationally - Full-service 
B, E, F, R, RT, S 

PMR-Personal Marketing Research, Inc. 
322 Brady St. 
Davenport, lA 52801 
Ph. 319-322-1960 
Fax 319-322-1370 
E-mail: info@pmrdata.com 
www.pmrdata.com 
Patricia E. Duffy, President 
Regionally- Data collection/Field service 
B, E, F, R, RT, S 

Precision Research, Inc. 
O'Hare Corporate Towers 
10600 W. Higgins Rd ., Ste. 100 
Rosemont, IL 60018 
Ph. 847-390-8666 
Fax 847-390-8885 
E-mail: saa@preres.com 
www.preres.com 
Scott Adelman, President 
Locally - Data collection/Field service 
B, E, F, H, R, RT, S 

Because we host over 500 focus groups per year 
and recruit for dozens of taste tests and audience 
studies, some clients don't realize that we handle 
hundreds of mystery shop locations each year. 
We are experienced at shopping financial institu­
tions, auto dealers, restaurants, and retail stores. 
We operate throughout Chicagoland . 
(See advertisement on pp. 45, 47, 49) 

Premack & Associates of Pinellas County, Inc. 
8130 66th St. N., Ste. 10 
Pinellas Park, FL 33781 
Ph. 727-544-3191 
Fax 727-544-2777 
Audrey Premack 
Regionally- Full-service 
B, F, H, R, RT, S 

Professional Management Service 
7907 Wescott Ave. 
Fairborn, OH 45324-1851 
Ph. 937-864-5686 
Fax 937-864-5687 
E-mail : promanagementservices@yahoo.com 
Alissa Lee 
Regionally - Full-service 
B, E, F, H, R, RT, S 

Professional Research Group 
4459 Conway Blvd. 
P.O. Box 2344 
Port Charlotte, FL 33949-2344 
Ph . 941-380-91 00 
Fax 941-62 4-4822 
Peter M. Golding , President 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

Professional Review & Operational Shoppers, Inc. 
PROS 
3885 20th St. 
Vero Beach, FL 32960 
Ph. 800-7 41-7758 
www.proview.com 
Nationally- Full-service 
E, F, R, RT, S 

Proforma Consulting Limited 
1705 Argentia Rd ., Unit #1 
Mississauga, ON L5N 3A9 
Canada 
Ph. 905-858-5000 
Fax 905-858-3666 
E-mail : contact@proforma1977.com 
www.proforma1977.com 
Nationally- Full-service 
E, F, R, RT, S 

PWI Research 
5100 Poplar Ave., Ste. 3125 
Memphis, TN 38137 
Ph. 901-682-2444 
Fax 901-682-2471 
E-mail : pwipat@aol.com 
www.pwiresearch.com 
Pat M. LaPointe, President 
Locally - Data collection/Field service 
E, F, R, RT, S 

QMS 
100 Saratoga Village Blvd., Ste. 37E 
Malta, NY 12020 
Ph. 518-899-6479 
Fax 518-899-6862 
E-mail : qms4mkt@aol.com 
Bill Ahern , Principal 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

Quality Check 
P.O. Box 183 
Fayetteville, PA 17222 
Ph . 717-352-9536 
Fax 717-352-9629 
E-mail : info@undercovershoppers.com 
www.undercovershoppers.com 
Heather McCrossen, Director of Operations 
Nationally - Full-service 
B, E, F, H, R, RT, S 

QualityWorks Associates 
282 Moody St. , Ste. 206 
Waltham, MA 02453-5201 
Ph. 781-398-1678 
Fax 781-398-1679 
E-mail : qualityworks@att.net 
www.qualityworks.com 
Charles Atkinson, Managing Director 
Nationally- Full-service 
B, E, F, R, RT, S 
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The Quest for Best Mystery Shoppers 
P.O. Box 280933 
Memphis, TN 38168 
Ph. 800-263-5202 
Fax 901-377-1349 
E-mail : crquest@questforbest.com 
www.questforbest.com 
Chuck Roam, President 
Nationally- Full-service 
B, E, F, R, RT, S 

Quest Marketing Group 
400 Clifton Corp. Pkwy., Ste. 472 
Clifton Park, NY 12065 
Ph. 518-373-1990 
Fax 518-373-4824 
Glen Lasher, President 
Regionally- Full-service 
B, E, F, H, R, RT, S 

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 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

Questions & Marketing Research Svcs., Inc. 
19211 Henry Dr. 
Mokena, IL 60448 
Ph. 708-4 79-3200 
Fax 708-479-4038 
E-mail : supervisor@qandm.com 
www.qandm.com 
Marge Weber Tripton, President 
Locally - Data collection/Field service 
E, F, R, RT, S 

Quick Test/Heakin 
1061 E. Indiantown Rd ., Ste. 300 
Jupiter, FL 33477 
Ph . 561-748-0931 or 800-523-1288 
Fax 561-748-3601 
E-mail: info@quicktest.com 
www.quicktest.com 
Nationally - Data collection/Field service 
B, E, F, R, RT, S 

Quinn Marketing and Communications 
2900 E. Broadway, Ste. 27 
Bimarck, ND 58501 
Ph. 800-570-4497 or 701-250-8713 
Fax 701-250-8715 
E-mail : paul@quinnmc.com 
www.quinnmc.com 
Paul Q. Carmichael , Sales 
Regionally- Full-service 
B, E, F, H, R, RT, S 
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Industry Service Codes 
B - Business/Industry 
E - Entertainment 
F - Financial Services 
H - Health Care 
R - RestauranVFast Food 
RT- Retail 
S - Services (Banks, Hotels, etc.) 

R.I.S. Christie- The Data Collection Co. 
14 Verral Ave. 
Toronto, ON M4M 2R2 
Canada 
Ph. 416-778-8890 
Fax 416-778-8898 
E-mail : ris@inforamp.net 
www.rischristie.com 
Olga Friedlander, President 
Nationally- Data collection/Field service 
B, E, F, R, RT, S 

Reality Check Mystery Shoppers 
11539 24th Ave. N.E. 
Seattle, WA 98125 
Ph. 206-364-9004 or 800-550-4469 
Fax 206-364-9025 
E-mail : realitycheckllc@home.com 
www.rcmysteryshopper.com 
Nationally - Full-service 
E, R, RT, S 

Research Strategies, Inc. 
P.O. Box 190666 
Mobile, AL 36619-0666 
Ph. 334-660-2910 or 504-522-2115 
Fax 334-660-2918 
E-mail: rsincorp@bellsouth .net 
Nationally - Full-service 
B, H, R, RT, S 

Research, Inc. 
3050 Royal Blvd ., S. , Ste. 115 
Alpharetta, GA 30022 
Ph. 770-619-9837 
Fax 770-619-987 4 
E-mail: info@researchincorporated.com 
www.researchincorporated .com 
Debbie McNamara, President 
Nationally - Full-service 
B, E, F, H, R, RT, S 

Research UK 
71 Wigton Crescent 
Bristol , Avon BS1 0 6DZ 
United Kingdom 
Ph. 44-117-950-0059 
Fax 44-117-950-0059 
E-mail: eamon@researchuk.fsnet.co.uk 
Internationally- Data collection/Field service 
B, F, RT 

Retail Biz Consulting 
5322 222nd Ave. N.E. 
Redmond, WA 98053-8247 
Ph. 425-785-6240 or 888-619-0077 
Fax 425-836-9149 
E-mail: dan@retailbiz.com 
www.retailbiz.com 
Nationally - Full-service 
E, F, R, RT, S 
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Retail Diagnostics, Inc. 
435 President St. 
Saddle Brook, NJ 07663 
Ph. 973-546-4500 
Fax 973-546-6900 
E-mail : R.D.I@worldnet.att.net 
Chris Reilly 
Nationally - Full-service 
B, E, F, H, R, RT, S 

Reyes Research 
1013 Colina Vista 
Ventura, CA 93701 
Ph. 805-278-1444 
Fax 805-278-1447 
E-mail: arvind@reyesresearch.com 
www.reyesresearch.com 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

J.M. Ridgway Co. , Inc. 
1066 Saratoga Ave., Ste. 120 
San Jose, CA 95129-3401 
Ph . 800-367-7434 
Fax 408-615-6763 
E-mail : jmridgway@worldnet.att.net 
www.jmridgway.com 
Frank Kneisley, Head of Operations 
Nationally- Full-service 
B, E, F, H, R, RT, S 

Rocky Mountain Merchandising and Research 
17 42 E. Holladay Blvd. 
Salt Lake City, UT 84124 
Ph. 801-27 4-0220 
Fax 801-274-8066 
E-mail : judy@rmmclassic.com 
www.rmmclassic.com 
Judy Bell , President 
Regionally - Full-service 
B, E, F, H, R, RT, S 

Rothermel Research , Inc. 
107 Elm Tree Ln . 
Elmhurst, IL 60126-3616 
Ph. 630-834-8330 
Fax 630-834-3182 
E-mail: krothermel@sprynet.com 
Karen Rothermel , Pres. 
Locally - Data collection/Field service 
B, E, F, R, RT, S 

Sales & Marketing Group 
15375 Barranca Pkwy., Bldg. A 
Irvine, CA 92618 
Ph . 949-727-7411 
Fax 949-727-0516 
E-mail : SteveS@samgus.com 
www.samgus.com 
Steven Stocks, President 
Nationally - Full-service 
E, R, RT, S 

San Diego Surveys, Inc. 
4616 Mission Gorge Pl. 
San Diego, CA 92120 
Ph. 619-265-2361 or 800-895-1225 
Fax 619-582-1562 
E-mail: SDSURVEYS@aol.com 
Jean Van Arsdale , President 
Regionally- Data collection/Field service 
B, E, F, H, R, RT, S 

Bernadette Schleis & Associates, Inc. 
1889 Maple Ave. , Ste. W7 
Evanston, IL 60201-3169 
Ph. 847-869-5999 
Fax 84 7-869-6644 
E-mail : bsaqualifield@aol.com 
Carol S. McCormick 
Internationally- Data collection/Field service 
B, E, F, H, R, RT, S 
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Schlesinger Associates, Inc. 
Executive Plaza, Ste. 400 
10 Parsonage Rd. 
Edison, NJ 08837 
Ph. 732-906-1122 
Fax 732-906-8792 
E-mail : info@schlesingerassociates.com 
www.schlesingerassociates.com 
Steven Schlesinger, President 
Nationally- Data collection/Field service 
B, E, F, H, R, RT, S 

Schlesinger Associates has been conducting mys­
tery shopping for over 20 years. We have con­
ducted mystery shops in banks, restaurants, retail 
establishments, automobile dealerships, etc. We 
have over 300 mystery shoppers available across 
the country. 
(See advertisement on p. 34) 

Scholl Market Research, Inc. 
816 Pulaski Dr. 
Lansdale, PA 19446 
Ph . 610-584-0521 
Fax 610-941-7131 
E-mail : richard@schollresearch.com 
http://schollresearch.com 
Richard Scholl , President 
Nationally - Full-service 
B, E, F, H, R, RT, S 

Second To None, Inc. 
2 ForestCove 
3061 Miller Rd. 
Ann Arbor, M I 48103 
Ph. 800-668-8148 ext. 125 
Fax 734-302-8440 
E-mail : Dialogue@second-to-none.com 
www.second-to-none.com 
Jeff Hall , President 
Internationally- Full-service 
B, E, F, R, RT, S 

The key to customer retention, loyalty and sus­
tained revenues is creating customer delight. 
Second To None offers robust solutions for under­
standing the customer experience across all touch­
points, from in-person to online. Services include 
mystery shopping program design and adminis­
tration, competitive benchmarking , analysis and 
secure, real-time reporting. Diverse shopper base 
profiled to your needs. National/international cov­
erage. 
(See advertisement on inside front cover) 
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Seek Research 
2641 Drayton Dr. 
Wilmington , DE 19808 
Ph. 302-998-3088 
Fax 302-998-3099 
Virginia Pellegrini , Owner 
Locally - Data collection/Field service 
B, E, F, H, R, RT, S 

Sensors Quality Management, Inc. 
220 Duncan Mill Rd. , Ste. 212 
Toronto, ON M3B 3J5 
Canada 
Ph. 416-444-4491 
Fax 416-444-2422 
E-mail : sqm@sqm.ca 
www.sqm.ca 
David Lipton, President 
Internationally- Full-service 
B, E, F, H, R, RT, S 

Serunian Investigations & Mystery Shopping 
135 Marginal Hwy. , #114 
Portland, ME 04104 
Ph. 207-773-2660 
Fax 207-773-4369 
Karen Serunian-lovine, President 
Locally - Full-service 
B, E, F, H, R, RT, S 

Service Alliance, Inc. 
14826 E. Caspian Pl. 
Aurora, CO 80014 
Ph. 303-696-2147 
Fax 303-7 45-5462 
E-mail : judih@earthlink.net 
Judi Hartleben, President 
Nationally - Full-service 
B, E, H, R, RT, S 

Service Check.com 
8939 S. Sepulveda Blvd. , Ste. 314 
Los Angeles, CA 90045 
Ph. 310-216-0245 
Fax 310-417-8221 
E-mail: sales@servicecheck.com 
www.servicecheck.com 
Nationally - Full-service 
E, F, R, RT, S 

Service Evaluation Concepts, Inc. (SEC) 
55 E. Ames Court 
Plainview, NY 11803 
Ph. 516-576-1188 
Fax 516-576-1195 
E-mail: secl@worldnet.att.net 
www.serviceevaluation.com 
Lisa Carsley 
Nationally - Full-service 
B, E, F, H, R, RT, S 

Service Excellence Group, Inc. 
130 Holiday Court, Ste. 104 
Annapolis, MD 21401 
Ph. 410-897-8444 or 888-770-7625 
Fax 41 0-897-8450 
E-mail : servexcel@aol.com 
Lisa D'Andrea, President 
Nationally - Full-service 
B, R, RT 
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Service Excellence Group, Inc. 
11874 Sunrise Valley Dr., #201 
Reston, VA 20191 
Ph. 703-860-9796 or 888-372-3858 
Fax 703-935-427 4 
E-mail: svcexcell@aol.com 
www.mysteryshopsplus.com 
Marya Breznay, President 
Nationally- Full-service 
B, E, F, R, RT, S 

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 : solutions@sirsinc.com 
www.sirsinc.com 
Nationally- Full-service 
E, H, R, RT, S 

Service Intelligence 
2101 4th Ave. , #2080 
Seattle, WA 98121 
Ph . 206-621-7367 
Fax 206-621-8861 
E-mail : bstokes@serviceintelligence.com 
www.serviceintelligence.com 
Nationally - Full-service 
B, E, F, H, R, RT, S 

Service Performance Group, Inc. 
214 Crystal St. , Ste. D 
Cary, I L 60013 
Ph . 847-516-8424 
Fax 847-516-9315 
E-mail : jgulyes@serviceperformanceg rp.com 
www.serviceperformancegrp.com 
Jerry Gulyes, Principal 
Nationally- Full-service 
B, E, F, R, RT, S 

Service Quest 
A Div. of Data Quest Investigations, Ltd. 
667 Boylston St. , Ste. 200 
Boston , MA 02116 
Ph. 617-437-0030 
Fax 617-437-0034 
www.dqiltd.com 
Russ Bubas, President 
Nationally - Full-service 
E, F, R, RT, S 

Service Research Corporation 
6201 S. 58th, Ste. A 
Lincoln , NE 68516 
Ph . 402-434-5000 
Fax 402-434-5006 
E-mail : kkluver@serviceresearch .com 
www.serviceresearch .com 
Kirk Kluver, Marketing Manager 
Nationally - Full-service 
B, E, F, H, R, RT, S 

ServiceAdvantage International 
143 Cady Centre, #241 
Northville, M I 48167 
Ph. 248-476-3020 or 866-476-3020 
Fax 248-476-3043 
E-mail : info@servad.com 
www.servad.com 
Internationally- Full-service 
B, E, F, H, R, RT, S 
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ServiceProbe 
P.O. Box 80275 
Chattanooga, TN 37 414 
Ph . 706-937-7545 
Fax 706-937-5527 
E-mail : serprobe@aol.com 
www.pwgroup.com/sprobe/ 
Jay Susman, Owner 
Nationally - Full-service 
R, S 

ServiceTRAC, LLC 
1525 N. Granite Reef Rd ., Ste. 11 
Scottsdale, AZ 85257 
Ph . 800-951-6606 
Fax 480-941-5246 
E-mail : shop@servicetrac.com 
www.servicetrac.com 
Robert Matkins, National Recruiter 
Nationally- Full-service 
B, F, H, R, RT, S 

SG Marketing Group 
P.O. Box 773 
Arnold , CA 95223 
Ph . 209-795-0830 
Fax 209-795-5829 
E-mail: sgm@sgmarketing.com 
www.sgmarketing.com 
Robert Seiler, Managing Director 
Nationally - Full-service 
F, R, RT 

The Shadow Agency, Inc. 
229 Circleview Dr. S. 
Hurst, TX 76054 
Ph. 817-268-3338 
Fax 817-282-0307 
E-mail : information@theshadowagency.com 
www.theshadowagency.com 
Charles Tinsley, President 
Internationally- Full-service 
B, E, F, H, R, RT, S 

The Shadow Shopper of Georgia, Inc. 
P.O . Box 3357 
Cumming, GA 30028 
Ph. 770-889-2829 
Fax 770-887-1949 
E-mail : ssog@bellsouth.net 
Tami Nolting, Vice President 
Nationally- Full-service 
B, E, RT 
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Industry Service Codes 
B • Business/Industry 
E - Entertainment 
F - Anancial Services 
H - Health care 
R • Restaurant/Fast Food 
RT ·Retail 
S • Services (Banks, Hotels, etc.) 

Shop'n Chek, Inc. 
USA Worldwide Headquarters 
6025 The Corners Parkway, Ste. 200 
Norcross, GA 30092 
Ph. 770-393-1072 or 800-669-9939 
Fax 770-668-0816 
E-mail : sales@shopnchek.com 
www.shopnchek.com 
Anne Bailey 
Internationally- Full-service 
B, E, F, H, R, RT, S 

Shop'n Chek specializes in custom designed mys­
tery shopping programs to gather objective infor­
mation regarding customer service performance 
internationally. Over 28 years of experience in the 
restauranVhospitality, retail, manufacturing, petro­
leum, services, and utility industries. Shop'n 
Chek's 90,000 representatives act as our clients ' 
"eyes and ears" with 100 percent location cover­
age guaranteed in the United States. Services 
include customer service evaluations, product pre­
sentation and pricing studies . Specializing in 
national accounts with 300 or more locations. 
Member of the Mystery Shopping Providers 
Association . 
(See advertisement on p. 85) 

Shopper's Critique International 
656 Florida Central Pkwy. 
Longwood, FL32750 
Ph. 407-834-3337 
Fax 407-834-6474 
www.shopperscritique.com 
Bill Green, President 
Nationally - Full-service 
B, E, R, RT 

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 
Steve Leach 
Nationally - Full-service 
B, E, F, R, RT, S 
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SHOPPERS, Inc. 
119 S. First 
Broken Arrow, OK 7 4012 
Ph. 800-259-8551 
Fax 918-251-0606 
E-mail : kathy@shprsinc.com 
www.shoppercom ments.com 
Kathy Shook, President 
Internationally- Full-service 
B, E, F, H, R, RT, S 

Sights On Service, Inc. 
DBA Secret Shopper 
3405 Kilmer Ln. N. 
Minneapolis, MN 55441 
Ph. 612-525-1460 
Fax 800-595-0023 
www.secretshop.com 
Laura A. Portinga, General Manager 
Nationally - Full-service 
B, E, F, H, R, RT, S 

Sinclair Service Assessments , Inc. 
900 Bison , #11 0 
San Antonio, TX 78216 
Ph. 800-880-3111 
Fax 21 0-979-6677 
E-mail : info@sinclair.org 
www.sinclair.org 
Robert Sinclair Jr., President 
Nationally- Full-service 
B, E, F, R, RT 

Sixth Line Solutions 
1156 Hornby St. 
Vancouver, BC V6Z 1 V8 
Canada 
Ph. 604-682-4292 or 877-883-5705 
Fax 604-682-8582 
Regionally - Full-service 
F, R, RT 

Smith mark Corporation 
200 S. Meridian, Ste. 260 
Indianapolis, IN 46225 
Ph. 317-822-0778 
Fax 317-822-0970 
E-mail: info@smithmark.com 
www.smithmark.com 
Karen D. Smith , President 
Regionally - Full-service 
B, E, F, R, RT, S 

Sonoma Research , Inc. 
P.O. Box 4877 
Santa Fe, NM 87502 
Ph. 505-992-0474 
Fax 505-992-0462 
E-mail: zephyrp@earthlink.net 
Sally Neilson, President 
Nationally - Data collection/Field service 
B, E, F, R, RT, S 

South East Market Research 
3000A N. Mall Rd., Ste. 3029B 
Knoxville, TN 37924 
Ph . 865-546-7678 
Fax 865-546-7684 
E-mail : v.philips@bellsouth.net 
Vicki Phillips, Dir. Marketing Research 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

South Florida Market Research 
6005 Coral Lake Dr. 
Ft. Lauderdale, FL 33063 
Ph. 954-975-5982 
Fax 954-984-8963 
E-mail : SFMRS@bellsouth.net 
www.sfmrs.com 
Locally- Data collection/Field service 
B, E, F, H, R, RT, S 

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

Speedmark Information Services 
719 Sawdust Rd ., Ste. 300 
The Woodlands, TX 77380 
Ph. 800-222-3785 or 281-363-3945 
Fax 281-298-1479 
E-mail : info@speedmarkweb.com 
www.speedmarkweb.com 
Nationally- Data collection/Field service 
E, F, R, RT, S 

Spot Checks Mystery Shopping 
P.O. Box 13462 
La Jolla, CA 92039-3462 
Ph. 858-693-6978 
E-mail : info@spotchecks.com 
www.spotchecks.com 
Nationally - Full-service 
B, E, F, R, RT, S 

Stewart International Associates 
838 Cherry St. 
P.O. Box 222 
Winnetka, IL 60093-0222 
Ph. 847-501-3647 or 414-964-8876 
William W. Redemann , President 
Nationally- Full-service 
B, F, R, S 

Strategic Insights, Inc. 
P.O. Box 262191 
Littleton, CO 80163-2191 
Ph. 303-683-9200 
Fax 303-465-617 4 
E-mail: TDudley@strategicinsightsinc.net 
www.strategicinsightsinc.net 
Tracy Dudley, President 
Locally - Full-service 
B, E, F, R, RT, S 

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 
Nationally- Full-service 
B, E, F, H, R, RT, S 
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Suburban Associates 
579 Franklin Tpke. 
Ridgewood, NJ 07450 
Ph. 201-447-5100 
Fax 201-44 7-9536 
E-mail : info@subassoc.com 
www.subassoc.com 
Cheryl Roncoroni 
Regionally - Data collection/Field service 
E, F, H, R, RT, S 

Survey Service, Inc. 
1911 Sheridan Dr. 
Buffalo, NY 14223 
Ph. 716-876-6450 
Fax 716-876-0430 
E-mai I: sse rvice@su rveyse rvice. com 
www.surveyservice.com 
Susan R. Adelman, President 
Nationally- Full-service 
B, E, F, H, R, RT, S 

Surveys Unlimited, Inc. 
232 Vincent Dr. 
East Meadow, NY 11554 
Ph. 516-794-5650 
Fax 516-794-3841 
E-mail : NYSURVEYS@aol.com 
http://members.aol .com/nysurveys 
Gladys Ronco, President 
Regionally- Data collection/Field service 
B, E, F, H, R, RT, S 

TAi - New Jersey 
Technical Analysis , Inc. 
20 E. Oakdene Ave. 
Teaneck, NJ 07666 
Ph. 201-836-1500 or 201-836-1420 
Fax 201-836-1959 
E-mail : tainj@aol.com 
www.taimarketres.com 
Locally - Data collection/Field service 
B, H, R, RT, S 

TAi -Tampa Bay, Inc. 
100 N. Tampa St. , Ste. 3700 
Tampa, FL 33602 
Ph. 813-226-1800 
Fax 813-226-1808 
E-mail : TAi TAMPA@aol.com 
www.taimarketres.com 
Locally- Data collection/Field service 
B, H, R, RT, S 

Taylor Research 
Video Conferencing Center 
1545 Hotel CircleS., Ste.350 
San Diego, CA 921 08 
Ph. 619-299-6368 or 800-922-1545 
Fax 619-299-6370 
E-mail : harriett@taylorresearch.com 
www.taylorresearch.com 
Harriett Huntley, Operations Manager 
Locally - Data collection/Field service 
B, E, F, R, RT, S 
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Telepoll Canada Inc. 
19 Mercer St. , Ste. 202 
Toronto, ON M5V 1 H2 
Canada 
Ph. 416-977-0608 
Fax 416-977-8817 
E-mail: telepoll@telepoll.net 
www.telepoll.net 
Magdelane Stark, General Manager 
Nationally - Data collection/Field service 
B, E, F, H, R, RT, S 

Test Track Research, Inc. 
147 Columbia Turnpike 
Florham Park, NJ 07932 
Ph. 973-360-1660 
Fax 973-360-1667 
E-mail : testtrack@compuserve.com 
Nationally- Full-service 
B, F, H, R, RT, S 

The Global Leader in 
Mystery Shopping 

Research ... 

( Our Services Include: ) 
V Customized Data Collection 
V Customer Service Evaluations 
V Incentive Programs 
V Pricing Studies 
V Internet-based and 

Tabulated Reporting 
V Customized Data Ana~sis 
V Data warehousing 

Shop'n Chek specializes in custom designed mystery shopping programs to 
measure objective customer service performance. Our network and our 
commitment to providing the highest QUali~ programs and data extend 
throughout the US. Canada. Europe. latin America. The Pacific Rim and the 
Caribbean with over 90,000 mystery shoppers worldwide. 

For More Information, please call: 
1-800-669-9939 or E-mail: sales@shopnchek.com 

www.shopnchek. com 
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Industry Service Codes 
8 · Business/Industry 
f · Entertainment 
F - Anancial Services 
H - Health Care 
R • Restaurant/Fast Food 
RT ·Retail 
S- Services (Banks, Hotels, etc.) 

Trend Source 
A Div. of Mystery Shoppers Inc. 
111 Elm St. , Ste. 100 
San Diego, CA 92101 
Ph. 800-553-7 468 ext. 104 
Fax 619-239-2525 
E-mail: marketing@trendsource.com 
www.trendsource.com 
Nationally - Full-service 
B, E, H, R, RT, S 

United Marketing Research 
1516 53rd St. 
Lubbock, TX 79412 
Ph. 806-744-6740 
Fax 806-7 44-0327 
www.umspromo.com 
David McDonald, Sales/Marketing Director 
Locally - Data collection/Field service 
E, F, R, RT, S 

Utah Market Research Services 
Div. of Ruth Nelson Research 
Crossroads Plaza Mall 
50S. Main St. 
Salt Lake City, UT 84144-0103 
Ph. 801-363-8726 
Fax 801-321-4904 
E-mail : umrs@worldnet.att.net 
www.ruthnelsonresearchsvcs.com 
Berdene Atkin , Manager 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

Varga Research 
8403 S. Park Cir., Ste. 660 
Orlando, FL 32819 
Ph. 407-248-0777 
Fax 407-248-7797 
E-mail : rachelj@vargaresearch .com 
www.vargaresearch.com 
Locally- Data collection/Field service 
E, R, RT 

Venture Research Corporation 
681 Baeten Rd. 
Green Bay, WI 54304 
Ph. 920-496-1960 
Fax 920-496-1961 
E-mail : venturegb@aol.com 
linda Segersin, General Manager 
Regionally - Full-service 
E, F, H, R, RT, S 

WAC of New York 
60 Madison Ave ., 5th fl. 
New York, NY 10010-1600 
Ph. 212-725-8840 
Fax 212-213-9247 
E-mail : WACinc@aol.com 
www. wac research .com 
Dr. James Frisch 
Regionally - Full-service 
E, F, R, RT, S 

Ward Research , Inc. 
126 Queen St. , Ste. 212 
Honolulu , HI 96813 
Ph. 808-522-5123 
Fax 808-522-5127 
E-mail : wrstaff@wardresearch.com 
Locally- Full -service 
B, E, F, H, R, RT, S 

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

Williams- Jamal, ltd . 
4535 W. Sahara Ave ., #203 
Las Vegas, NV 89102 
Ph. 702-369-1125 or 888-611-1125 

_____________ _.,. _____________ ----1 Fax 702-257-0259 
E-mail : info@williams-jamal.com 
www.williams-jamal .com 
Nationally - Full-service 
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E, F, R, RT, S 

Sally E. Zorich & Associates 
819 Ashland Ave. 
St. Paul , MN 55104 
Ph. 651-290-2564 
Fax 651-290-2564 
E-mail: SaiZorich@aol.com 
Sally Zorich , Owner 
Locally - Data collection/Field service 
B, E, F, H, R, RT, S 
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International Mystery 
Shopping 
These firms conduct mystery shopping on an inter­
national basis. 

A&M Business Services, Inc. 
Amusement Advantage, LLC 
ath Power Consulting Corporation 
Audits & Surveys Worldwide 
Bare Associates International, Inc. 
Barry Leeds & Associates, Inc. 
Beyond Hello Inc. 
Capstone Research, Inc. 
Certified Reports, Inc. 
Danis Research 
Delve 
DSG Associates, Inc. 
Elrick & Lavidge 
Employee Evaluations 
Feedback Plus, Inc. 
Green & Associates 
Hilli Dunlap Enterprises, Inc. 
HR and Associates, Inc. 
Investigative Marketing Services, Ltd. (Canada) 
Stanford Klapper Associates, Inc. 
Kudos Research (U.K.) 
MacPherson Mystery Shopping (U.K.) 
Maritz Marketing Research Inc. 
Market Trends, Inc. 
Marketing Network International 
Marketing Solutions Corporation 
Michelson & Associates, Inc. 
MSB-Managing The Service Business (U.K.) 
National Shopping Service Network, LLC 
NOP Mystery Shopping (U.K.) 
Oy Palvelu Plus - Service Plus Ltd (Finland) 
ResearchUK (United Kingdom) 
Bernadette Schleis & Associates, Inc. 
Second To None, Inc. 
Sensors Quality Management, Inc. (Canada) 
ServiceAdvantage International 
The Shadow Agency, Inc. 
Shop'n Chek, Inc. 
SHOPPERS, Inc. 

National Mystery 
Shopping 
These firms conduct mystery shopping on a 
nationwide basis. See also International Mystery 
Shopping. 

Argentina 
IFOP-ASECOM Latin America 

Canada 
ACNielsen Canada 
B. Business Solutions 
Campbell , Edgar Inc. 
Contemporary Research Centre - Montreal 
The Corporate Research Group ltd. 
Proforma Consulting Limited 
R.I.S. Christie- The Data Collection Co. 
Retail Biz Consulting 
Service Intelligence 
Sixth Line Solutions 
Telepoll Canada Inc. 

Germany 
Canfield Research 

Kramer Marktforschung GmbH 

Greece 
Market Analysis Ltd. (Greece) 

Japan 
Marketing Intelligence Corp. (MiG) 

South Africa 
Centre For Proactive Marketing 

United Kingdom 
Aba Quality Monitoring ltd. 

USA 
A Closer Look 
A Customer's Point of View, Inc. 
A Service Excellence Group, Inc. 
Action Research Group 
ALCOPS™ 
Anonymous Insights, Inc. 
ARC Research Corporation 
Ask America Market Research 
Ask Arizona 
At Your Service Marketing 
B. Business Solutions 
Bartels Research Corp. 
BestMark 
BMA- Best Market Audits, Inc. 
The Blackstone Group 
Business Evaluation Services 
Business Research Group 
Car-Lene Research, Inc. 
Check Mark, Inc. 
Check Up Marketing 
Commercial Service Systems, Inc. 
Confero, Inc. 
Consumer Pulse, Inc. 
Critique International 
Cross Financial Group 
Customer 1st 
Customer Perspectives 
Customerize, Inc. 
Customer's View, Inc. 
Defensive Business Management 
OMS 
E&K Enterprises, Inc. 
Eagle Research -Atlanta 
Eagle Research - Denver 
Fogerty Group, Inc. 
Friedman Marketing Services 
Galli Research Services 
Genesis Group, Inc. 
Hindsight 
ICC Decision Services 
IMAGES Market Research 
Insight Research, Inc. 
Integ rated Research Associates, Inc. 
Jancyn Evaluation Shops 
Ken-Rich Retail Group 
The KTR Group, Inc. 
Leibowitz/Roher Marketing, Inc. 
Nancy Levine Marketing Research 
The Locksley Group, Ltd. 
M.A.T. On-Site Research 
Market Dynamics Research Group, Inc. 
Market Monitor, Inc./Service Monitor 
Market Trends Pacific, Inc. 
Market Viewpoint 
Marketing Systems Unlimited Corp. 
McGiadrey & Pullen, LLP 
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Meyers Research Center 
Mystery Shoppers, Inc. 
Mystery Shoppers, Inc. 
National Field & Focus, Inc. 
National Shopping Service 
The NPD Group, Inc. 
O'Connor & Associates 
Pat Henry Market Research, Inc. 
Perceptive Market Research, Inc. 
The Performance Group, Inc. 
Person to Person Quality 
Pinkerton Field Research Services 
Professional Review & Operational Shoppers, Inc. 
Quality Check 
QualityWorks Associates 
The Quest for Best Mystery Shoppers 
Quick TesVHeakin 
Reality Check Mystery Shoppers 
Research Strategies, Inc. 
Research, Inc. 
Retail Biz Consulting 
Retail Diagnostics, Inc. 
J.M. Ridgway Co ., Inc. 
Sales & Marketing Group 
Schlesinger Associates, Inc. 
Scholl Market Research, Inc. 
Service Alliance, Inc. 
Service Check.com 
Service Evaluation Concepts, Inc. (SEC) 
Service Excellence Group, Inc. (MD) 
Service Excellence Group, Inc. (VA) 
Service Industry Research Systems, Inc. (SIRS) 
Service Intelligence 
Service Performance Group, Inc. 
Service Quest 
Service Research Corporation 
Service Probe 
ServiceTRAC, LLC 
SG Marketing Group 
The Shadow Shopper of Georgia, Inc. 
Shopper's Critique International 
Shoppers' View 
Sights On Service, Inc. 
Sinclair Service Assessments, Inc. 
Sonoma Research, Inc. 
SPAR/Burgoyne Retail Services, Inc. 
Speedmark Information Services 
Spot Checks Mystery Shopping 
Stewart International Associates 
Strategic Marketing Services 
Survey Service, Inc. 
Test Track Research, Inc. 
TrendSource 
WestGroup Research 
Williams- Jamal, Ltd. 

Regional Mystery 
Shopping 

These firms conduct mystery shopping on a 
regional basis. They have been organized by state 
for your convenience. See also National & 
International Mystery Shopping. 

Alabama 
Connections, Inc. 
Graham & Associates, Inc. 
New South Research 

California 
Cirrus Marketing Consultants 
Decision Research 
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Kiyomura-lshimoto Associates 
L.A. Research, Inc. 
Reyes Research 
San Diego Surveys, Inc. 
The Question Shop, Inc. 

Colorado 
Colorado Market Research Services 

Connecticut 
Beta One, Inc. 

Delaware 
Keystone Marketing Research 

Florida 
A.I.M. Field Service 
Advantage Business Services 
Gulf State Research Center 
Kane Field Services, Inc. 
Kirk Research Services, Inc. 
Mars Research 
Premack & Associates of Pinellas County, Inc. 
Professional Research Group 

Georgia 
Beisner Research Associates 
PVR, Inc. 

Illinois 
Marketing Advantage Research Consultants, Inc. 

Indiana 
Alexandria's Marketing Co. 
Smith mark Corporation 

Iowa 
PMR-Personal Marketing Research, Inc. 

Kentucky 
Market Research Services 
Personal Opinion, Inc. 

Louisiana 
Gulf State Research Center 
New Orleans Field Services 
The Field Force, Inc. 

Maryland 
Bay Area Research 

Massachusetts 
Patron Edge 

Michigan 
Barnes Research, Inc. 
Crimmins & Forman Market Research 
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Missouri 
Carol Max Marketing Services, Inc. 
Horizon Research Services 

Nebraska 
Midwest Survey & Research 

Nevada 
Las Vegas Surveys, Inc. 
MarkeTec, Incorporated 

New Hampshire 
Granite State Marketing Research, Inc. 
New England Interviewing, Inc. 

New Jersey 
Frances Bauman Associates 
Suburban Associates 

New York 
C. B. DuPree Associates 
J & R Field Services, Inc. 

OMS 

Quest Marketing Group 
Surveys Unlimited, Inc. 
WAC of New York 

North Carolina 
Brenda's Demo Service 
Free Lance Services 

North Dakota 
Quinn Marketing and Communications 

Ohio 
First Glance 
Market Tasks, Inc. 
Opinions, Ltd. 
Professional Management Service 

Oklahoma 
Customer Connection, Inc. 
Higbee & Associates, Inc. 
Oklahoma City Research Services 

Puerto Rico 
The Marketing Center 

Rhode Island 
Capture, Inc. 

Tennessee 
Market Image Tennessee 
People Plus 
South East Market Research 

Texas 
Gulf State Research Center 
Hispanic Focus Unlimited 
JKS, Inc. -Southwest 
Mars Surveys of Texas 

Utah 
Rocky Mountain Merchandising and Research 
Utah Market Research Services 

Vermont 
Action Research 

Virginia 
Issues and Answers Network, Inc. 
JKS, Inc. -Northeast 

Washington 
Gilmore Research Group 
Mainstream Marketing 

West Virginia 
McMillion Research Service 

Wisconsin 
Field Surveys & Audits, Inc. 
InGold Research Services, Inc. 
Venture Research Corporation 

Local Mystery Shopping 
These firms conduct mystery shopping on a local 
basis. They have been organized by metropolitan 
area for your convenience. See also Regional, 
National & International Mystery Shopping. 

Atlanta, GA 
Jackson Associates, Inc. 
Margaret Ann 's Research 
Pat Hennum Research 

Boston, MA 
Performance Plus 

Chicago, IL 
Focuscope, Inc. 
Ann Michaels and Associates Ltd . 
Precision Research, Inc. 
Questions & Marketing Research Svcs., Inc. 
Rothermel Research , Inc. 

Cincinnati, OH 
Assistance in Marketing, Inc. 

Denver, CO 
Strategic Insights, Inc. 

Des Moines, lA 
Essman/Research 

Detroit, Ml 
I ntroMarketing 

Ft. Lauderdale, FL 
South Florida Market Research 

Gary, IN 
KLD Marketing Research, Inc. 

Honolulu, HI 
Ward Research , Inc. 

Huntsville, AL 
MVP In The Field Services 
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Indianapolis, IN 
Herron Associates, Inc. 

Las Vegas, NV 
MRCFocus 

Lubbock, TX 
United Marketing Research 

Memphis, TN 
PWI Research 

Milwaukee, WI 
Lein/Spiegelhoff, Inc. 
Mazur/Zachow, Inc. 

Minneapolis/St. Paul, MN 
Jeanne Drew Surveys 
Sally E. Zorich & Associates 

Newport News/Norfolk/Virginia 
Beach, VA 
Marketrends, Inc. 

Northern New Jersey 
TAi - New Jersey 

Orlando, FL 
Varga Research 

Philadelphia, PA/Southern NJ 
Liberty Research Services, LLC 

Portland, OR 
Serunian Investigations & Mystery Shopping 

San Diego, CA 
Taylor Research 

St. Louis, MD 
Marketing Horizons, Inc. 

Tampa/St. Petersburg, FL 
Bordner Research, Inc. 
TAi -Tampa Bay, Inc. 

Washington, DC 
OMR (Oichak Market Research) 

Wilmington, DE 
Delaware Research Co. 
Seek Research 
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Classified Ads 
r-----------------, 
1 Meet Survey Pro· s 1 

: lntelliCruncher·" : 
I Survey Pro ;· is optimized for crunching I 
I verbatims, rearranging scale structures, and 1 
1 serious slicing and dicing of respondent I 

segments. As an added bonus, you get a great 
I form designer, flexible data collection, and free tech support! I 
I Call (800) 237-4565 or visit www.apian.com. I 
I ~i\p i · n ...,oftware/'r.ll·n~·. llton/.,filf/1)()(/t'rn/lli l/la"C/Il{'/lr 469 I 
L-------------~---~ 

All Reports are 
Qualitative & Quantitative 

Measures motives, emotions and desires 

Silent Side Research 
-we wrote the book on customer motivation" 

1-800-760-2667 www.silentside.com 

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

Data Entry J & D Data Services Tallying 
- ~~ (972) 596-6474 Phone ~~ 
Scanning (972) 964-6767 Fax Printing 

- ~~ jddata@flash.net Email ~~ 
Mail Out Specializing in Optical Mark Reading Technology Mail Back 
-~~~~~~~~~~~~~~~~~~~ 

TJ.IE 
OUEOTION 
01-10 P, Inc. 
A Marketing Research Firm 

Focus Groups and All 
Types of Surveys 

RYAN REASOR 
President 

2860 N. Santiago Blvd. 
Suite 100 
Orange, CA 92667 
(714) 97 4-8020 
FAX: (714) 974-6968 

Professional's choice for survey & 
marketing research software. User­

friendly, comprehensive & dependable. 
Best crosstab & banner tables. 
Easiest to learn. Guaranteed . 

www.statpac.com StatPac Inc. (612) 925-0159 
4425 Thomas Ave. S., Mpls. MN 55410 
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You 've always known that the only direction 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. 

http:/ jmarketing.mckinsey.com 
An equal opportunity employer 



2000 I}MRR Story Index 
Case Histories 
January 
New product research: Design inspiration- in-home research gives Mirra the 
ingredients for its Allegro cookware line 

February 
New product research: When every second counts - research measures 
market for new emergency response device 

March 
Advertising research: Preserving the preservationists- focus groups shape 
ads designed to expand market for Federal Duck Stamp Program 
Advertising research: Campaigning for the outdoors- Chevron tracks long­
running corporate advertising program 

April 
Ethnic research: The value of 'practiced ignorance' in cultural research- posi­
tioning a cosmetics brand for Muslim women in Indonesia 
Ethnic research: The world is not enough - multi-country research aids 
Cartoon Network's quest for world 'toonification' 

May 
Qualitative research: Increasing interest- Atlanta bank uses PISCES process 
to develop creative positioning strategies 

June 
Health care research: Sounding out the market - qualitative/quantitative 
combo assists positioning of disposable hearing aid 

July/ August 
Online research: On the satisfaction superhighway- Subaru uses Web-based 
reporting to track customer loyalty, dealer quality ran kings 
Electronic group research: Read all about it- electronic research tool helps 
Arizona Republic reconnect with its community 

October 
Online research: Online satisfaction systems helps e-commerce firm track cus­
tomer contact process 
Customer satisfaction research: Satisfaction procured- CSM program helps 
Unisys meet federal government vendor guidelines 
Customer satisfaction research: Minor league, major loyalty- Michigan base­
ball team surveys its fans 

November 
International research: A global perspective -syndicated survey monitors air­
line performance around the world 

December 
Qualitative research: Personal transportation indeed- Chrysler dug deep with 
archetype research to shape its PT Cruiser 

Technique Discussions 
January 
Mystery shopping: How should we set up our mystery shopping program? A 
list of questions to consider 
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Mystery shopping: Proper use of a mystery shopping report 
Mystery shopping: Similar but different- a comparison of mystery shopping 
studies and customer satisfaction studies 
International research: How important is your international research project? 
New product research: Hearing the customer's voice- customer-driven con­
cept and product development 
Qualitative research: Gaining a clearer picture of customers in the focus group 
recruitment process 
Qualitative research: Tele-lnternet focus groups- an alternative to traditional 
focus groups 

February 
Tracking research: Ten tips on tracking research 
The business of research: Why market research is a waste of money (and what 
you can do about it) 
Market simulation: Market simulation software becomes smarter all the time 
Online research: Fulfilling the promise of the Web- research approach aims to 
make the Internet safe for consumer research 
Researching seniors: Old folks ain't old folks anymore- a report on trends in 
communicating more effectively with 50-plus consumers 
Data analysis: Linking research and revenue- revisited 

March 
Ad research: The ten commandments of advertising tracking studies 
Qualitative research: A statistical approach to security/past participation prob­
lems -do market research in the market 
Ad research: A process and program for improving advertising efficiency and 
effectiveness 
Ad research: Consumers' contradictions- value and other brand attributes 
Brand equity: Identifying and leveraging brand equity: a 21st century approach 
Online research: Advantage: Internet- add online focus group viewing to the 
list of benefits the Web offers researchers 

April 
Ethnic research: Unleash the power of the Hispanic market by avoiding these 
pitfalls 
Ethnic research: A world of unique challenges- conducting automotive research 
in India 
Ethnic research: Panel identifies Hispanic marketing opportunities 
Business-to-business research: Go in-depth with depth interviews 
The business of research: Half-empty or half-full? Results of respondent coop­
eration study yield optimism and pessimism 
Online research: The power of online research- we ain't seen nothin' yet 
Online research: Measuring response rates in online surveys 

May 
The business of research: Cold-calling that sells research- follow these rules 
when contacting prospects 
Mail research: Is that your final answer? A quick test in methods to increase 
mail response rates 
New product research: Working with the Kano method- technique helps focus 
the product development process 
Telephone research: This is not a sales call'- Telemarketing forces reevalua­
tion of telephone questionnaire design 
Retail and service research: Finding profitable business markets in the inner city 
Ad research: Advertising: today's sale or brand-building for tomorrow? 

June 
Health care research: Product development in a perfect world- how a medical 
diagnostics company incorporated customer input at every step 
Health care research: Impact of health on satisfaction -a customer segmen­
tation case study 
Health care research: The marketer's conundrum- managing health care's neg-
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ative demand 
Health care research: Linking health care research methodologies- qualitative 
+quantitative =greater value 
Online research : Using online focus groups fore-commerce research 
The business of research: You are the most important research tool 

July/ August 
Ad research : Track the effects of advertising better, faster, and cheaper online 
Online research: E-interviewers add human touch to Web-based research 
Online research: Variables influencing dropout rates in Web-based surveys 
Online research: Money metrics- Study seeks link between site satisfaction and 
revenues 
Online research: Using research to improve Web marketing research 
Online research: Untangling the Web- At the Gallup Research Center's 2000 
symposium, pollsters addressed the promise and pitfalls of online surveys 
Online research: Research non-stop- the Internet, the new economy and the 
need for continuous market intelligence 
Online research : Report from Portland - AAPOR conference focuses on Web 
research 
Online research: Segmentation and online research: a logical partnering 
Online research: Expert opinions - Web-based observational research helps fine­
tune e-shopping tool 
Online research: Internet economy gives rise to real-time research 

October 
Satisfaction research: Discrete satisfaction-gap profiling - an alternative to 
top-box percentages and averages in customer satisfaction studies 
Satisfaction research: Satisfaction measurement - is it worth it? 
Satisfaction research: Translate complaints into solutions 
Satisfaction research: Build to suit- to make a product successful, conduct sat­
isfaction research before you introduce it 
Satisfaction research: Customer satisfaction research: a matter of choice 

November 
International research: Designing medical products for the global economy­
measuring the impact of cultural variances 
International research: Managing the minefields of global product development 
- tips on international market research for global products 
International research : When in Rome ... - five tips for doing research in Italy 
International research: The Internet sector in Turkey - market experiences 
U.S.-style growth and growing pains 
International research: International growth of Web survey activity 
International research : Understanding European youth 
International research : Q&A: Research in England, Scotland and Ireland 
Attitude research: Untangling psychographies and lifestyle- a psychologist's 
view of consumers 

December 
Qualitative research : What to do when quantitative and qualitative research con­
tradict each other 
Qualitative research: Sample size for qualitative research- the risk of missing 
something important 
Qualitative research: Conducting focus groups with disabled respondents 
Qualitative research: For international focus groups, local is best 
Qualitative research: Insights on a new site - focus groups aid store location 
research 
Qualitative research: Are three heads (or more) better than one for moderating 
focus groups? 
Qualitative research: Capturing smoke in the bottle- tips on qualitative analy­
sis and report writing 
Qualitative research: Trends and developments in moment-to-moment research 
Qualitative research: Online qualitative research task force: report of findings 
Qualitative research: A guide to writing and evaluating qualitative research pro­
posals 
Qualitative research: Secrets of our success- insights from a panel of moder­
ators 
Qualitative research: Avoiding pitfalls in conducting Hispanic focus groups 
Qualitative research: The personal brand reward- motivating consumers in an 
age of cynicism 
Qualitative research: Step through the looking glass- including experts and/or 
clients in focus groups 
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Qualitative research : The benefits of telephone depth sessions 

Data Use 
February 
Software review: Analytical software extends its reach -a look at the 'newest 
latest thing' in data analysis, with reviews of SPSS 1 0.0, SYSTAT 9.0 and 
DBMS/COPY 7.0 

March 
Hierarchical Bayes: why all the attention? 

April 
Survey and sampling in an imperfect world- more second-best solutions 

May 
Discrete choice experiments and traditional conjoint analysis 

June 
How large did you say the sample has to be? 

October 
What mother never told you abut linear regression 

November 
Do your 'BESD' when explaining correlational results 

Trade Talk 
January 
Mystery shopping association never rests 

February 
Thoughts on communication; a Web site update 

March 
Study examines ad likability 

April 
Consumers open up about their privacy concerns 

May 
Research as crystal ball 

July/August 
Online research: where do we go from here? 

October 
Yo, Canada 

December 
Enjoyin' moderation 
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The largest marketing research company in the world plus 
The most experienced marketing research training organization in the world equals •.. 

tvR 
1>1\C~ielsen Burke Institute 

Formerly The Burke Institute 

We cordially invite you to experience our unequalled commitment to excellence. 

http://www.Burl<elnstitute.com 
Seminar Dates and Locations for North America through June 2001 

101. Practical Marketing Research 
Miami . .... .. .. . .. . .. ov 27-29 Atlanta ..... . ..... Mar 19-21 
New Orleans ..... . ..... Dec 18-20 Chicago ....... . . .. . Apr 9-11 

ew York .. . .. . .. . ..... .Jan 8-1 0 Seattle . ....... . .. . . May 7-9 
Dallas . ...... . ..... .Jan 30-Feb 1 Detroit . ....... May 30-June I 
San Franci co ..... .. .. . Feb 26-28 Denver . . . ..... .. .June 18-20 

104- Designing Effective Questionnaires: A Step by Step Workshop 
San Francisco . . . . ... Oct 30- ov I San Francisco ........ Mar 5-7 
New Orleans ..... . . .. ... . Dec 4-6 Chicago .. .... . .. . . Apr 16-18 

ew York ........... . . .Jan 22-24 Detroit ..... . ...... .June 4-6 

105. Adapting Questionnaires for Specific Marketing 
Research Applications 
San Francisco . . ... ....... Nov 2-3 San Franci co ........ Mar 8-9 

ew Orleans .... .. ....... Dec 7-8 Chicago .... . ...... Apr 19-20 
ew York .. . . .. ...... . .Jan 25-26 Detroit . ..... . .. . .. .June 7-8 

to6. Internet Marketing Research Methods and Applications 
Miami . . . . . . . . . . . . . ov 30-Dec 1 Atlanta .. .. . .... . . Mar 22-23 

ew York . . .. . .. .. .... .Jan 16-17 Seattle . .......... May 10-11 
San Francisco .......... Feb 22-23 

201. Getting the Most Out of Traditional & Online 
Qualitative Research 

ew York . . . . . . . . . . . . . . ov 9-10 Chicago ... . .... .. . . May 1-2 
NewYork . . . . . ..... ... .Jan 18-19 

202. Focus Group Moderator Training 
Cincinnati . . . . . . . . . . . . . . ov 7 -I 0 Cincinnati ........ . .. Mar 6-9 
Cincinnati ... . . ..... . .. Dec 12-15 Cincinnati .... . ... .Apr 24-27 
Cincinnati ...... . . . . . .. .Jan 9-12 Cincinnati . ... . ... . .June 5-8 

203. Specialized Moderator Skills for Qualitative 
Research Applications 
Cincinnati ........... . . Mar 12-15 Cincinnati .... . .. .June 11-14 

205. Qualitative Research with Children 
Chicago . ... .. .. ... . . .. . . . May 3 

301. Writing & Presenting Actionable Marketing Research Reports 
Boston . . . . . . . . . . . . . . . ov 13-15 Chicago ........... Apr 25-27 

ewYork .......... .Jan 31-Feb 2 Detroit . . ..... . . . June 13-15 
San Francisco ...... . ... Mar 14-16 

401. Managing Marketing Research to Enhance Accountability & ROI 
Boston . . . . . . . . . . . . . . . ov 16-17 Chicago . . .... . .. . . . May 3-4 

ew York . .............. Feb 6-7 

sot. Applications of Marketing Research 
ew Orleans ... ... . . . .. Dec 21-22 Chicago ........ . .. Apr 12-13 
ew York . . ..... . . . .. . .Jan 11-1 2 Denver . .. . ... . . . .June 21-22 

San Francisco ... . ... . ... . Mar 1-2 

502. Product & Service Research 
Cincinnati .. .. ... . . . ... ov 14-15 Chicago . . . . . .... . Mar 20-21 

504. Advertising Research 
Atlanta .. . ... . ... . ...... Dec 4-5 Chicago ... . ..... . Mar 27-28 
San Diego ............ .Jan 16-17 

sos. Market Segmentation Research 
Atlanta ..... .. .. .. .... . . Dec 6-7 Chicago .. .. .. .. .. Mar 29-30 
San Diego . ... .. .... .. .Jan 18- 19 

5o6. Customer Satisfaction Research 
Cincinnati . . . . ...... Oct 31-Nov 1 Chicago . .. . .... . ... Apr 3-4 
San Diego ............ .Jan 23-24 

507. Analysis and Interpretation of Customer Satisfaction Data 
Cincinnati . . . . . . . . . . . . . . . ov 2-3 hicago ............ Apr 5-6 
San Diego .... . ....... .Jan 25-26 

so8. Positioning Research 
Atlanta .... . .. . ... . ....... Dec 8 Chicago .. . .... . .. . .. Mar 22 

509· Pricing Research 
Cincinnati . . . . . . . . . . . . . . . ov 16 Chicago ...... . . . ... . Mar 23 

601. Data Analysis for Marketing Research: The Fundamentals 
New York . . . ... . . . .. . . . . Nov 7-8 Chicago . . . . .. . .... Apr 23-24 
New York . .. .... . . .. .. .Jan 29-30 Detroit .. . . .. .... .June 11-12 

an Franci co .. . ....... Mar 12-13 

6o2. Tools & Techniques of Data Analysis 
Los Angeles .. .. ...... . . o 7-10 Atlanta .... . ...... Mar 27-30 
Raleigh . ....... .. ..... Dec 12-15 hicago ........... May 8-11 
Dallas ........... . ... .Jan 16-19 Detroit . .. ... . .. . .June 19-22 

ew York ...... . .... . . Feb I 3- 16 

6o3. Practical Multivariate Analysis 
Atlanta . . . . . . . . . . . . ov 28-Dec I Chicago .......... May 15-18 
New York .... . ........ Feb 20-23 Detroit .......... .June 25-28 
Atlanta ................. Apr 3-6 

6o4. Translating Data Into Actionable Information: 
A Hands-on PC Based Workshop 
Cincinnati ... . .. .. . . ..... Dec 6-8 Cincinnati ..... ... May 16-18 
Cincinnati ........ . . . .. .. Mar 6-8 

6os. Practical Conjoint Analysis and Discrete Choice Modeling 
ewYork .. . .......... Feb 27-28 Chicago ....... .. . May 22-23 

6o6. Data Mining Tools & Applications 
ew York .. . . . ..... . . .. ... Mar I Chicago ......... . ... May 24 

701. Conducting Research in International Markets 
ew York . . ... .... .. .. .. Feb 8-9 

Sot. How to Use Mktg. Information for Better Decision Making 
Cincinnati . ....... . .... Dec 13-1 4 Cincinnati . .... . .. May 14-15 

an Francisco .. . ...... . Feb 20-2 1 

For information on our certificate programs, 
please visit our web site. 

All the above ACNielsen Burke Institute seminars 
are available for in-house presentation. 

2000 AC iel en Burke In titute 

TO REGISTER PLEASE CONTACT US AT: 
Voice: 800-543-8635 or 859-655-6135 • Fax: 859-655-6064 • E-mail: Burkelnstitute@BASES.com 

FOR ADDITIONAL INFORMATION OR DETAILS ABOUT OUR SEMINARS: 
Please contact Mr. Jim Berling, Client Service Manager, or Dr. Sid Venkatesh, President, or visit our web site at 

http://www.Burkelnstitute.com 



aggress1ve. 

Fieldwork's focus-group recruiters have the killer instinct. They can find you 8-10 women 

who repair their own cars. Men who golf more than 3x/ week. Cooks loyal to a single brand • 
fietaWOrk 

of imported canned ham. So call Fieldwork and give our recruiters the kind of project into 

which they can sink their teeth. To field your next study, or to receive 

one of our little foam critters. call any one of our 14 locations. 

www .f1e ldwork . com 

JtiJntJ 770 988 0130 

boston wJilhJm 7 81 899 1660 

cili(Jgo nonh 77 3 2 8 2 2 91 1 

ch1cJgo ohJn' 7717148700 

ch1cago schaumburg 84 7 413 9040 

dJIIJs 972 866 5800 

denver 101825 7788 

rJst fort ler. nJ 20 1 185 8200 

mmnrJpol1s 912 817 8300 

new york westchester 914.147 .2141 

los Jngeles 949 21? 8180 

phormx scot!Sdalr 480.441 .888 3 

phoen1x sowh mountcJitl 602.418.2800 

seJt!le 425822 .8900 

For muil1 loc,111011 protrcts. cJ II: 

!.800 .TO .FIELD 
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