


coordinated. 

When you 're conducting a focus -group study in many different cities. there 's a lot to do . 

Somebody has to make sure uniform standards are being applied . Somebody has to be 

in constant touch with facilities near and far. Let the Fieldwork Network be that some­

body. We promise the kind of service in which the right tentacle 

always knows what the other 7 are doing. Call 1-800 -TO-FIELD. 
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Want to know more? 
Give us a call at 1.800.363.4229 
or visit our home page at 
http://www.opinionsearch.com 

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

Fast, accurate, l 
low drop-rate predictive dialing. / 

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

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

1 OOO/o transparent research process 
puts you in control. 

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

for updates and data files. 



With dual cameras, on-site technicians, 
and multiple views, 

you'd swear you were there. 

FocusVision delivers the live focus group experience 
right to your office or home ... for all to see. 

The focus group experience is not simply "watching" a focus 
group. Focus Vision captures all of the nuances and expressions, 
the all-important "immediate debrief' from your moderator, and 
a shared experience with your business associates. It is the 
dynamics of the focus group experience that produce the 
insights unique to qualitative research. 

Whether its Focus Vision Videoconferencing or Videostreaming, 
we have multiple cameras, picture-in-picture, plus live camera 
operators who get close-ups and full-group views. 

With Focus Vision, you increase staff productivity, while cutting 
thousands of dollars of travel expenses. 

These are the reasons more than 300 leading companies use 
Focus Vision regularly. 

Focus Vision™ 
WORLDWIDE , INC . 

Call 1-800433-8128 
or e-mail: info@focusvision. com to find out more. 
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Don't tip your hand 
when doing satisfaction 
surveys 

Consumers who are notified in 
advance that they are to be questioned 
about a particular product or service 
are more likely to be critical when sur-

veyed afterwards than are those who 
don't receive such advance notifica­
tion, according to research carried out 
by Chezy Ofir of the Jerusalem School 
of Business Administration at The 
Hebrew University of Jerusalem and 
!tamar Simonson of the Stanford 
University Business School. Their 
findings are due to be published in the 
Journal of Marketing Research. 

The research wa carried out under 
both laboratory conditions and in the 
field. Groups of consumers were test­
ed for their reactions, some being noti­
fied in advance that they would be 
asked for their reactions and orne not. 

"It seems logical to assume that con­
sumers' reactions will be more exact­
ing regarding their experiences if they 
are asked for their reaction in 
advance," says Ofir. "One would pre­
dict that they will be more attentive to 
details at the time of purchase since 
they ' re aware that their evaluations 
should be based on solid information. 
This is in contrast to those consumers 
who have not been asked in advance 
for their evaluation , and whose reac­
tions will be based only on vague rec­
ollections. 
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"Our research ha proved, however, 
that one hould not depend on what 
appear to be a common en e a ump­
tion," Ofir says. "We found that noti­
fying the consumer in advance that he 
will be asked for his reaction does not 
necessarily cause him to respond more 
accurately about the detail of a prod­
uct following purcha e, but it does lead 
to him being more negative about it 
than if he had received no advance 
notification. This holds true both for 
products of known high quality, as well 
as for those of lower quality. And it is 
also applicable when the consumer is 

told that he should take into consider­
ation both potentially positive as well 
a negative qualities of the product." 

Ofir explain that this tendency 
seems to come from the "tipped off' 
consumer paying more than usual 
attention to his purchase, regarding it 
with a critical eye and looking for neg­
ative aspects more than he otherwise 
would have. And it is these details that 
seem to stick in his mind. 

In some product and ervice area , 
customers often expect to be urveyed 

continued on p. 58 

Non-buyers say Web sites still have influence 
While online sales may not be increasing at the same rate they once were, 

shoppers are still surfing the Web. Ninety- ....------= 
two percent of online consumers use the 
Internet to shop and/or purchase online, 
according to E-Tailers vs. Retailers, the 
newest e-Visory report from The NPD 
Group, Inc., Port Washington, N.Y. 

The report shows that even those con­
sumers who aren'tmaking purchases online 
are still influenced by what they see on 
retailers' Web sites. 

Eighty-four percent of occasional buyers, 
those who say they have made an online L-------.;;;;;....-.. __ _. 
purchase only once in the past six months or less often, describe their usual 
use of the Internet for shopping as "I usually hop online and go offline to pur­
chase." 

"Measuring online sales alone cannot capture the full benefit of a retailer 
having an Internet presence. We know that even consumers who don't typi­

How online shoppers describe their typical use of the 
Internet for shopping 

All Sho ers 
Shop Online, Purchase Offli ne 
Shop Online, Purchase On line 
Shop Offline, Purchase Online 
Source: NPD Online Research. May 2001 

Percenta e 
51 % 
40 % 
9 % 

translate directly into an offline sale." 

cally purchase online are 
using retailers' Web sites to 
browse and decide what to 
buy," says Pamela Smith, 
vice president of NPD 
online research. "Although 
it may not result in a pur­
chase at that time, it could 

The report also focuses on consumers' reaction when presented with more 
than one way to purchase from particular channels. Consumers who current­
ly shop at mass merchandisers say they will likely remain more loyal to tr~­
ditional store locations for future purchases, while others who have tradi­
tionally shopped through catalogs say they are turning to the Web to make 
more purchases. For more information contact Danielle Biondo at 516-625-
2351 or visit www.npd.com. 
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Michael Brereton has been pro­
moted to the newly defined role of 
managing director, North America, 
for Maritz Research, St. Louis. In 
addition, Gary Eversole succeeds 
Brereton as group vice president of 
the Maritz Research Automotive 
Re searc h Group. Also, Maritz 
Research has hired Chris Watkins 
as senior program manager for the 
central project management division. 

Allan D. Orman has retired from 
Orman Guidance Research, Inc., 
Minneapolis. 

Howard Goldberg has been pro­
moted to senior vice president of 
radio and sports marketing at 
Scarborough Research, New York. In 
addition, Bill Nielson was promoted 
to director of sales, sports marketing. 

Diane Perduk Rambo and Peter 
Mcilroy have been named partner at 
Retail Planning Associates, 
Columbus, Ohio. 

InsightFarm, a Livingston, N.J., 
media evaluation and analysis com­
pany, has named Duane Karabin 
research coordinator and Daria 
Friedman research manager. 

Susquehanna Surveys, Harrisburg, 
Pa., and The Results Network, Inc. , 
have named Betty Hungerford 
senior consultant. In addition, 
William Bader has joined the firms 
as audio/video technician. 

Frank Markowitz has joined On­
Line Communications, a Bartlesville, 
Okla., research firm, as vice presi­
dent of sales in the firm's Cherry Hill, 
N.J., office. 

Richard Gehling has been named 
managing director of Research 
International Qualitatif, for the U.K., 
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and joins the main Researc h 
International U.K. board. Gehling 
will work alongside Gayle Moberg, 
a qualitative practitioner who recent­
ly joined RIUK's Board. Gehling will 
run Research International's main 
qualitative division in the U.K., while 
Moberg will head its Fifteen20 inno­
vation consultancy business. 

MORPACE International, Inc., a 
Farmington Hills, Mich., research 
firm, has named Milan Popovich a 
vice president-health care. In addi­
tion, Brian Drake has been promot­
ed to vice president. 

Richard Quinlan has been named 
vice president, business development, 
at MarketVision Research, 
Cincinnati. 

Martin expands the board of direc­
tors to five. 

International Communications 
Research, Media, Pa., has named 
Kathy Fitzpatrick vice president of 
client services in the firm's Chicago 
office. 

Susan Hayward has joined 
Knowledge Networks, Menlo Park, 
Calif., as vice president and product 
director, syndicated services . Eric S. 
Halata has joined the firm's New 
York office as vice president, custom 
research. Cindy Asen has also joined 
the firm's New York office as vice 
president, managing director. 

Robert Skolnick has been named 
president and CEO of BAIGlobal 
Inc., a Tarrytown, N.Y., research firm. 

Ben Goodson has been named call He succeeds Kathleen Knight, who 
center manager at Western Wats 
Center's new business-to-business 
research call facility in Rexburg , 
Idaho. 

Westport, Conn., health care infor­
mation firm IMS Health has named 
Murray Aitken senior vice president 
of services & consulting, a newly cre­
ated role. 

National Research Corporation, 
Lincoln, Neb., has named JoAnn M. 
Martin to its board of directors to 
serve until the 2002 annual meeting 
of shareholders. The addition of 

is now president emeritus and will be 
a consultant to BAIGlobal through 
the end of the year. 

Fundamental Research Group Inc., 
Southampton, Pa., has named Lori 
Smith and Tammy Palucis project 
manager. 

Bala Cynwyd, Pa. , research firm 
Strategic Marketing Corporation has 
named Carol Hebb and Joseph 
Romero senior vice president. 

Kamilah Garcia has joined the 

continued on p. 7 4 
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THAN MEASUREMENT M 0 R E 

ATTRACTING AND R ETAINING CUSTOMERS. 

Maritz Research introduces MagnersM, 

a unique integrated portfolio of brand 

performance research solutions. 

Magnet is designed to help companies 

attract and retain customers by providing 

integrated information for better decision­

making. This is done with comprehensive 

information for better strategic planning 
linked to in-depth information for 

improved tactics and implementation ... 

all designed to ensure long-term 

profitable growth. 

The portfolio includes two new strategic 

marketing planning products - Magnet 

Choice Manager and Magnet Preference 

Manager- designed to determine the 

important factors driving behavior 

(choice) and attitudinal loyalty (prefer­

ence). Magnet also includes our 

industry-leading Customer Satisfaction 

and Customer Value research designed 

to ensure effective implementation of 

strategies. 

Here is a sample of what Magnet provides: 

• Identification of the importance of 

marketing mix factors 

• Superior capabilities for segmentation 

and targeted marketing initiatives 

• Sophisticated competitive market 

simulation capabilities 

• Organizational performance scorecard 

to pinpoint areas of strength and 

weakness 

So, if you are looking to find a better way 

to attract and retain your customers, use 

the power behind Magnet and call 

1-800-446-1690. 

~]. MARITz· RESEARCH 
www.maritzresearch.com 

@ 2001 Maritz Research Inc. 



Perseus debuts Palm 
survey app 

Perseus Development Corporation, 
Braintree, Mass., has released a new 
survey application for Palm-Powered 
handheld computers. SurveySolutions 
In Hand allows for the creation of sur­
veys that can be deployed on a hand­
held computer, eliminating the need 
for paper-based surveys. Once the sur­
veys are completed, the survey admin­
istrator can compile and analyze the 
results and display them in tables or 
graphs. 

SurveySolutions In Hand can be dis­
tributed at conferences and training 
forums to Palm users for attendees to 
complete satisfaction and feedback 
surveys. Survey Solutions In Hand can 
also be used by field-sales and field­
service staff to gather feedback from 
customers and prospects. 

Questionnaires are designed in a 
word processor environment and can 
be imported from Microsoft Word. 
SurveySolutions offers integration 
with Microsoft Office (Office 97, 2000 
or XP); results can be exported to 
Microsoft Excel or Access, and pre­
sentations can be exported to Microsoft 
PowerPoint. For more information 
visit www.perseus.com. 

Track response to DTC 
efforts 

Pharmaceutical companies can now 
track changes in awareness and 
response to direct-to-consumer (DTC) 
promotions every week, with new 
DTC e-Monitor from Market 
Measures Interactive (MMI), a 
Livingston, N.J., research firm. DTC e­
Monitor provides a continuous look at 
DTC activity and consumer reactions, 
with results delivered to users' desk­
tops. The Web-based service offers an 
ongoing view of DTC effectiveness 
measures including ad awareness, doc­
tor contact rates and prescriptions gen­
erated across 13 major conditions. 
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Findings are presented on a weekly 
basis, with information for the current 
week updated in real time. MMI is also 
currently screening consumers -
including both sufferers and caregivers 
- across more than 45 other condi­
tions that will be added to its list of 
DTC e-Monitor categories. For more 
information contact Joel Bradus at 
800-456-4405, ext. 121 or visit 
www.rnmi-research.com. 

Study looks at 
enterprise software 
market 

The Momentum Research Group 
(MRG) has completed a study exam­
ining the brand perceptions and pur­
chase intent of more than 240 enter­
prise software decision makers. The 
study identified a significant drop in 
brand integrity scores, one of six lead­
ership dimensions tracked by the study. 
The Enterprise software module tracks 
respondent perceptions of 14 brands 
across the enterprise software catego­
ry, including Ariba, Clarify, E.piphany, 
IBM, Microsoft, Oracle, PeopleSoft 
and Vantive. The study also provides 
additional brand metrics, including 
awareness, past purchase, past and 
future brand consideration, awareness 
of and attitudes toward collaborative 
applications and sources of informa­
tion that influence brand purchase. For 
more information visit www.momen­
turnresearchgroup.com. 

CRM, online research 
products from Harris 
Interactive 

Harris Interactive, Rochester, N.Y., 
has launched Harris Interactive CX 
(Customer eXperience), a real-time 
customer relationship management 
process. ex is designed to discover, 
define and deliver strategies for 
improving customer lifetime value and 

loyalty by listening to and learning 
what clients and prospects have to say. 
The process guides businesses in gath­
ering and interpreting information so 
they can respond accordingly with 
sales, service or marketing offerings 
that help to maintain and improve cus­
tomer relationships. For more infor­
mation visit 
www.harrisinteracti ve.com/cx. 

The firm has also introduced new 
proprietary technology for conducting 
Internet-based market research. These 
new capabilities will automate a large 
portion of the survey research process, 
including questionnaire writing, quota 
management, data weighting, and 
analysis. The new systems include: 
Proprietary Internet Interviewing 
System; S4Author, which provides a 
graphical user interface (GUI) for the 
design, modification, and publishing 
of questionnaires (for the Internet as 
well as other methodologies, including 
CATI); Quota Management System, 
which permits the creation and man­
agement of quotas for Internet surveys 
using a Web-based interface; Hi Weigh, 
an online and "on the fly" system for 
the calculation of survey weights; 
IntelliView, a Web-based online report­
ing application that permits researchers 
to view and manipulate both unweight­
ed and weighted survey data while sur­
veys are still being fielded. For more 
information visit www.harrisinterac­
tive.com. 

Book introduces users 
to ArcGIS 

Getting to Know A reGIS Desktop­
Basics of ArcView, ArcEditor, and 
Arclnfo, by Tim Ormsby, Eileen 
Napoleon, Robert Burke, Carolyn 
Groessl, and Laura Feaster, is a work­
book for learning ArcGIS, the newest 
geographic information system (GIS) 
technology from Redlands, Calif.­
based ESRI. The three GIS products 
that comprise Arc GIS - Arc View, 
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News notes 
Following concerted action by the 

European Society for Opinion and 
Marketing Research (ESOMAR) and 
the World Association For Public 
Opinion Research (WAPOR), a pro­
posal to ban the publication and con­
duct of opinion polls in Ireland during 
the final week of an election has been 
dropped. An amendment had been 
added to the country's Electoral 
Reform Bill 2000 prohibiting the tak­
ing or the publication of opinion polls 

in the seven days prior to a general, 
local, Presidential, European election, 
or a by-election or a referendum on 
any change to the Constitution. The 
only remaining step for it to be passed 
was for the second chamber of 
Parliament to rubberstamp the bill 
before the summer recess. Following 
an alert by ESOMAR's representative 
in Ireland, ESOMAR together with 
WAPOR conducted a rapid campaign 
to arrest the final adoption of the mea­
sure, which carried penalties of up to 

£100,000 or pri on for two years for 
any person convicted. The letter sent 
by ESOMAR (and undersigned by 
WAPOR) to numerous politicians and 
journalists urged the Irish government 
to reconsider thi proposal, stating that 
the right to conduct and publish polls 
freely is part of the modern democrat­
ic process which allows citizens to 
make themselves heard. 

United Business Media has 
announced a new corporate identity 

The Institute for International Research (IIR) , in con­
junction with the Interactive Marketing Research 
Organization (IMRO) and the American Marketing 
Association, will hold a conference on online research and 
usability on October 17-19 at the Fairmont Hotel in San 
Francisco. For more information visit www.iirusa.com. 

Anderson , Niebuhr & Associates, Inc., Arden Hills, Minn ., 
will hold a workshop on analyzing and reporting question­
naire data on October 18-19 at the Holiday Inn- On the Bay 
in San Diego. For more information call 800-678-5577 or 
visit www.ana-inc.com. 

The International Quality & Productivity Center (IQPC) will 
hold a conference on online market research and Web­
based surveys on October 23-24 at the Hotel Nikko in San 
Francisco. For more information call 800-882-8684 or visit 
www.iqpc.com. 

The European Society for Opinion and Marketing 
Research (ESOMAR) will hold a conference on qualitative 
research on October 28-30 in Budapest. For more infor­
mation visit www.esomar.nl. 

The Advertising Research Foundation (ARF) will hold its 
annual Week of Workshops on October 29 to November 1 
at the Westin Michigan Avenue, Chicago. For more infor­
mation visit www.arfsite.org. 

The Marketing Research Association (MRA) will hold its 
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Research firm The Looking Glass will hold a one-day 
conference at its Syosset, N.J. , facilities on focus group 
backroom effectiveness on November 2, 9, and 16. For 
more information visit www.ResearchOnResearch.com or 
call Sharon Livingston at 516-992-5666. 

Frost & Sullivan will hold its annual conference on 
advanced marketing research techniques on November 4-
8 at the Sheraton World Resort in Orlando, Fla. For more 
information visit http://conferences.frost.com/AMR. 

The Philadelphia and Mid-Atlantic Chapters of the 
Marketing Research Associati on (MRA) , and the 
Washington , D.C. , and Ohio-Pennsylvania Chapters of the 
Qualitative Research Consultants Association (ORCA) are 
co-sponsoring "Focus on Research ," a one-day seminar 
on qualitative methods on November 16 at the Columbus 
Club, Union Station , Washington, D.C. For more informa­
tion contact John F. Bradley at 610-789-1370. 

Trag on Corporation will hold a workshop titled "Ensuring 
Consumer-Defined Product Quality" on November 6-7 at 
the Sheraton Palo Alto, Palo Alto , Calif. For more infor­
mation call 800-841-1177 or visit www.tragon .com. 

The European Society for Opinion and Marketing 
Research (ESOMAR) and the Advertising Research 
Foundation (ARF) will hold a conference on advertising 
effectiveness on December 2-4 in Hong Kong . For more 
information visit www.esomar.nl. 

www.quirks.com Quirk's Marketing Research Review 



- NOP World - for its market 
research busine es. NOPWorld- for­
merly the United Information Group 
- includes Audits & Surveys 
Worldwide, Mediamark Research Inc., 
NOP Research, and NOP World Health 
(which encompasses Market Measures 
Interactive, NOP Healthcare, and 
Strategic Marketing Corporation). 

Opinion Research Corporation, 
Princeton, N.J., announced that it 
application for listing on the Nasdaq 
National Market System has been 
approved. The common stock of 
Opinion Research Corporation will 
trade under the symbol "ORCI." 

Separately, the firm announced that 
it was cited by Fortune Small Business 
as one of the magazine's "100 Fastest­
Growing Small Companies." 

In August, Harris Interactive Inc., 
Rochester, N.Y., and Total Research 
Corporation , Princeton, N.J., 
announced a merger agreement. The 
merger, which i ubject to regulatory 
approval and approval by the stock-

holders of both companies, calls for 
Harris Interactive to exchange 1.222 
shares of HPOL stock for each share of 
Total Research. When completed, 
existing Harris Interactive stockhold­
ers will own approximately 67.25 per­
cent and Total Research stockholders 
will own approximately 32.75 percent 
of the outstanding equity of the com­
bined company. Stockholders repre­
senting approximately 53 percent of 
the total outstanding common stock of 
Harris Interactive and approximately 
24 percent of the total outstanding 
common stock of Total Research have 
agreed to vote their shares in favor of 
the transactions. The merger is expect­
ed to be finalized in the fourth quarter 
of this year. Following the merger, 
Total Research will become a wholly­
owned subsidiary of Harris Interactive 
and, initially, will continue to operate 
under its existing name in the United 
States and Europe. The company will 
be managed by a newly created office 
of the chairman with Gordon S. Black, 
currently chairman and CEO of Harris 
Interactive, continuing in this role. 

David H. Clemm, currently president 
and COO of Harris Interactive, will 
become vice chairman for global oper­
ations and Internet research develop­
ment, and AI Angrisani, currently pres­
ident and CEO of Total Research, will 
become president and COO of the 
merged firm. 

New York-based Arbitron Inc. has 
begun conducting syndicated radio 
audience measurement ervices for 
Mexico City broadcasters, advertisers, 
and agencies. The Mexico City radio 
ratings service is the first yndicated 
radio measurement conducted by 
Arbitron outside the U.S. 

Dan Wiese Marketing Research, 
Cedar Rapids, Iowa, recently celebrated 
its 15th anniversary. 

A of August 31, San Francisco­
ba ed Modalis Research 
Technologies, Inc. ceased its 
European operations. The action fol­
lowed a long period of less-than-antic-
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Qualitatively Speaking is a regular column in which a revolving cast of authors offers their thoughts on various aspects of 
the multifaceted world of qualitative research -in 1, 000 words or less! Submissions are welcome. Send your ideas or man­
uscripts to Quirk's Editor Joe Rydholm at joe@ quirks. com. 

Of bullies, friends, and mice 
In focus groups, a little preparation goes a long way 

By Brenda F. Murphy 

Editor's note: Brenda Murphy is principal of Brenda F. 
Murphy & Associates, a Kalamazoo, Mich., research firm. 
She can be reached at616-342-0190 or at starbrenda@aol. 

F.
cus groups can be a relatively easy way to let employ­
es from any area of a company hear fir thand how cus­
omers feel about a business, service or product, to 

determine consumer or "street" language about a product or 
service, or tote t reaction to a new product, packaging con­
cept or advertising. But if employees have never observed 
focus group , a little preparation will help them understand 
the process and let them come away from the se sion hav­
ing learned about their own business. First-time observers 
need to be prepared because they ' ll hear the good, the bad, 
the ugly, and most assuredly, the untrue. 

Here are a few simple guidelines to follow when inviting 
first-time viewers to observe focus groups. 

1. Ask observers to arrive at least a half-hour before 
the groups are scheduled to begin. This will allow them 
to familiarize themselves with the facility and get settled in 
the viewing room before the participants begin arriving. 
Since participants are not always told the name of the client, 
it's not prudent to have observers from the client company 
and participants introducing themselves to the receptionist 
at the same time. One company who wished to remain 
anonymous in a project had it cover blown by a late-arriv­
ing observer who stated very loudly to the receptionist, 
"Hi. I'm Joe Jones from ."The company decid­
ed to conduct the group anyway, even though all the par­
ticipants standing in the reception area now knew who the 
client was. A very expensive mistake! 

2. Make certain everyone gets a copy of the modera-
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tor's guide beforehand. While the guide is an outline of the 
topics and questions the moderator should a k, depending 
on how the group progresses, all questions may or may not 
be asked. Alert the observer that the questions may also be 
asked in a different order because the participants may 
impose their own order of importance on the topics. Having 
the outline beforehand allows observers to familiarize them-
elve with it and take notes when things change. 
3. Be certain everyone understands who is partici­

pating in the focus groups. Participants who are invited to 
focus group are creened to fit very specific criteria because 
the sample is so small. They are not just per ons selected 
randomly off the street. Depending on the project specifi­
cations, they may be between certain ages, earn pecific 
incomes, use a specific product on a regular ba i or be 
"trier-rejectors," live in a particular zip code or have no 
warts on their left foot. Whatever the selection criteria, be 
certain the ob erver are aware of the project's objectives 
and the reason for inviting the e participants. It 's impor­
tant that the observers under tand from whom they are 
hearing the information ince it will help them put it into the 
context of their role in the company. 

4. Make certain it's quiet in the backroom during the 
group. In other words, keep it down back there! The more 
people in the observation room, the higher the level of noise 
that might be heard in the discussion room. Mo t focus 
groups have oundproof observation room , but real dif­
ferences exist in the quality of the soundproofing. It's dif­
ficult to concentrate on the conversation in front of the mir­
ror if there is talking or raucous laughing behind it. If the 
moderator can hear it, re t as ured the respondents can too. 
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Editor's note: Gene Stefaniak is 
marketing research director of Long 
John Silver's Restaurants, Inc., 
Lexington, Ky. He can be reached at 
gstefaniak@ljsilver's.com. ZR Silk 
Tasby is director of restaurant sup­
port at Long John Silver's 
Restaurants, Inc. He can be reached 
at ztasby@ljsilver's.com. Bruce 
Westcott is executive vice president of 
Alliance Research, Inc. , Crestview 
Hills, Ky. He can be reached at 
bruce. westcott@ alliance research. com. 

' ' 0 
ur work to increase 
customer satisfaction 
levels, along with our 
co-branding and new 
Long John Silver's 

activities, proves that our strategy isn't 
just to bring our elves up to regular fast­
food standards. It's to bring our facility 
and customer service systems to a level 
that's above and beyond the quality of 
other fast-food restaurants." - Kevin 
Armstrong, president, Long John 
Silver's Restaurants, Inc. 

The directive from the comer office 
at Long John Silver's headquarters was 
clear and straightforward: develop a 
program that would elevate the cus­
tomer experience, measure perfor­
mance, reward excellence and build 
business. With essential management 
support, a cross-functional team was 
assembled for the task. This included 
restaurant operations, marketing 
research and information technology 
personnel at Long John Silver's, and 
Alliance Research as consultant and 
vendor for the mea urement program. 

Long John Silver's, a quick-service 
seafood chain based in Lexington, Ky., 
recognized the simple but key drivers of 
its future success: 

• A typical heavy user pend $8,500 
at Long John Silver's during their life­
time. 

• A light user's lifetime spending at 
Long John Silver's is nearly $2,000. 

• Growth means serving valued loyal 
patrons, and a host of new, first-time 
customers. 

• Satisfied customers compound their 

Customer SatisfactionResearch 

value through word-of-mouth interac­
tion. 

• A sati fied customer becomes a 
repeat customer; repeat customers 
become heavier users. 

• Every customer encounter repre­
sents a chance to accrue or to forfeit 
substantial future equity in the business. 

To be actionable, the program had to 
be tore-specific and to reflect Long 
John Silver's organizational and geo­
graphic responsibilities across the 
1 ,250-restaurant chain. From a mea­
surement standpoint, this dictated large­
scale and cost-efficient data collection. 
The plan also had to recognize stand­
alone stores as well as a growing num­
ber of A& W co-branded stores with a 
different product mix, a well as fran­
chise restaurants with different, or even 
the absence of, supporting technology. 

Reinforcing the program was an 
incentive bonus plan for the Long John 
Silver's store management force struc­
tured to tie financial reward to high cus­
tomer sati faction performance and 
error-free customer experiences. With 
the organization geared to the new 
incentive bonus plan, the demand for a 
steady stream of detailed information 
was predictable. Surprising in the evo­
lution of the program was just how 
quickly and thoroughly the manage­
ment force became engaged in and 
committed to the program, and how 
dedicated they became to leveraging 
every available nugget of information to 
achieve their goals. 

Evolution 
Long John Silver's began by under­

taking a rigorous review process of 
alternative methods, research designs, 
application concepts and vendors, 
through which Crestview Hills, Ky.­
ba ed Alliance Research was elected as 
its program development partner. 

At first, the measurement task was 
framed in terms of traditional CSM 
evaluation, identification of strengths 
and weakness, and general scorekeep­
ing for the program. Alliance Research 
wa charged with designing and admin­
istering the CSM component using 

Alliance's interactive voice response 
(IVR) technology. Automated graphic 
reports were generated monthly at the 
restaurant level and in a "roll-up" hier­
archy through Long John Silver's oper­
ations management levels. This extend­
ed from the individual store manager to 
local market DMA (designated market 
area) managers through regional and 
division vice presidents up to system­
wide evaluation. 

As a pilot program was launched in 
300 company restaurants, it became 
apparent that while the measurement 
aspect of the program wa well 
received, restaurant managers and high­
er levels of Long John Silver's man­
agement wanted more than a report 
card. The program needed to better iso­
late the exact source of problems, and to 
provide ways to intervene in the event 
of a poor customer experience. To main­
tain occasion timeliness, two important 
methods of solving problems had to be 
deployed: 

1. A focu on dealing with product, 
service and facility problems at the 
point of delivery, drilling down to the 
problem source, and; 

2. Exercising proactive service recov­
ery with dissatisfied customers, and 
those expressing any defect in their 
experience. 

The program was re-engineered to 
provide a broader spectrum of infor­
mation and a sophisticated set of mech­
anisms to fuel and reward proactive 
improvement, while at the same time 
maintaining the integrity of the mea­
surement component. The restructured 
program puts Long John Silver's oper­
ations per onnel at the "controls" of the 
customer experience by: 

• focusing on ongoing and systemat­
ically gathered feedback from cus­
tomers; 

• providing managers with the tools to 
understand the specifics of a product or 
service defect; 

• providing immediate information 
about a defective customer experience, 
in order to intervene to recover the cus­
tomer. 
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Steve Lewis is co-founder of 
Development II, inc. , a Woodbury, 
Conn. , research firm. He can be 
reached at 203-263-0580. 

hen Kazuhiro Matoba, 
chairman of Miyago 
Co., Ltd. , decided to sur­
vey hi customers in 
Japan , he wasn't quite 

prepared for the wild ride that would 
ensue. Miyago, located in Yokohama, 
is one of Japan's largest janitorial 
firms, providing custodial services to 
many of Japan's prime public, office 
and retail spaces. Founded in 1972 by 
the entrepreneurial Matoba, Miyago 
now employs 2,000 people in a coun­
try that expects exceedingly high ser­
vice levels. 

When our company first approached 
Matoba about this project, he said, 
"Our main management strategy is not 
about revenue it elf. Our mo t impor­
tant policy is to improve our cus­
tomers' satisfaction. We need to mea­
sure and benchmark their satisfaction 
and then improve it." 

In 1997, during the first year of this 
study, we contacted 180 of Miyago's 
largest customers, including bus ter­
minals, grocery chains, retail outlets 
and office buildings. An average of 
five people were contacted from each 
of these customer firms. These same 
customers have remained relatively 
constant over the course of the four 
years we have been conducting this 
customer satisfaction study. 

Delve into the detail 
Our first task was to explain to 

Matoba and his management team how 
to look at their customers ' responses to 
the forthcoming survey. While most 
people are used to looking at the "sat­
isfied versus dissatisfied" division, few 
are prepared to delve into finer detail. 
We divide responses into five basic 
groupings: totally satisfied, somewhat 
satisfied, somewhat dissatisfied, total­
ly dissatisfied, and no opinion (or no 
response). 

When a customer answers a question 
with a "totally satisfied" response, their 

Customer SatisfactionResearch 

relationship with the company is clear. 
"Totally satisfied" is effectively saying 
that there is little or no room for 
improvement. A "somewhat satisfied" 
answer indicates that something is not 
quite right with the relationship and 
improvements are required. A "some­
what dissatisfied" customer is not quite 
lost, but almost, and a "totally dissat­
i fied" response indicates that the cus­
tomer is about to make, or has already 
made, another vendor choice. We also 
found that the word "total" translates 
easily and that its meaning is definitive 
across all languages. 

By merging the 

ment. 
When we look at the range of 

responses from "totally satisfied" to 
"totally dissatisfied," we see that 
responses on either end of the spectrum 
are definitive, easily measurable 
points. When we move into the "some­
what" categories, the customers' 
responses become less conclusive. 
There is no guesswork needed as to 
where a "totally satisfied" (or "dissat­
isfied") customer stands. A "somewhat 
satisfied" customer, on the other hand, 
can easily slip over the line to "some­
what dissatisfied" (or vice versa), 

ati fied or dis sat­
isfied responses 
into one measure­
ment, the message 
becomes cloudy. 
Our long-term 
analysis indicates 
that the purchase 
decision profile of 
a "totally satis­
fied" customer is 
very different 
from that of a 
"somewhat satis­
fied" one. One 
strategy is neces-

"Our main management strategy is 

not about revenue itself. Our rnost 

important policy is to in1prove our 

custon1ers' satisfaction,. We need 

sary to keep the 
"totally satisfied" 
customer in that 
position. Another 

to measure and benchn1ark their 
is required to 
move a "some­
what satisfied" 
customer upward. 
If the survey 

satisfaction and then improve it:~ 

results are combined, how can one dif­
ferentiate, implement, and measure the 
success of corporate initiatives at two 
di tinct levels? 

Adjust thinking 
As the survey progressed, the 

Miyago team had to adjust their think­
ing about satisfaction, for the percent­
age of "totally satisfied" customers is 
significantly lower than the combina­
tion of all satisfied customers. Also, 
the "somewhat satisfied" category of 
customers is usually the largest seg-

dependent upon any number of fac­
tors, some seeming quite minor but 
nonetheless critical. In other words, 
while the end point of a "totally" 
response is clear, a "somewhat" 
response has a wide latitude. 

With Miyago, as well as in other 
studies, we have found that the pur­
chasing decision profiles of customers 
are fully dependent upon their level of 
overall satisfaction with the company. 
For example, a customer who states 
that they are "totally satisfied" with 
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Editor's note: Michael Murphy is 
director of research at Service 
Management Group, Inc., a Kansas 
City, Mo., research firm. He can be 
reached at 816-448-4535 or mmur­
phy@smgl.com. 

The linkage between customer 
satisfaction and profitability is 
a cornerstone of service 

improvement efforts. Measurement 
of customer satisfaction is irrele­
vant if thi linkage does not exist. 
Because if variations in customer 
satisfaction do not connect with 
variations in profitability, attempts 
to manipulate satisfaction will have 
no impact on profitability. Several 
methodological issues can obscure 
the relationship, leading companies 
to erroneously assume that customer 
satisfaction measurement i not 
essential to their growth. 

The measurement of customer 
sati faction has become more com­
mon among organization provid­
ing products and services to con­
sumers and businesses. Customer 
satisfaction measurement i central 
to operations because it provides 
valuable feedback to organizations 
about where their efforts for 
improvement are most nece sary, as 
well as indicating the degree to 
which improvements are likely to 
have the most significant impact on 
customer behavior and loyalty. In 
an effort to improve customer satis­
faction, companies have spent mil­
lions of dollars evaluating customer 
satisfaction and making improve­
ments, always assuming that their 
mea ure are directing them to 
address the right issues. 

Organizations usually invest in 
customer satisfaction measurement 
because they assume that sati fied 
customers will engage in a number 
of behaviors beneficial to the com­
pany and demonstrate a long-term 
commitment to their brand. These 
behaviors include, but are not lim­
ited to, continuation of the customer 
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relationship, deepening of the cus­
tomer relationship through cross-sell­
ing, and referrals to new customers. 
Thus, it has been assumed that cus­
tomer satisfaction should be consis­
tently and positively associated with 
a company's profitability. 

This assumption of a customer sat­
isfaction-profit link is the heart of the 
service profit chain (Heskett, Sasser, 
and Schlesinger, 1997). The model 
discusses the relationships among 
several organizational constructs, 
inc lu ding employee satisfaction, 
motivation, and loyalty, cu tomer sat­
i faction and loyalty, future purchase 
intentions, and profitability. The 
model has garnered considerable 
applied research support since its 
inception in 1997. The model con­
nects customer satisfaction to sever­
al key organizational variables, such 
as employee satisfaction and tenure, 
as well as financial performance. 
Researchers have demonstrated 
strong support for many of the rela­
tionships hypothesized by the model. 

The key linkage that must be 
demonstrated is the linkage connect­
ing customer satisfaction to prof­
itability. Demonstrating this linkage 
provides the ultimate ju tification for 
measuring customer satisfaction . 
Research has demonstrated that a 
highly satisfied customer is six times 
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more likely to re-purchase than a cus­
tomer who is merely satisfied (Jones 
& Sasser, 1995). In fact, if the linkage 
cannot be demonstrated for a com­
pany, then the measurement of cus­
tomer sa tisfaction is irrelevant. 
However, there are very few cases 
where this relationship should not be 
demonstrated. 

In most other case , profitability 
should be strongly related to cus­
tomer satisfaction. However, the sta­
tistical relationship between prof­
itability and satisfaction will be 
obscured if research methodologies 
are not carefully constructed and 
implemented. Some tandard guide­
line should be followed when 
designing studies, while in other 
cases the unique situation of the orga­
nization must be considered when 
planning to empirically demonstrate 
a linkage between profitability and 
customer satisfaction. After di -
cu sing some of the situations where 
a linkage between satisfaction and 
profitability is not expected, method­
ological issues will be addressed. 

Exceptions to the satisfaction-prof­
itability link 

Most commonly, the relation hip 
will not exist if a majority of cus­
tomers do not have a choice of which 
company will provide a product or 

Take your market research 
firm to the next level with 
expert guidance from the 
executives behind one of 
America's most successful 
niche research firms. We 
know how to build your 
business-and boost 
profits. If you want to grow, 
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firm for eventual sale, we 
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or call Grace Post at 
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service. These customers are what 
He kett, et al ( 1997) defined as 
hostages. Hostages are customers 
who are not satisfied, but still ex pre 
an intention to purchase from the 
company. The clearest example of a 
company whose customers are likely 
to be ho tage are utility companies 
in communities where the customer 
has no choice of providers. A rela­
tion hip between satisfaction and 
profitability would not be expected a 
customer satisfaction has little impact 
on a customer's choice of service 
providers. 

This relationship would also not be 
expected to exi tin situations where 
the cost of witching providers is low 
and there are many companies pro­
viding the product or se rvice. 
He kett, et al (1997) refer to cus­
tomers in these markets as mercenar­
ies, as price can be a strong determi­
nant in the product/service choice 
process. Commodity markets are the 
clearest examples of this type of mar­
ket, where customers have ready 
alternative choices and their selec­
tion i likely to be driven by price. 

Methodological issues 
Level of analysis issues 

Typically, customer satisfaction is 
mea ured with respect to a specific 
instance of experience. This deci sion 
is upported psychometrically, as 
re spondents can more accurately 
evaluate their experience at a pecif­
ic point in time than if asked to cog­
nitively combine their sati sfaction 
with multiple experiences that they 
might have had with a company's 
products or services. These individual 
mea ures are commonly aggregated 
to represent the level of satisfaction 
typical of any customer interacting 
with a specific business unit, such as 
a tore location or individual re tau­
rant. Analyses are then conducted 
examining the relationship of unit­
level satisfac tion with a unit-level 
mea ure of profitability. Matching the 
level of analysis enhances the ability 
to identify a significant relationship 
between profitability and customer 
sati sfaction . 
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Another alternati ve is to examine 
the relationship between loyalty and 

itabili ty may not exi t. Customers 
may be more stron gly driven by 

instance, profi tability needs to be 
operationalized at a market level as 

do loyalty measures. profitability. Theoretically, 
loya lty ca n ex i t wi th 
respect to a specific unit or 
to the brand, or both , in con­
tras t to customer ati fac­
tion , normally meas ured 
with re pect to a spec ific 
experience. In other word , 
as a consumer, I may be sat­
isfied or unsati sfied wi th 
m y meal experi ence at a 
restaurant. While that satis­
fac ti on may have an impact 
on my likelihood of return­
ing, other fac tors may also 
imp ac t th a t decisio n . 
Further, I may recognize 
th a t th e bra nd is a goo d 

Sales Echo Satisfaction 
Monthly performance 

Actual results from one 
SMG client demonstrate 
the powerful effect 
customer satisfaction 
has on monthly 
financial performance. 
Its impact comes 
through loud and clear. 

-1 o/o 

Customer 
Satisfaction 

-2.5o/o 

Sales 

Customer need cycles 
Depending on the 

product or service, a 
customer 's need for 
future products or ser­
vices may vary. For 
example , two clients 
provided our firm with 
sales data, each calcu­
lated on a quarterl y 
bas is. We linked the 
ale s data for each 

individual unit to the 

brand, but a specific store -
or unit is poor. W Copyright 2001 . Service Management Group 

atisfaction scores for 
the same unit. For the 
first client, analysis of 
th e relation ship 
between customer sat­
isfaction and quarterly 
sales growth indicated 

Wh e n co ndu c ti ng 
research with companies 
that might provide several alternative 
locations within a respondent 's zone 
of co nve nie nce, the re la ti o nship 
between unit loyalty and unit prof-

brand loyalty and brand equity and 
operationalizing loyalty and prof­
itability at a unit level may obscure 
the expec ted relation ship . In thi s 

that units with stronger satisfaction 
scores also had stronger sales growth. 
The relationship between the propor­
tion of customers who are highly sat-
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isfied and subsequent profitability 
changes for this client are shown in 
the table. A 6 percent change in the pro­
portion of customers who were highly 
satisfied was associated with a 5 per­
cent change in profitability. The identi­
cal analysis was conducted for a second 
client with the outcomes indicating no 
relationship between unit satisfaction 
and unit sales growth. 

The difference between the two client 
companies was the customer need cycle. 
The first client was a company with a 
very short need cycle, while the second 
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client was a -----------------------....., 
retailer with a 
product cycle 
of typically 
more than a 
y e a r . 
Customer 
need cycle has 
a strong effect 
in understand­
ing the differ­
ence between 
these results. 

Relationship of Overall Satisfaction to 
Percent Change in Sales Over Time 

From 4 to 3 From 3 to 2 From 2 to 1 From 1 From Current From 1 to 2 From 2 to 3 From 3 to 4 From 4 to 5 
Months Months Month Month to to 1 Month Months La ter Months later Months Later Months later 

A customer 
might reason-

Earlier Earlier Earlier Current Later 

J....._ Variance Accounted For 

ably patronize L------------------------' 
the former ------------------------, 
client more 
than once a 
day, however 
customer need 
is most com­
monly annual 
for the latter 
client. As a 
result, the 
impact of sat­
isfaction is felt 
over a much 
longer and 
likely less 

Relationship of Loyalty to 
Percent Change in Sales Over Time 

From4 to3 From3to2 From2to1 From 1 From Current From 1 to 2 From 2 to 3 From 3 to 4 From 4 to 5 
Months Months Month Month to to 1 Month Months Later Months later Months later Months later 
Earlier Earlier Earlier Current Later 

l ~ vartanceAcc:ountadFor I 
immediate L-----------------------.....1 
period of time. 
For the client with the long need cycle, 
relating customer satisfaction from the 
current quarter to current quarter ales 
growth is much less likely to identify a 
strong relationship than if one related it 
to sales growth for the same quarter the 
following year. Thus, study design must 
take into consideration the timing of the 
next opportunity for purchase. 

Lag between satisfaction measurement 
and profitability 

The time lag between measures of sat­
isfaction and measure of profitability 
must be appropriate. Given a normal 
distribution of purcha e behavior fol­
lowing experience with a product or ser­
vice provider, it would be expected that 
if one measured satisfaction continu­
ously each month the relationship 
between satisfaction and profitability 
would rise and fall when related to a 
single point in time measure of prof­
itability. We have found this relation­
ship with several clients whose prod-

ucts and services have short need cycles, 
specifically in the restaurant and retail 
industries. In both industries, the rela­
tion hip builds up to a two-month lag in 
mea urement, peaks, then falls sharply 
afterwards. The graphs above demon­
strate how the strength of this relation-
hip is moderated by time. Timing in 

other industries may vary ba ed on ea­
sonal demand, need cycles, or other sit­
uational factors. 

Satisfaction-profitability effect size 
Generally, our research has demon­

strated statistically significant relation­
ships between customer satisfaction and 
profitability, with atisfaction accounting 
for between 1 percent and 10 percent of 
the variance in profitability. This is 
trong evidence in support of the 

reliance on customer satisfaction mea­
surement. Providing customer atisfac­
tion feedback allows individual units to 
identify areas for improvement in cus­
tomer service, which in tum upports a 
direct impact on profitability. 
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Profitability is driven by other con­
structs at several different level of orga­
nizational functioning. At the customer 
level, decisions to purcha e are also dri­
ven by factors uch as location, product 
quality, price, etc. Thus, mea ures of 
these variables should moderate the rela­
tionship between sati faction and prof­
itabi lity. Analysis of the relation hip 
between satisfaction and profitability 
should attempt to remove a much vari­
ance related to these other factors as pos­
sible, in order that the satisfaction-prof­
itability relationship be clearly demon­
strated. 

Measuring profitability 
Profitability can be measured in many 

different ways. Our research has demon­
strated the strange t impact for customer 
satisfaction on incremental sales growth. 
Reliance on this measure allows for sev­
eral intervening variables to be controlled. 
For example, unit size often ha a trong 
influence on profitability. Measuring 
profitability through the use of incre­
mental sales growth removes the impact 
of unit size by comparing sales at a par­
ticular unit in the target month to sales at 
the same unit in a previous month. If ea­
sonal differences are expected in sales, 
then it is also useful to compare the cur­
rent month's sales to sales in the same 
month in the previous year. 

Strong relationship 
The ervice profit chain theorized a 

strong relationship between customer 
satisfaction and profitability. Research 
has continually demonstrated this rela­
tionship. However, as with any research, 
in order to find meaningful results, mea­
sures must be carefully constructed and 
designed. If you do not find a relation­
ship between satisfaction and prof­
itability and have rea on to believe this 
relationship does not exist, the benefits 
of customer satisfaction mea urement 
must be re-evaluated. r~ 
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Customer Satisfaction Research 

Editor's note: Jeffrey W Marr is 
group vice president for Walker 
Information, an Indianapolis research 
firm. He can be reached at 800-334-
3939 or atjmarr@walkerinfo.com. 

~J
oking back over my customer sat­
sfaction measurement research 
areer, which began in the late 

1970s, I never cease to be amazed by 
the sheer duration, not to mention the 
ever-new stages, of what has been 
called the customer revolution. First, 
there was the rise of the service econ­
omy and the "search for excellence" 
that by the early 1980s demanded cus­
tomer survey feedback. Then, the late 
1980s and early 1990s brought total 
quality management and relationship 
management principles that motivated 
customer surveys and analysis to be 
more widely adopted and scientifical­
ly designed. By the turn of the decade 
and millennium, there came the 
increasing recognition of new mea-

sures of corporate performance: intan­
gible assets, customer value modeling, 
and balanced scorecards. Each of these 
trends made customer surveys even 
more prominent as a key indicator of 
strategic performance. 

Now here comes the big one- CRM 
Over this same time line, many client 

users of customer satisfaction mea­
surements (CSM) evolved from cus­
tomer satisfaction ratings per se, to 
customer value modeling, and then to 
customer loyalty modeling, which 
allowed them to track commitment 
levels among strategic customer seg­
ments. Now, along with the new 
emphasis on loyalty modeling, entire 
enterprises are converting not only to 
e-commerce, but also to business 
applications categorized as customer 
relationship management, or CRM 
systems. CRM systems are destined to 
have the largest impact of any trend yet 
upon customer satisfaction mea ure-

ment. Though prior busine s changes 
promoted the evolution of CSM, CRM 
stands poised to eventually absorb 
CSM, although the volume of cus­
tomer survey information will grow 
and techniques will continue to be 
refined as this change occurs. 

Client enterprises are making enor­
mous inve tments in the e new cus­
tomer relationship management sys­
tems. According to a March 2001 
Forrester Report, "A typical global 
3,500 firm will spend $15 to $30 mil­
lion per year on software and services 
for its customer conversion." CRM is 
a business intelligence proces built 
on software and databases that inte­
grate front- and back-office customer 
information, and streamline customer 
contact applications. The CRM 
"movement" follows on the heels of 
the huge investments made by compa­
nies in the la t 10 years or so to auto­
mate internal accounting, bu iness 
process data, and inventory manage-
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ment with enterprise resource planning 
(ERP) systems. 

Allies, not rivals 
While the prior investment in enter­

prise resource planning systems was 
mainly to support efficiency and drive 
out costs, CRM is more about maxi­
mizing revenue - better understand­
ing one 's customers, prospects, and 
suspects in order to sell more and earn 
customer loyalty. ERP and CRM sys­
tems share the same enabling force -
information technology that central­
izes the information storage, and 
makes it more accessible to users in the 
organization. If technology is the 
enabler, then the real driving force 
behind CRM is for the enterprise to 
become customer-centric. This is why 
we can say that CRM is another spoke 
in the wheel of the customer revolu­
tion. More aptly, picture CRM as the 
all-encompassing wheel of customer 
information, and these other elements 
of the customer revolution, including 
CSM, as the spokes. 

After all, CRM systems are designed 
to capture and integrate all sorts of data 
about targeted customers (and 
pro pects) - sale profiles, service 
transaction history, demographics, seg­
ment classifications, etc. By pulling 
together such detail from various 
sources, the hope is to transform stat­
ic data into dynamic information that 
guides decisions in customer market­
ing, sales, and service, and makes the 
company more uccessful. If that just 
sounded like a definition of primary 
marketing research, it was intentional! 
CRM systems will conceptually offer 
what marketing research on customer 
satisfaction/value/loyalty research has 
always strived to do- to narrow the 
area of decision-making in fulfilling 
marketing strategy, and achieve busi­
ness success. 

But doe s this mean that CRM 
replaces CSM in any way? No. In fact, 
customer survey work is likely to grow. 
Where much of the data that feeds a 
CRM system is about what customers 
have done, CSM tells more about how 
they think and what they plan to do 
based on having evaluated their sup­
plier, its products, and services. Such 
measures of customer thinking should 
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become invaluable components of any 
advanced business intelligence system. 
Customer perceptions and loyalty 
intentions deserve an honored spot 
within any system that otherwise han­
dles objective, static data on customer 
behavior. So the point is not how to do 
an end run around or fight the coming 
CRM revolution, but how to join up! 
The real question has become, how do 
we make sure that customer satisfac­
tion data become part of our CRM sys­
tems as soon as possible? 

Where CSM fits in 
The enabling technology and soft­

ware of CRM will incorporate data 
coming from a wide array of customer 
channels, or contact points. These 
include field sales visits, dispatched 
service calls, call centers, reseller/deal­
ers, accounts receivable, order pro­
cessing, and, of course, Web and e­
mail interactions. The intent is to ware­
house this data to make it accessible for 
analysis and to enhance the under­
standing of customers. In reading lit­
erature on CRM applications, the pri-

ority application to date seems to be the 
automation of inputs from the sales, 
marketing, and order-taking processes 
in order to help others make the best 
offers to targeted customers. In short, 
the first order of CRM has been to sell 
more - cross-sell, up-sell, etc. The 
promise of revenue growth undoubt­
edly helped justify investing in new 
customer relationship management 
systems. But early CRM applications 
and these classic channels of CRM 
data leave out another crucial force 
behind top and bottom line growth -
customer loyalty intentions, and the 
underlying attitudes that drive them. 

Want loyalty? Don't forget the loy­
alty predictions! 

To overlook customer value/loyalty 
measurement survey data as one of the 
crucial CRM channels would be iron­
ic, because it's rare to read a white 
paper about CRM systems without 
coming across Fred Reichheld's work 
from his 1996 book The Loyalty Effect. 
Reichheld emphasized the importance 
of measuring and predicting customer 
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loyalty using surveys. The most com­
mon reference to his study notes that 
profitability can be enhanced 100 per­
cent over time by retaining just 5 per­
cent more of one's customers. But 
those same white papers often fail to 
emphasize the crux of Reichheld 's 
work- that customer value or loyal­
ty survey feedback is at the heart of 
knowing how to enhance customer 
retention. These surveys absolutely 
warrant being included as one of the 
premier channels of customer infor­
mation. Those of us who are profes­
sionally responsible for CSM infor­
mation take the initiative to carve out 
a role within these new systems for 
customer survey data. 

In fact, the mission of anyone 
responsible for the customer satisfac­
tion or loyalty survey feedback should 
be to position CSM as the "premium 
channel" for CRM. If CRM is all about 
business intelligence, what is more 
strategic than including the voice of 
the customer? There should be no argu­
ment that the customer's own assess­
ments of service transactions, their 
relationship and brand assessments of 
the supplier firm and competing 
brands, and especially their intentions 
to be loyal in the future, deserve a pre­
mier spot alongside other customer 
data. 

Adding CSM to the CRM mix 
Logistically, customer survey data 

simply offer one more channel of 
detailed information to load into the 
CRM system along with that from the 
other customer channels, namely the 
front-office operations such as sales 
and customer contact centers, and the 
back-office data stores of other pro­
cessing, invoicing, sales and service 
history, etc. While the concept for pool­
ing customer data seems simple, the 
reality of implementing the technolo­
gy to make it work is not. Many large 
organizations struggle with the length 
of time it takes to make a wide-scale 
CRM system fully operative. If the 
emphasis in buying the new system 
was mainly to automate sales force 
data in order to grow the level of cross­
selling, then it may take awhile to get 
around to integrating the customer sur­
vey elements and data. But where 
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CRM exists, market research managers 
should be helping accelerate the 
process - at the very least by consid­
ering how to incorporate CSM into 
the new system, and discussing this 
with experts in IT, CRM, and the sur­
vey database, inside and outside the 
organization if necessary, to under­
stand what integration will require. 
Just by becoming part of CRM, cus­
tomer surveys should become even 
more valuable to the enterprise. CRM 
architecture and storage have been 

which of their accounts are "truly 
loyal" or "at risk." It's an added joy for 
senior account managers to learn the 
attributed reasons for this loyalty clas­
sification, whenever the survey data 
can be augmented by details of the 
sales and service history of the same 
accounts. Why wouldn't marketing 
communications, sales, and customer 
service teams demand receiving such 
a complete understanding of the indi­
vidual accounts they service, once 
they have entered the world of CRM? 

One of the traditional strengths of 
marketing researchers will be invited 
to the CRM "party"- analytical skills 
and resources. The myriad of data 
stored within CRM will demand intel­
ligent, discerning analysis; expertise in 
applying analytic software and other 
resources to glean the most valuable 
information and practical implications 
from the centralized database. 

Some of the strategic issues to be 
resolved from the analysis will include: 

• Which strategic accounts/types are 
de~gned to the end ofma~ng in~r- ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
mation more accessible to designated 
associates within an organization. The 
ability of companies to act upon their 
customer survey data has always 
hinged on how readily the findings are 
disseminated, how easily referenced 
by the customer-interfacing people, 
and how well they are used to change 
processes and better manage relation­
ships. Becoming part of CRM can 
only enhance the effectiveness of 
CSM. 

Symbiosis in the customer data 
warehouse 

In addition, the inclusion of cus­
tomer survey findings in CRM sys­
tems will make the other customer 
channel inputs more useful, because 
the information from front- and back­
office customer channels can enhance 
the value of customer survey infor­
mation, and vice versa. 

It's all in the analysis. Consider the 
information related to individual cus­
tomer accounts. CRM data will guide 
the segmentation of customers in the 
B2B world, helping companies under­
stand who are the most profitable and 
important accounts. In that sense, 
CRM identifies the most coveted cus­
tomers, and clarifies what these target 
accounts have experienced. But that 
really just sets up what the CSM 
"premium" channel can bring to the 
table. Customer loyalty surveys can 
dynamically connect with the other 
data by indicating how the targeted 
customers feel about their relationship 
with your firm and what they plan to 
do about it. 

In advanced applications of cus­
tomer loyalty survey analysis, B2B 
client enterprises today seek to know 

C Internationals twice-weekly CARA VANID surveys 
the industry s best and most cost-effective national 

r:!LE.mnnne omnibus programs. For more than 35 years, 
-:nenrs have relied on CARAVAN to reach general and 
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• A twice-weekly consumer telephone 
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• Provides a national probability sample 
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Results provided in three business days 
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Image Measurement 

Advertising Tracking 
Product Awareness 

Concept Testing 

TEEN CARAVA~ and PRE-TEEN 

For additional information 
contact Judi Lescher at: 

ph: 800-999-0213 
fax: 800-759-5786 

e-mail: caravan@prn.opinionresearch.com 

Visit our website at www.orcinternational.com 
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most vulnerable and why, in terms of 
buying characteristics, attitudes, and 
service history? 

• Which strategic accounts have 
become the most loyal/least vulnerable 
and why? 

• Which business processes are pri­
orities for improvement in order to 
boost customer retention of key 
accounts? 

Fine-tuning customer service on the 
fly 

Customer survey or CSM data to 

this point has focused mainly on the 
relationship assessment surveys that 
evaluate all aspects of the business 
relationship rather than a single 
transaction. But the advent of CRM 
certainly offers an important role for 
transaction CSM/survey data as 
well. In the world of consumers and 
mass-market customer service, the 
immediacy of customer feedback on 
service transactions can be used to 
fine-tune the operating procedures 
and training in customer contact 
centers. Customer transaction sur-
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management 
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GroupooNeT~ 
The Qualitative Experts 

Simple. Effective. Smart. 
GROUP-NET.COM 

Atlanta- Jackson Associates, Inc. 

Baltimore -Chesapeake Surveys, Inc. 

Boston - Boston Field & Focus - Performance Plus 

Boston - Framingham - Boston Field & Focus -

Performance Plus 

Charlotte- Leibowitz Marker Research Associates, Inc. 

Cherry Hill , NJ - Group Dynamics/Cherry Hill 

Chicago -National Data Research, Inc. 

Chicago - Northfield - National Data Research, Inc. 

Cincinnati - QFacr Marketing Research, Inc. 

Dallas - Focus on Dallas, Inc. 

Denver - Accudata Market Research, Inc. 

Detroit - MORPACE International 

Ft. Lauderdale -WAC of South Florida, Inc. 

Houston - Opinions Unlimited, Inc. 

Indianapolis - Herron Associates, Inc. 

Focus Vision 
1 - 800 - 288 - 8226 

Los Angeles- Beverly Hills - Adept ConsumerTesring, Inc. 

Los Angeles - Encino -Adept Consumer Testing, Inc. 

Minneapolis- Focus Marker Research, Inc. 

New York - WAC of New York 

Philadelpia - Group Dynamics in Focus, Inc. 

Phoenix - Focus Marker Research, Inc. 

Portland - Consumer Opinion Services, Inc. 

Providence - Performance Plus 

San Diego - 'Taylor Research 

San Francisco - Nicho ls Research, Inc. 

San Francisco - Concord - Nichols Research, Inc. 

San Jose - Nichols Research , Inc. 

Seattle - Consumer Opinion Services, Inc. 

Tampa -The Herron Group ofTampa, Inc. 

Washington, D.C. - Shugoll Research, Inc. 

United Kingdon - London - MORPACE International 

veys are normally conducted among 
a sample of customers who initiated 
contact for various reasons. When a 
company implements a CRM sys­
tem, and already conducts customer 
transaction surveys, it may want to 
gather survey feedback more real­
time and continuously, since it now 
has a better means of disseminating 
the additional information. This is 
especially true as the customer con­
tacts and the follow-up surveys are 
increasingly Web-enabled rather 
than phone- or mail-based. The cus­
tomers' perceptions of different 
aspects of service can conceivably 
be tied to other pieces of informa­
tion available in the CRM database, 
such as the particular service repre­
sentative, service conditions at the 
time, etc. 

Get on board and propose a merger! 
In many leading enterprises, CRM 

has already "left the station," or will 
soon be doing so. A recent survey by 
the Boston Research Group for inter­
national data storage firm EMC 
Corporation surveyed 100 CEOs, 
eros, and other senior executives, 
and confirmed the immediacy of the 
CRM adaptation trend. The survey 
revealed that 60 percent of compa­
nies have already made the decision to 
install CRM, and a third of those were 
well on the way to completion. (More 
study detail is available at 
www.emc.com/information_genera­
tion/perspecti ve ). 

Senior managers responsible for 
customer satisfaction information 
face the need for some careful plan­
ning in the near future on how to get 
aboard the CRM train. A customer 
relationship management system is 
neither an enemy, nor a process com­
peting with or replacing CSM. CRM 
is about enabling a firm to really 
become customer-centric - thus 
pushing the same old goal that we in 
the CSM profession have always had, 
but arming it with the catalytic wave 
of enabling technology to make it 
happen. CRM and CSM seem des­
tined to complement each other, just 
as in the old saying, "Iron sharpens 
iron." 

Let's help bring these two together. r~ 
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ustomer Satisfaction Research 
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Editor's note: Stacey Sacks is a principal at 
Applied Marketing Science, Inc., a Waltham, 
Mass., research firm. She can be reached at 
ssacks@ams-inc.com. 

Customer satisfaction measurement is a 
multi-billion dollar business in the U.S. 
We all know that keeping customers sat­

isfied is a vital component for success in the 
marketplace, no matter what product or service 
is being sold. We also all know that in order to 
manage customer satisfaction, we must mea­
sure it. This is most commonly done through 
customer satisfaction surveys, focus groups, 
customer complaint data, call center statistics, 
as well as other methods. All of this activity 
may produce terrific data, but is it really gen­
erating actionable information and, thus, more 
satisfied customers? 

If the ratings on your customer satisfaction 
survey change, do you know what actions to 
take or which internal "knobs" to tum? Do 
those actions reliably produce the desired 
effects on your ratings? If the answer is yes, 
congratulations- you are on the right track! 
Your customer satisfaction measurement sys­
tem is probably securely linked to internal met­
rics that drive product and process changes. 
But, as with many companies, if the answer is 
no, it may be time to take a close look at your 
data collection process and customer satisfac­
tion measurement system as a whole. 

To determine if your system is working for 
you, here are a few key questions to answer: 

• Are we asking the right questions? Do you 
truly understand which needs customers are 
satisfying through the use of your product or 
service? How are your product's features meet­
ing those needs? A customer satisfaction sur­
vey should collect data at a sufficiently detailed 
level to support decisions about product feature 
changes and upgrades, while leaving the door 
open for new and creative product innovations. 

• Are we asking the right people? A conve­
nient sample may not always give you the most 
accurate information. Companies need to 
include unhappy customers as well as happy 
ones, former customers as well as current, and 
hard-to-find customers as well as those you 
know how to reach. 

• Is the frequency of data collection appro­
priate? Surveys related to an event, such as an 
interaction with customer service, a re-pur­
chase or a product upgrade, may be important 
to get the true pulse of the customer base short-
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Connections! 
Data collection is no solo event. It's a 
series of handoffs between you, the data 
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respondent. Winning means choosing the 
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ly after an experience with your com­
pany. But be careful- over-surveying 
is also a danger. 

• Does the analysis and reporting of 
the data present an accurate picture of 
what customers are telling you? Small 
sample sizes and frequent surveying 
can paint a misleading picture if not 
analyzed appropriately. Make sure any 
necessary caveats are presented with 
data and that only real changes are 
highlighted. Also, be sure your report­
ing includes information on relevant 

events in the marketplace that may be 
affecting your ratings. 

• Can data collection be improved or 
streamlined? If you think you are 
spending a lot of time and money on 
your customer satisfaction data col­
lection, there may be opportunities to 
streamline. Changing the frequency of 
the surveys, the sample sizes, or the 
methodology may provide opportuni­
ties to save time and money. The 
Internet has become a fast and inex­
pensive way of gathering data and is 

All Branding Begins 
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Entering a market without the best possible 
strategic image positioning and brand name 
could be a costly mistake 
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appropriate for many customer groups. 

How is it being used? 
Equally important to the data collec­

tion process is how customer satisfac­
tion data is ultimately used within your 
company. In many organizations, the 
collection of customer data is com­
pletely disconnected from processes 
that take advantage of such rich infor­
mation. To determine if your organiza­
tion is making appropriate use of cus­
tomer data, ask yourself the following 
questions: 

• Is customer data fed into your inter­
nal processes for product development 
and process improvement? Many prod­
uct development teams are so focused 
on technology that they are unable to 
respond to customer needs that may be 
difficult to quantify or measure. In some 
situations, product and process man­
agers are willing to use customer data, 
but have simply been denied access for 
political reasons. 

• Are there new opportunities for the 
use of customer data? If customer infor­
mation is not being used systematical­
ly for product and process development, 
then there are opportunities! Managers 
responsible for collecting customer 
information know how valuable this 
information is to an organization and it 
is often their responsibility to sell it 
within the company. There are many 
tools, such as quality function deploy­
ment (QFD), which can help to facilitate 
the linkage between customer needs and 
the development of product features and 
specifications. By creating and nurtur­
ing such a linkage in one business or 
division, you can then use that area a a 
model for an integrated, common sy -
tern across the organization. 

Periodic look 
Measuring customer satisfaction is 

an important first step and most organi­
zations already have some sort of a sys­
tem in place. But taking a periodic look 
at how that y tern evolved and how 
the data are being used internally is crit­
ical. The key to managing customer 
ati faction successfully are gathering 

accurate and timely information from 
the right people, and using this infor­
mation in a systematic way to drive 
product development and process 
improvement. r~ 
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The Business ofResearch 

Editor's note: John Voda is director 
of research at Pragmatic Research, 
Inc., St. Louis. He can be reached at 
314-863-2800 or atjcv@pragmatic­
research.com. 

s marketing research profes­
sionals and consultants, many of 
us have helped companies large 

and small to identify ways to enhance 
customer satisfaction. We have inter­
viewed their employees from the 
CEO down to the front-line staff. We 
have conducted in-store intercepts, 
focus groups, executive interviews, 
telephone surveys and maybe an 
online survey or focus group. By 
now, you'd think we would know 
EVERYTHING there is to know 
about achieving and maintaining cus­
tomer satisfaction. 

But how many of us actually heed 
the advice we provide to our clients? 

40 

Have you ever called your customers 
to ask them how satisfied they are 
with your performance? Are you hop­
ing "no news is good news"? Are you 
afraid your call will only encourage 
clients to complain about problems 
best left under the rug? Is the counsel 
we've been giving our clients -
"Ask your customer !"-too bitter 
a pill to take, after all? 

While most of us dislike criticism 
and complaints, seeking feedback 
from your clients yields numerous 
benefit . First, it shows the client you 
really DO care about their business, 
which help strengthen the relation­
ship. Also, clients often notice prob­
lems that you may not be aware of or 
that you might think are trivial. But 
we all know it is the customers ' per­
ception that matters- not our own. 

By acting on your clients' sugges­
tion you can improve your service to 

them and to your other clients as well. 
And more often than not, the 
exchange will be plea ant and po i­
tive, and, like donating blood, what 
you initially dreaded you'll find to 
be enjoyable and rewarding. 

Following are a few of the sugges­
tions I've picked up from clients over 
the years. Many of them may seem 
obvious to you, but those are often the 
very ones that get overlooked. 

1. When preparing a bid or propos­
al, be specific regarding everything 
you are going to do (and not do, when 
appropriate) including how, with 
whom, where, and at what price. 
Leave no detail open to interpreta­
tion (or dispute) later on. Then, deliv­
er what you promised. Or go even 
further and exceed your clients' 
expectations. 

2. Read and understand all project 
information from the client before the 
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project begins. Allow time to ask the 
client questions and receive clarifi­
cations before respondents walk in 
the door. If you are executing 
research for other firms, remember 

that frequently your clients have to 
ask their clients for the information. 
And their client may be across the 
world in another time zone. 

3. Follow all project instructions to 

FOCUS GROUPS/ 
CLEVELAND SURVEY CENTER 
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Email: focusclv@en.com Web: www.focusgroupsofcleveland.com 
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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. 

I Consumer Opinion Services 
~ We answer to you 

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

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

the letter (there is a reason the client 
spent the time to write that 1 0-page 
briefing document!). Follow good 
research protocol (don't aid respon­
dent when creening them, don't 
read the list of answer options if it 
says not to, do write legibly, etc.). 
Yes, it takes time to thoroughly brief 
all the interviewers, but research is 
only a good as the weakest link, o 
a flaw in any tep can jeopardize the 
integrity of the entire project. 

4. Maintain organized documenta­
tion of all project details, and ensure 
your teammate can find them quick­
ly when you are unavailable. 
Distribute any client changes or 
update - don't assume that word 
will trickle down to the troops. 

5. Provide the client with one con­
tact per on who is aware of project 
details, and have a designated back­
up as well. Ensure clients have the 
direct phone number. Providing an 
evening/weekend number will win 
you brownie points, while making 
clients navigate a complex phone ys­
tem is a sure way to tick them off 
(especially if they don't reach anyone 
and have to leave a message!). 
Provide your contact information 
(phone, fax, and e-mail) on all com­
munications. There is nothing more 
annoying than an urgent e-mail or 
phone mes age requesting a call 
back, with no phone number provid­
ed. Don't make clients look for it. 

6. Ensure project tallies/updates 
are sent on time and are accurate, 
especially quota information. Keep 
client in the loop and alert them to 
problems early- while there is still 
time to regroup and react. Notify the 
client if you anticipate difficulty 
achieving deadlines or making quota 
(no one likes surprises). Treat clients 
as a partner and look out for their 
welfare a much as your own. 
Provide honest communication to 
clients - don't just give them the 
good news , tell them about difficul­
ties as well. Better yet, provide sug­
gestions for solving the problems­
you' 11 earn goodwill and maybe more 
work down the road. 

7. Fill out project paperwork (sur­
veys, tallies, forms, FedEx labels, 
etc.) correctly and accurately. Find 
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out if the client has any preferred 
methods/formats and if so, make sure 
the entire team knows and follows 
the client's standards. 

8. When sending packages to the 
client, ensure everything is secure 
and safely wrapped (especially 
audio/video tapes and diskettes) and 
create a detailed contents list, so the 
client will know what is inside. Send 
shipments on (or before) the dead­
line and if shipping details were not 
provided by the client, obtain them 
before you are racing to the airport at 
9:45 p.m. to make the last FedEx 
deadline. 

9. If you conduct interviews or 
focus groups, make sure all equip­
ment is idiot-proof. What seems easy 
for the AN geek may confuse others. 
Ensure your audio and video equip­
ment is clearly labeled so anyone can 
operate it- especially when they are 
rushed, harried, and tired! Make sure 
all personnel can handle basic func­
tions, and test all audio and video 
equipment before respondents arrive. 
Make a backup tape, just in case, and 
clearly label tapes with the project 
and the respondent's name. If you are 
sending computer disks, make and 
keep a backup copy of all files. (And 
you are regularly saving a backup of 
all your computer files off-site, aren't 
you?) 

10. Finally, remember that clients 
are human too - they occasionally 
screw up, they get frustrated by prob­
lems, and they usually appreciate a 
chance to laugh, when appropriate. 
Humor can help relieve stress but use 
it sparingly - you never know who 
might be with the client on your con­
ference call. E-mail jokes can land 
you - and your clients - in hot 
water, and are best deleted. No mat­
ter how bad things are, remain pleas­
ant and professional. Focus on find­
ing solutions rather than making 
excuses or pinning blame on others. 

Following these guidelines will 
help you develop a reservoir of client 
goodwill so that when the inevitable 
problem does occur, your firm will 
have a more understanding client. 
Always doing the little things cor­
rectly will make the occasional big 
problems more bearable. r~ 
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Customer SatisfactionResearch 

Editor's note: Bill Barnes is a 
vice president of Cincinnati-based 
Burke Customer Satisfaction 
Associates. He can be reached at 
bill.barnes@burke.com or at 317-
571-0863. 

I
n today's economy, manufacturers 
of all kinds are caught in the 
squeeze between flat or declining 

selling prices and increases in costs 
for raw materials. Despite higher 
sales volumes, the overall revenue 
may not be increasing due to lower 
average selling prices. The margin 
squeeze comes when these compa­
nies experience increased raw mate­
rial costs combined with flat or over­
all declining revenue. 

In the past when raw material costs 
increased, these increases could usu­
ally be passed on through the value 
chain until it reached the consumer. 
However, the emergence of "super 
retailers" - retailers with enough 
purchasing power to force suppliers 
to reduce selling prices - has 
changed the ability for these price 
increases to be passed on in the value 
chain. 

These super retailers like Wal-Mart 
and Home Depot have a lot of power 
over suppliers because they can sim­
ply go elsewhere with their lucrative 
orders. This cost-reduction pressure 
gets pushed down the value chain. 
Therein lies the squeeze - there is 
little opportunity for bargaining for a 

higher price. 
As the value chain gets closer to 

basic raw materials like petrochemi­
cals used in plastics and chemicals, 
these companies must accept the 
higher raw material costs. Basic 
petrochemical prices are strongly 
influenced by OPEC, which has 
recently controlled overall produc­
tion better than in the past. This has 
kept supply and demand in more of a 
steady state that has resulted in high­
er selling prices, as evidenced by the 
higher prices at the pump and last 
winter's heating bills. 

The automotive sector is also an 
example of not accepting cost 
increases from raw material suppliers. 
In fact, Chrysler recently made 
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announcements in the media on its 
strategy for improved profitability, 
which included saving money on raw 
materials. Chrysler will ask for and 
get price concessions from its sup­

pliers. Which, in turn, will reduce its 
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suppliers' profits. 
It has been demonstrated that there 

is no latitude with selling price and no 
latitude with raw materials costs. In 
addition , this squeeze is compounded 
by increased pressure from Wall 
Street for companies to continue to 
deliver quarter-to-quarter earnings 
increases. 

Keeping in mind the fact that for 
most manufacturers, raw material 
costs and payroll costs account for 
80 to 90 percent of the total revenue, 
management feels the pressure to do 
omething to control the bottom line 
ince market factor prevent them 

from increasing the top line. 
Companie have a few choices of 

strategie that can minimize the 
squeeze impact. Common company 
reactions include: 

I. A branding initiative. Branding 
is a great strategy for creating con­
sumer puJl-through and differentia­
tion. Yet it can be expensive, time­
consuming and difficult to mea ure 
in terms of effectiveness. 

2. Niche market creation. 
Sometimes a company can create a 
market niche for its product or ser­
vice. This then tend to diffuse the 
commodity pricing of products and 
services. This strategy also is time­
consuming and will only work if a 
company ' s competitors don't 
employ the same strategy, otherwise 
you become a commodity again. 

3. Staff reduction. This strategy 
appears to be the most common one 
in today's markets due to the large 
impact payroll costs have in the total 
co t of good . Reducing employee 
through layoffs can be done quickly 
but is extremely painful for man­
agement to implement. Thi strategy 
al o severely damages employee 
morale. Usually staff reductions are 
decided by examining non-mission 
critical functions based on manage­
ment's view. 

The bigger challenge with these 
approaches i that decisions are made 
without a clear understanding of what 
the cu tomer truly values from the 
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business and what is driving the cus­
tomers' loyalty to the company 's 
products or services. 

Integrating the voice of the cus­
tomer 

While a labor reduction deci ion 
may be right for a business based on 
market conditions that management 
did not plan for, resource reduction 
decisions can produce better results if 
they are made based on what the cus­

correctly, then the voice of the cus­
tomer will present a non-biased view. 
Traditional market re earch compa­
nies can help companies collect and 
analyze cu tomer data. However 
those leading the way in today's dif­
ficult market can provide the ever­
critical deployment and improve­
ment-planning component. Effective 
data deployment provides the orga­
nization the capability to align cus­
tomer data to its operation data and 

aid the organizations in prioritizing 
internal process improvement efforts 
that will improve customer loyalty. 

And , change-management pro­
grams that allow organizations to sus­
tain process improvement must also 
be included in these deployment ini­
tiatives. Effective deployment hap­
pens when the customer data is used 
to implement appropriate internal 
process changes and resource alloca­
tion decisions. r~ 

tomer values and which product and ,-----------------------------­
service attributes are driving cus­
tomer loyalty. This ends up being 
reflected in the ever-important top 
line or revenue. 

The customer 's view of value is so 
important simply because they are 
the stakeholder with the money. The 
money for every employee ' s pay­
check originate from a paying cus-
tomer. While this is a very obvious 
statement, many manufacturing com­
panies become asset-driven versus 
customer-driven as they focus on how 
to consistently deliver profitable 
results. Therefore all re ource deci-
ions need to be made with a view of 

what the customer value . In fact any 
resource allocation deci ion hould 
be made based on a balance of two 
questions: 

1. Will it will reduce the co t of 
doing bu ine ? 

2. Will it increase or decrease the 
customer 's desire to purchase? 

Listening, understanding and mak­
ing change ba ed on the voice of the 
customer should apply to staff reduc­
tion deci ions or year-to-year budget 
setting. Resources should be allocat­
ed to the enterprise based on what the 
customer will pay for. 

When decisions are made without 
customer data on resource allocation , 
organizations exhibit a "functional 
bias" in their decision as to what is 
most important. For example, the 
research and development department 
say that new products are most impor­
tant; the ale department says that 
maintaining business relationships is 
most important; upply-chain person­
nel say that the ability to deliver when 
promised is the most important, etc. 

If cu tomer research is designed 
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The Business ofResearch 

Editor 's note: Robert Walker is prin­
cipal and founder of Sur vey s & 
Forecasts, LLC, a Fairfield, Conn. , 
research firm. He can be reached at 
203-255-0505 or at bob. walker@ sur­
veys-forecasts. com. 

ecent discussions with everal 
senior executives left me with the 
impression that marketing man-

agement sees the research function as 
being in a rather grim state of affairs. 
Most seriously, there is the belief that 
the usefulness and quality of marketing 
research is on the decline. True, a 
staffing crunch, declining response 
rate , and ever-shrinking timelines are 
worri orne trend . And ye , there have 
been a few embarrassing, high-profile 
gaffes (i.e. , New Coke). Yet, on bal­
ance, the capabilities of research have 
never been stronger and , given the 
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risks, the need for sound research has 
never been greater. Busine se imply 
cannot afford to marginalize this essen­
tial, knowledge-seeking function. 

Why, then, is there so often a di -
connect between the promise versus 
perceived deli very of marketing 
research among our colleagues in mar­
keting? 

Nearly all marketing executive I 
come into contact with express a strong 
belief in research, yet some fail to 
appreciate the distinction (which, on 
the surface, seems trivial) between 
basic market research and higher-level, 
value-added marketing research. 
Market re earch consist of important, 
albeit basic, marketplace facts- sales, 
share, demographics (i.e., "report card" 
data). At the other end of the continu­
um is marketing research , which 
actively investigates marketing oppor-

tunitie and problems, evaluates mar­
keting strategies and actions, and -
most importantly - play an integral 
role in improving the company's mar­
keting process . The very best 
researchers add value notju t by know­
ing their craft, but by truly under­
standing the relationship between cus­
tomers and their brands and each 
brand' place in the organization's 
overall portfolio. They think like an 
owner, act a internal advocates for 
their brand , and actively champion 
their role aero the organization. 
Given the choice, as a marketer, which 
of the e two form of "research" would 
you rather have working for you? 

Too often, the research process is 
seen by marketers as an obstacle to 
action, because needed research does 
not fit into pre-ordained timelines. The 
true dollar value of some research is 
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also viewed as a conceptual abstrac­
tion, making it an easier target for crit­
icism. What, for example, is the true 
value of research if the decision is to 
not move forward with a bad idea. 
What value do we attribute to research 
when an optimized sales message takes 
longer to develop, but results in a 
meaningful share gain? Marketers will 
often (but incorrectly) point to the high 
failure rate of new product introduc­
tions, and conclude some type of defi­
ciency in marketing research itself. Yet, 
upon closer scrutiny, available data 
contradicts this assumption . 
Information Resource recently report­
ed the results of a two-year tudy of all 
consumer packaged goods brands and 
line extensions in 21 categories intro­
duced between 1996-1998. The study 
showed that: 

• Half of all new brands and 53 per­
cent of all line extension failed, but 
this tatistic included so-called 
"launches" with absolutely no media 
support. 

• In-market testing greatly improved 
the odds of success: brands that sue-

ceeded in live test markets enjoyed 
post-launch uccess rate of over 80 
percent. 

• Not urpri ingly, media upport 
was a strong correlate of uccess. 
Introductions with $5MM+ in Year 1 
advertising achieved an average suc­
cess rate of 75 percent, versus just 32 
percent for products with< $1MM in 
spending. 

New products are the life-blood of 
every business: in the CPG industry 
alone, 1,000 new brands and 25,000 
SKU are introduced each year. In this 
jam-packed environment, why hould 
we be hocked that many new products 
fail? Shouldn't we be celebrating the 
fact that research identifies so many 
that ucceed? The road ide is littered 
with the wreckage of ill-conceived, 
ineptly-marketed ideas. Might a little 
marketing research have helped a few 
dot-corns find their way? 

Recent jumps in U.S. re earch 
spending are also viewed by some mar­
keters as evidence of a declining value 
proposition in research. Spending, 
however, is highly correlated with eco-

nomic trends, and lately there has been 
much more contraction than growth. 
An annual study of marketing research 
directors (conducted by Surveys & 
Forecast for Career Consulting Group 
of Stamford, Conn.) shows that con­
sumer packaged goods research spend­
ing as a percent of sales has remained 
remarkably flat (hovering near 1 per­
cent) for much of the past decade. 
What has increased is the spending per 
re earch professional (from $900K in 
1995 to $1.2MM in 1999). This study 
also shows just one-third of research 
director as "extremely" or "very sat­
isfied" with their current staffing lev­
els. In our current low-growth eco­
nomic environment, companies are 
cutting research staff further to sustain 
margins. As this happens, the "sur­
vivors" (typically the more highly 
skilled researchers) become reactive 
order-takers. The time once reserved 
for careful planning, design, and test 
interpretation is replaced by rote test 
execution. If marketers tacitly accept 
this "dumbing down" of the re earch 
function, i it really a failure of mar-
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keting research? idea screening, positioning research, requests for specific tests. Instead, pre-
A we emerge from our current eco- product testing, copy research, and sent the marketing problem or i ue, 

nomic malaise, busine se will again tracking studies. This i the only way and then let your researcher advi e 
need to create new products and launch to ever know if you are moving for- you of the most appropriate respon e. 
new marketing strategies. Smart com- ward or simply treading water. 9. Support industry efforts to encour­
panies understand that intelligently 7. Eliminate internal "client" vs. age the cooperation of the public. 
developed re earch programs will not "vendor" thinking when dealing with Commit time and money to industry 
automatically "invent" new products for marketing research. Marketing and advocacy groups -such a the non­
them, but will con istently drive busi- research are not adversaries; both profit Council for Marketing and 
ne s success, year after year. Here are should be working in concert toward Opinion Research (CMOR) - who 
some fundamental, but oft-forgotten, one common goal: the success of the are educating the public about legiti­
ways to tap into the full potential of your bu iness. The "client" i the cu to mer mate survey research, and who are lob­
company's marketing research team: who buys your product. bying against restrictive legislation. It 

1. Staff your department with ~~8_. _A_v_o_id~g~o_i_n~g_t_o_r_e_s_e_a_rc_h~w_i_th~-w~il_l _he_l~p_a_II_o_f_u_s_i_n_t_h_e _lo_n~g~r_u_n_. _n~~ 
research experts who are also business 
generali ts. Researchers without basic 
busine acumen will inadvertently 
quander your company' valuable 

research dollars. Re-examine the skill 
sets assigned to your most important 
brands or businesses, and adjust if nec­
essary. 

2. Create an environment in which 
your research people are fully engaged, 
and are free to disagree with you. If 
you truly want an advocate for your 
brand, be will ing to hear from those 
closest to the end-customer. 

3. Communicate! Involve your key 
re earch people early in the brand plan-
ning cycle. Knowing the trategic pri­
orities of the busines leads to better 
anticipation, re earch de ign, and inter­
pretation. In turn, make research 
responsible for keeping your team 
abreast of changing consumer needs 
and market trend . 

4. Benchmark your research depart­
ment against other peer group compa­
nies to determine best practices, and to 
see if you are staffed appropriately. Be 
willing to make the investment in good 
research people to get the quality you 
need. 

5. Take the time to get the propo i­
tion right, and then adhere to clear stan­
dards for go/no go decisions in advance 
of research results. Using internal 
"spin" to move marginal ideas ahead 
wastes time and money. David Ogilvy 
once quipped, "On those rare occa-
sions when I have advertised products 
which consumer tests have found infe­
rior to other products in the same field, 
the results have been disastrous." Be 
able to accept negative resu lts and 
move on. 

6. Develop normative databases for 
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DataAnalysis 

Editor's note: Dave Koch is vice 
president of Adapt Inc., a Minnetonka, 
Minn., research firm. He can be 
reached at 952-939-0538 or at 
dkoch@ adapt data. com. 

J chnological advances have pro­
vided today's researcher with 
many options for data collection. 

Both the old and the newer methods 
have their strengths and weaknesses. 
As a result, many researchers are uti­
lizing several different data collection 
techniques to ensure they are reaching 
the right numbers and types of respon­
dents. For example, 75 percent of the 
data collection on a survey project may 
be done using an Internet survey. The 
researcher may also choose to augment 
the sample with a mailing to insure 
representative response rates from a 
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particular demographic that i les like­
ly to be Internet-enabled. Additional 
phone interviews may also be done to 
round out the sample. 

The end result is often data coming 
in from different vendors, at different 
times, and often in different formats. 
This can result in a compatibility night­
mare for data processing if you are not 
careful. 

Most of these types of problems can 
be avoided with good planning at the 
very beginning of a project. However 
this can be difficult in today's work 
environment. Researchers are often so 
busy in the initial stages of getting the 
project ready to field that all back-end 
processing details are put on the back 
burner. This may seem to make sense 
as you rush to meet deadline pressures 
and deal with last-minute client 

changes. However the price can be 
very high in terms of your time, the use 
of company data processing resources, 
and even project quality. 

Examples of problems we have wit­
nessed include: 

• The Internet vendor supplied the 
data in an Access format, the CATI 
vendor supplied the data in a delimit­
ed ASCII format, and the data entry 
vendor supplied data in a column bina­
ry format - the end result being need­
less headaches for the data processing 
department. 

• The rating scales for a paper ques­
tionnaire were captured as most satis­
fied = 5 and least satisfied = 1, while 
the Internet supplier programmed the 
scales exactly opposite with most sat­
isfied = I and least satisfied = 5. The 
error was not caught until the tables 

www.quirks.com Quirk's Marketing Research Review 



Unmask the Mystery 
About Internet Research 

Mystery solved! The OueryWeb™ & WinQuery™ software 
combination is the most powerful, quickest and easiest-to·u5 

Internet research software on the market. 

Do It Yourself 
It's easier than you may think. Create your questionnaire using 

WinQuery, our popular CATIICAPI questionnaire authoring 
software. Copy the Internet-ready questionnaire files to 

your Internet server running QueryWeb. It's that 
simple-you get all of the survey sophistication 

you've come to expect using WinQuery, without 
any custom CGI, Java, or other complicated 

scripting! Our QueryWeb Project Manager 
lets you easily modify the look of your 

Web-enabled study at any time to suit 
your requirements. 

We'll Do It For You 
Not ready to make the investment 
in QueryWeb, the hardware and 
personnel infrastructure? Let The 
Analytical Group, Inc., host your 

WinQuery-generated questionnaires 
for you! Being a total support marketing 
research organization, we have 
everything in place to securely host all 
of your Web-based studies. 

For over 30 years, The Analytical Group, 
Inc., has provided full support for the 
research community with products such 
as WinCross~ WinQuery~ and now 
QueryWeb~ 

For more information, call us 
or visit our website. 

800.946.2767 
www.acsinfo.com 



no More Problems. 
Dnlv Solutions. 

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

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

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

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

THE TRIAD OF A PHONE SOLUTION 

54 

Competit 
Price 

Quality 

Let us show you the 
perfect solution to your 

field service needs. 

Call Michael Schlegel at 
(2 12) 352-0445 or e. mail him at 

michael@phonesolutions.com 

PhoneSolu1JoilS 
Tucson • Albany • New York 

were run and the discrepancy became 
obvious. Once again, lots of wasted 
time in data processing, as well as a 
potential data quality problem. 

• Open-ends from a paper study were 
coded using a code list developed by 
the vendor. On a later portion of the 
study, fielded via CATI, coding was 
done by an internal department. Not 
realizing the data needed to tie back to 
a prior segment, the coding department 
renumbered the code list completely so 
they could use two-digit rather than 
three-digit codes. The end result was 
that none of the coded data matched, 
and the open-ends had to essentially be 
data processed as two separate projects, 
taking twice the time. 

As these examples demonstrate, the 
cost of failing to manage multiple data 
sources properly can be very expen­
sive. The key to success is taking the 
time to carefully consider back-end 
processing requirements when you flrst 
begin setting up your project. 

Here are some tips to keep in mind 
next time you are planning to field a 
multimedia study. 

1) Make sure you have control of the 
data layout. Create a data map at the 
same time you finalize the question­
naire. All supplying departments and 
vendors should commit in advance to 
supplying collected data in a set format, 
and in the exact layout you specify. You 
should have the option (although you 
may not use it) of combining the flies 
from all different suppliers into one flle 
for data processing. Some key items to 
keep in mind are: 

- Be sure to include specific rules 
on capturing data. For example, how 
will multiple answers be handled? Or 
how many codes will be allowed for 
each open-end that is coded. 

- Make sure all rating scales are 
consistent. Don't leave room for your 
scanning vendor to assign a 5 to 
extremely satisfied and a 1 to extreme­
ly dissatisfied, while your Internet 
provider does exactly the opposite. 

- If open-ends will be captured, 
make sure they will be supplied in the 
same format by all vendors or supply­
ing departments. 

-Be specific on flle formats. Your 
data processing people will not want to 
receive files from one vendor in flxed-

field ASCII, and another in an Access 
database. 

2) Bring the data processing people 
(if it is not you) in on your project in the 
initial planning stages. If your compa­
ny has several programmers, one 
should be assigned to a project in the 
development phase rather than at the 
last minute. This way data processing 
can clearly define their data needs 
before the project goes to fleld. 

3) Centralize back-end processing as 
much as possible. For example, have all 
the coding done by one vendor, or by 
your own coding department. This will 
lead to increased efficiency and better 
consistency in how data is handled. The 
same applies to data cleaning and tab­
ulation. Once again, make sure all of 
your data suppliers are committed to a 
common format and layout. 

4) Pay close attention to timing. Note 
that the fielding time for the mail or 
phone portion of your study will be dif­
ferent than that of the Internet portion. 
Make sure that the timing of the field­
ing of all methodologies is coordinated 
to meet the requirements of your study. 

5) Be careful to proofread all survey 
documents very carefully, and refer­
ence the documents for other method­
ologies often. In other words, make 
sure that the exact same questions are 
asked on your mail study as your 
Internet portion. The same verbiage 
should be used whenever possible to 
avoid influencing the respondents' 
answers in any way. Also, make sure 
that any concept or stimuli information 
that is presented to the respondent is the 
same. 

Plan and document 
The key to successfully managing 

the data from a multimedia study is to 
plan and document your data require­
ments upfront, before anything hits 
the field. Make sure that all supplying 
departments and vendors have a very 
clear picture of exactly what you are 
looking for as a deliverable. If they 
cannot commit to supplying it, you 
may want to consider another vendor. 
The end result will be more efficient 
use of the valuable data processing 
resources of your company and poten­
tially shorter lead times to delivery of 
final reports. r~ 
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Long John Silver's 
continued from p. 19 

Importantly, reports are available on 
an instant real-time basis through a 
password-protected Web site hosted 
by Alliance Research. This allows for 
instantly generated e-mail notification 
of DMA managers and restaurant man­
agers each time a customer reports an 
unsatisfactory experience or, con­
versely, one in which they were 

Question is, 
how confident are you? 

When you choose Discovery/NQN focus 
facilities, confidence runs high. Our excep­
tional staff is among the best in the business, 
recruiting top quality respondents so you 
secure the most accurate information 
possible. We know that quality respondents 
can make or break your focus group, and 
possibly your relationship with your client. 

In addition, our focus facilities are staffed by 
individuals who know how important every 
detail of your group experience is. From the 
candy in the dish to transportation to the 
airport, we are there to smooth the way and 
make the experience a successful one for both 
you and your client. Rest assured, we will take 
care of the details, make you feel at home and 
let you concentrate on being a moderator. So 
when you find yourself looking for a focus 
facility that offers quality, comfort and peace 
of mind, call Discovery/NQN and make "The 
Confident Choice." 

DISCOVERY-NATIONAL Q UALITATIVE NETWORK 
1061 East Indiantown Rd ., Suite 204, jupiter, FL 33477 

PH: 561-748-0931 • 888-331-7779 • FAX: 561-748-0911 
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"delighted." 

The process 
The resulting process uses a variety of 

technologies in tandem to achieve pro­
gram goals. 

Invitations to participate are issued 
to a cross-section of Long John Silver's 
customers through a central point-of­
sale (POS) receipt system in company­
owned restaurants. The number of invi­
tations printed is in direct proportion to 
the number of receipts issued on an nth­
transaction basis. Franchisees either use 
a POS receipt system or issue printed 
cards with instructions for participat­
ing. Invitations are issued in English 
and in Spanish, and the IVR script gives 
the option of completing the interview 
in English or Spanish. 

A customer PIN code is required to 
access a toll-free telephone number. 
The PIN identifies the restaurant where 
the purchase experience took place. 
Where receipts are programmed, a 
unique multi-digit code is created for 
each customer by encrypting the 
restaurant number and information 
about the transaction. For franchisees 
without central POS programming 
capabilities, the PIN gives a restaurant 
identification number. 

The invitation asks customers to call 
a toll-free telephone number within 48 
hours of the restaurant experience. The 
multi-digit code procedure assures that 
calls are timely because the transaction 
date and time are embedded in the PIN 
code. 

As questions are asked by a pre­
recorded voice , cu stomers answer 
through the numbers on their touch­
tone telephone. The information is cap­
tured in a continuously updated data­
base that then dispatches e-mail notices 
to DMA managers and restaurant man­
agers, and instantly updates all reports 
on the secure Web site. Long John 
Silver 's and franchisee personnel are 
issued secure passwords to the Web 
site to review automated graphic 
reports and a host of other information 
available for their restaurants. 

To improve response rates, an incen­
tive is offered. A word code is given at 
the end of the study. Cu to mer record 
that word on their receipt invitation (or 
card) and present it at the restaurant to 
redeem their incentive on their next 

visit. The word code changes periodi­
cally. 

Report components 
The measurement and service recov­

ery program has a number of important 
elements, all of which are triggered by 
customer comments in the survey: 

• Progress measurement. The "tradi­
tional" CSM report deliverable, shown 
in automated graphic representation, 
displays trends in each restaurant 's 
overall customer satisfaction and intent 
to revisit, and evaluation of facilities, 
and food and service deli very over time. 

• Benchmarking. All reports compare 
to measures for the prior period and to 
chain-wide measures, with tests of sta­
tistically significant differences. 

• Problem isolation. This component 
identifies problems and their sources in 
the customer experience through the 
use of follow-up "drill-down" ques­
tions. These questions are asked only if 
customers register a rating reflecting a 
defective experience. 

• Service recovery. In the IVR inter­
view, customers opt in to agree to accept 
a call from a district manager if Long 
John Silver's wishes to talk with them 
further about their experience. If the 
experience is poor, alerts are dispatched 
for customer follow-up and problem 
resolution. Prompt and earnest follow­
up reinforces Long John Silver's com­
mitment to customer satisfaction. The 
Alliance Research database recognizes 
triggering events and gives immediate 
notification of unsatisfactory experi­
ences by e-mail and Web site reporting 
through two channels: 

1) RED Alert - Allows DMA man­
agers to learn more about the problem 
and recapture the customer by notifying 
them of low overall satisfaction and 
providing them with the customer 's 
telephone number. 

2) Manager Report- Notifies the 
restaurant manager of operational 
defects under the manager ' control and 
provide the customer's telephone num­
ber, if needed, for further diagnosis and 
service recovery. 

• Monthly and quarterly summary 
reports. Through a secure reporting Web 
site, ummary reports give continuous­
ly updated graphic information of all 
measures by individual restaurant, with 
line-item benchmarking comparisons 
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to the prior period, as well as chain-wide 
performance on the same uniform mea­
sures. Also included are summaries of 
the proportion of customer occasions 
where RED Alerts or Manager Alerts 
have been issued, with detail of the prob­
lems encountered. 

• Roll-Up Reports -This element 
gives detailed and easy-to-read sum­
maries of restaurant groupings rolling up 
to each market and to Long John Silver's 
levels of management responsibility: 
DMAmanagers, regional vice president, 
division vice president and the Long 
John Silver's chain in total. Access is 
secure to authorized personnel for 
restaurants within their jurisdiction only. 

• Celebration - This element imme­
diately congratulates restaurant man­
agers each time a customer reports a 
completely satisfactory and problem­
free experience, reinforcing manager 
commitment to excellence and continu­
ous improvement. 

The results 
In a matter of months, Long John 

Silver's saw its customer service per­
formance and manager involvement 

escalate. The concept stresses the man­
ager's top three tools for excellence as: 

1. Leadership. Managers are remind­
ed that when it comes to customer ser­
vice, a restaurant's team follows its man­
ager's lead. 

2. Training. The frrst part of "excel­
lence" is "excel" and, according to Long 
John Silver's, that takes training. The 
importance of management is stressed 
through a key statement: "Each time the 
manager interacts with customers, a 
Service Excellence training session is 
in progress." 

"Just look behind you," the company 
tells managers, "You'll see your team 
noticing and eventually imitating your 
every action." 

3. Service management. Since cus­
tomer-driven measurement gives a grade 
of sorts, Long John Silver's tells man­
agers to use it as a teaching tool. For 
example, a high number of dissatisfied 
customers means that managers are flirt­
ing with an "F," and it's time to hit the 
training and reinforcement books again. 

Program expanded 
The program has since been expand-
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ed to all company-owned stores, and is 
now offered to Long John Silver's fran­
chisees. With the support of this multi­
directional program, Long John Silver's 
has entered a period of growth and busi­
ness success unprecedented in the com­
pany's history. Here's what a few Long 
John Silver's managers have to say 
about the program: 

"We're so much better than our com­
petition now that we've actually put 
them out of business. There are, or 
should I say there were, two other 
seafood QSRs [quick-service restau­
rants] in town. We put them both out of 
business. The reason? We serve a better 
product, and we treat our customers 
right!"- Scranton, Pa. 

"We're just nicer to our customers 
than most of the other restaurants around 
here. Their employees don't care, and 
ours do. My customers come in and 
compliment me on my staff all of the 
time."- Tyler, Texas 

"It's important to communicate with 
your guests if you want to be successful. 
Find out what you're doing wrong and 
fix it, or find out what you're doing right 
and keep doing it!"- Plano, Texas r~ 
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Survey Monitor 
continued from p. 8 
in advance (hotel questionnaires, cars, 
educational programs, for example). 
Therefore, Ofir says, researchers 
should take the following points into 
consideration: 

1. It is preferable not to notify con­
sumers in advance that they will be 
asked for their reactions regarding 
their satisfaction with a particular 
product or service. 

2. When such advance notification 
is given, one should factor in the ten­
dency toward negativism in analyzing 
the results that are obtained. 

3. It is advisable not to do repeat 
surveys of the same consumers when 
one is trying to determine consumer 
trends. Such repeat surveys will 
always produce distorted results, the 
research found. 

4. When comparing results from 
different groups of consumers, one 
must take into consideration whether 
any of them may have been aware in 
advance of their being surveyed. 

Generally speaking, Western con­
sumers have favorable expectations 
regarding products and services they 
purchase, and therefore negative 
aspects will stand out more than po.s­
itive ones. Despite this, people m 
many cases still have highly positive 
responses when asked about goods 

~ Q Research 
ll.!l!! --~ 5 0 I u t i 0 n S •c 
The Source For Consumer Product Testing & CATI 

and services they've used. This is not 
the case, however, when the consumer 
knows in advance he is going to be 
asked about a specific item; in such 
case, he pays much closer attention to 
judging the product or service and 
gives much greater weight to whatev­
er negative aspects he may find in it. 

This phenomenon was observed in 
questioning people in various settings, 
including shoppers at supermarkets 
and other stores, computer purchasers, 
visitors to museums, television view­
ers, students in courses and others. 

In one of the tests conducted by the 
researchers, consumers were asked to 
look only for negative aspects in what 
they were about to buy. In another 
test, consumers were told in advance 
to expect only poor service. As 
expected, these groups expressed dis­
satisfaction. 

Control groups were approached in 
advance of purchase but were told 
only that they would be asked to 
express their level of satisfaction; 
their responses were similar in their 
dissatisfaction to those who were noti­
fied to look specifically for negative 
aspects or to expect poor service. This 
demonstrates how in any case prior 
notification results in a lower satis­
faction level than one finds among 
consumers who are not told in 
advance that they are to be surveyed. 
For more information contact Chezy 

search 
is our middle name 

Our Vision ... 
to be the best resource in the Research industry 

www.whois Q.com . Patti Nelson , Client Services • 732 .952 .0000 

Ofir at msofir@mscc.huji.ac.il. 

Beijing choice not a 
winner 

Fewer than one in 10 Americans 
consider Beijing an excellent choice 
as a host site for the 2008 Summer 
Olympics, and almost three in five give 
it negative marks (59 percent rate it an 
only fair or poor choice), according to 
research from Ipsos-Reid. Two-thirds 
of people age 45 and older (68 per­
cent) give the choice negative marks, 
as do half (50 percent) of adults under 
age 45. 

Toronto would have been the first 
choice of almost half ( 46 percent) of all 
Americans, far outpacing Paris (which 
places second), Beijing, Osaka and 
Istanbul. Paris generates a gender gap, 
with 23 percent of women but only 14 
percent of men preferring Paris. 

Preference for Toronto is greatest 
among American adults in the regions 
where Toronto is more accessible- to 
Americans in the Northeast (53 percent 
make Toronto their first choice) and 
the Midwest (51 percent). Preference 
for Toronto is lower where Toronto is 
further away, in the South ( 40 percent) 
and West ( 43 percent). 

When asked to specifically focus on 
the politics of the choice (setting aside 
the issue of whether Beijing can han­
dle the logistics of hosting an 
Olympics), half (55 percent) assess this 
as a bad choice rewarding bad behav­
ior on human rights, rather than a good 
choice that could promote reform and 
a new opening of China to the world. 
Republicans (61 percent) and adults 
age 45 and older (60 percent) are espe­
cially negative. 

Few (35 percent) have much confi­
dence that China will improve its 
human rights record . Among those 
who think Beijing was an excellent or 
good choice, 64 percent have at least 
some confidence that China will 
improve its human rights record as a 
result of getting the games. Among 
those who think Beijing was an only 
fair or poor choice, 81 percent say they 
have little or no confidence that China 
will change its behavior. To view the 
complete results visit www.ipsos-
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reid. com/us/media/ content/ dis­
playpr.cfm?id_to_ view=1264. 

Reality TV: why do we 
watch? 

What fuels the phenomenal success 
of Survivor, Big Brother and a host of 
other so-called reality programs? 
Through an online survey of more than 
2,100 television viewers, E-Poll, 
Encino, Calif., asked the people who 
love and/or hate (and sometimes love 
to hate) reality TV what motivates their 
viewing of this genre and what specif­
ic show elements separate the hits from 
the misses. 

The appetite for reality TV remains 
especially strong for the "committed" 
viewer (those who "make a point to 
watch" reality TV): 92 percent of this 
group are open to watching new reali­
ty shows, sifting into three levels of 
interest - those who say "the more, 
the better" (39 percent), those inter­
ested in watching one or two new real­
ity programs (36 percent), and those 
who will only watch if the show is as 

good or better than their favorite real­
ity show (17 percent). 

While 61 percent of "casual" reality 
TV viewers (those who "sometimes 
watch") are open to watching a new 
reality show, this group is more dis­
criminating in their tastes, with 23 per­
cent willing to watch a new show only 
if it's as good as or better than their 
favorites. Thirty-nine percent of this 
"casual" group has no interest in 
watching a new reality show at all, 
which means that the number of peo­
ple available to sample a new show is 
shrinking. Producers will have to pay 
even closer attention to viewer needs 
and desires if they want to capture this 
increasingly elusive audience. 

As with audiences of other TV gen­
res, the reality viewer watches for 
involvement: identification with con­
testants and playing along with the TV 
game. The top two reasons for watch­
ing, among both committed and casu­
al viewers, are "guessing who will 
win/be eliminated" and "seeing real 
people face challenging situations." 
Interestingly, one of the lower-ranking 

reasons for watching was 
"romance/relationships among contes­
tants," perhaps why the relationship­
oriented shows failed to have the tra­
jectory of Survivor. 

"Moral" concerns- the perceived 
trashiness of the content and the unap­
pealing human values these shows pre­
sent- are among top reasons given by 
those who do not watch reality TV. 
Fifty-five percent of non-viewers chose 
"too trashy or low-class" as one of their 
reasons for avoiding reality TV, 49 per­
cent chose "don't like the human val­
ues/traits they present," 38 percent 
believe that "contestants are just trying 
to get famous," and 33 percent find the 
shows "too voyeuristic" (multiple 
selections were allowed). 

One finding which turned up across 
several questions was a very clear audi­
ence concern over potential fakery 
involved with these shows. Thirty-five 
percent of non-viewers have rejected 
reality TV because they believe "the 
shows are fake or rigged." This senti­
ment is also reflected in an unprompt­
ed open-end question asking for the 
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"one biggest complaint about reality 
programs." The #1 most-cited com­
plaint (mentioned by 20 percent of the 
entire sample) was a concern over fake, 
scripted, and staged situations. 

Viewers seem less tolerant of allow­
ing reality contestants their 15 minutes 
of fame: 44 percent said they felt con­
testants were flat-out boring, while 
another question found that 38 percent 
of non-viewers cite "contestants just 
trying to get famous" as reason for 
avoiding the genre altogether. And, 
similar to the prior point, viewers bris­
tle at phoniness: 45 percent of the total 
sample claimed "phony/over-drama­
tized situations" led to them rejecting a 
reality show they had sampled. 

German Internet 
audience world's most 
heavily male 

More than 63 percent of the Internet 
audience in Germany is male, making 
that country's online community the 
most predominantly male of the 26 
countries measured by 
Nielsen//NetRatings, Stamford, Conn. 

In contrast, the audiences in the U.S. 
and Canada are the only audiences in 
the world where females are the major­
ity, while Asia-Pacific is experiencing 
strong growth in the number of women 
online. 

"Germany is an established Internet 
market with the third-largest Internet 
universe in the world," says Richard 
Goo ey, chief of measurement science 
and analytics, Nielsen//NetRatings. 
"Where are the women in this market?" 

In June, German men spent nearly 
eight -and-a-half hours online during 18 
online sessions, while German women 
spent seven hours online during 14 es­
sions. "Surprisingly, for an audience so 
heavily skewed towards men, sites 
mainly focused on sport were the ec­
ond-least popular category in Germany 
in June," Goosey says. "Followed only 
-not as surprisingly- by family and 
lifestyle sites, which were the least pop­
ular category last month. " 

Goosey also pointed to France, where 
the Internet audience was nearly 62 per­
cent male. "The time difference in 
Internet usage between the genders in 

France was much more pronounced in 
France," he says. "French men spent 
more than eight-and-a-halfhours online 
across 19 sessions, while French 
women spent half as much time online 
-just over four-and-a-half hours 
across 11 Internet sessions. French 
women are obviously not as enamored 
of the Internet as their male counter­
parts." 

On the other hand, a 
Nielsen//NetRatings study of women's 
Internet activity in Asia-Pacific found 
that females in that region- while still 
in the minority - are fast gaining 
ground on their male counterparts. That 
study found that since January of this 
year, the number of female surfers has 
grown an average of 36 percent across 
the region, with the number of Korean 
women online increasing 55 percent, 
followed by Taiwan at 27 percent, both 
Singapore and Australia at 16 percent, 
Hong Kong at 11 percent and New 
Zealand trailing the region at 10 percent. 

In both Germany and France, tele­
com and Internet services Web sites 
were the most popular category, reach­
ing nearly 80 percent ofthe active audi­
ence in both markets. In France, despite 
the heavily male audience, certain cat­
egories that would be expected to attract 
male Internet users, such as sports and 
automotive sites, ranked very close to 
the bottom of the category list for June, 
attracting well under 10 percent of the 
active audience. 

In contrast, the U.S. and Canada were 
the only markets where females com­
prised the majority of the Internet audi­
ence in June. In the U.S., where 52 per­
cent of the audience was female in June, 
the time spent online by each gender 
was more even- 10-112 hours for men 
and just over nine hours for women. 
Search engines, portals and online com­
munities were the most popular cate­
gory in the U.S. The first category that 
could be construed as favoring one gen­
der - computers and consumer elec­
tronics - ranked sixth on the list of 
most popular U.S. categories, attracting 
24 percent of the active audience. 
Family and lifestyle Web site , which 
would be expected to bring in female 
surfers, was the eighth-most popular 
category, attracting 17 percent of the 
active audience. 

www.quirks.com Quirk's Marketing Research Review 



Qualitatively Speaking 
continued from p. 16 

5. Be prepared for bullies, friends, 
and mice. Every focus group has dif­
ferent dynamics that depend com­
pletely on the personalities of the par­
ticipants.Actually it's a bit like improv! 
Some groups may have a bully. A focus 
group bully i a per on who trie to 
monopolize the conversation and force 
his/her opinions on everyone else. The 
bully usually sits at the opposite end of 
the table from the moderator and often 
attempts to moderate the group from 
there. An experienced moderator will 
work around this person , keep the 
group focu ed and encourage every­
one to give their opinions. 

When friends are recruited acciden­
tally to participate in the same focus 
group, they invariably want to sit next 
to each other and talk to each other 
during the group. (This may happen in 
more sparsely populated areas.) Private 
conversations tend to be disruptive; 
they make it more difficult for every­
one to hear what others are saying. 

topic under discussion. Remember that 
there are no numbers attached to the 
comments heard. Hearing eight out of 
10 people say they like or dislike the 
packaging of the burglar alarm does 
not mean 80 percent of the population 
at large feels the same way. The results 
of one group mean nothing and even 
multiple groups can be misleading. So 
be very cautious in evaluating this type 
of research. It's not projective and no 
numbers can be attached to it. It's easy 
to hear only what one wants to hear, not 
what 's actually being said. 

7. Discuss with the moderator 
beforehand how communication 
during the session will be handled. 
Sometimes during the discussion addi­
tional questions spring into the 
observers' minds. If arrangements are 
made beforehand, a note can be 
brought in to the moderator, or the 
moderator may give participants an 
activity or task to complete and actu­
ally leave the group and come into the 
observation room to talk with the 
observers about a particular topic or 
how a line of questioning should be 

handled. Every moderator ha their 
own style of dealing with interruption ; 
it just needs to be established up front. 

More valuable 
A little extra time spent preparing 

employees for observing focus groups 
can make them more valuable to the 
employees while making them become 
an integral part of the research process. 
Recently a client for whom a set of 
four focus groups was conducted in 
Detroit brought 14 employees to 
observe the discussions. The backroom 
group included people from sales, 
accounting, creative, finance, training, 
and management. Almost all of them 
had never seen a focus group before 
and had no idea what to expect. The 
short briefing session conducted before 
the first group prepared them for the 
process, allowed them to listen more 
actively to participants' comments, 
evaluate the comments in context and 
take notes on important topics. The 
end result proved to be a more pro­
ductive and positive experience for 
everyone. r~ 

Generally this can be avoided byhav- ~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 

ing seats assigned with name cards 
before the session begins. 

Although everyone is encouraged to 
speak freely during the discussion, the 
group may have a mouse - a person 
who says absolutely nothing and bare­
ly responds even when asked a direct 
question. It's the moderator's job to 
encourage this shy person to express 
his or her opinions . Sometimes this 
can be done by giving the person a 
ta k, or asking him or her to work with 
another member of the group. But it 
may happen that the person still con­
tributes nothing. The client wonders 
why the person came and is annoyed at 
having to give them a cash incentive 
for hearing nothing. 

6. Comments must be evaluated 
in context! In focus groups people will 
say what they perceive as the truth. It 
may or may not be- after all, it's just 
their perception. And it may be the per­
ception of only one or two people. 
Observers must be cautioned to keep 
the big picture in mind and not be side­
tracked by the comments of one or two 
dominant individuals or those most 
positive or most negative about the 
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Research Industry News 
continued from p. 15 

ipated sales results in the region. The 
shutdown resulted in the layoff of 
approximately 40 European employees 
and is part of a larger, worldwide 
restructuring effort. 

TeleSage Inc., a Seattle provider of 
automated telephone survey software, 
announced that its SmartQuest software 
has been certified by CT Labs, an inde­
pendent testing service serving the com­
puter telephony industry. 

Brazil-based research firm Market 
Analysis has launched its Web site at 
www.marketanalysis.com.br. 

Wilton, Conn .-based Greenfield 
Online, Inc. , has received a business 
process patent for its online focus group 
business, called FocusChat, invented by 
Hugh Davis, the company's chief tech­
nology officer and a founder of the fmn. 
The U.S. Patent & Trademark Office 
issued the patent (No. 6,256,663) on 
July 3 and the company learned of the 
action July 24. The new patent is for "a 
system and method for conducting focus 
group discussion among remotely locat­
ed participants." 

Maritz Marketing Research Inc., 
St. Louis, has shortened its name to 
Maritz Research. 

Knowledge Networks, a Menlo Park, 
Calif., research fum, has secured $40 
million to fund further growth. The 
financing was led by new investor 
Maveron, with participation from exist­
ing investors Oak Investment Partners, 
Alloy Ventures , Meritech Capital 
Partners, and Oak Hill Venture Partners. 

Seattle-based Global Market Insite, 
Inc. has been admitted under the terms 
of the Safe Harbor Agreement data pro­
tection agreement between the United 
States and the European Union (EU). 
The agreement allows the uninterrupted 
flow of personal information from the 
EU to the United States, based on estab­
lished Fair Information Principles. The 
European Commission issued the 
Directive on Data Protection to protect 
the privacy ofEU citizens. The Directive 

states that for those countries outside 
the EU whose privacy practices are not 
deemed "adequate," transfers of per­
sonal information from Europe to those 
countries would be stopped. To ensure 
that personal data flows to the United 
States are not interrupted, the U.S. 
Department of Commerce (under the 
Clinton administration) and the 
European Commission developed a 
"safe harbor" framework that allows 
U.S. organizations to satisfy the 
European Directive's requirements. 

Reston , Va.-based comScore 
Networks, Inc, a provider of data-based 
Internet infrastructure services, has 
established a new government solutions 
division to serve the needs of federal, 
state and local government agencies by 
providing Internet analysis and solu­
tions. 

The Kantar Group is reorganizing 
its corporate structure to accelerate the 
global expansion of Kantar Media 
Research (KMR) under the leadership of 
Andy Brown, newly appointed CEO. 
KMR will operate as an independent 
division of Millward Brown, reporting 
to Bob Meyers, a director of Kantar and 
CEO of the Millward Brown Group. 

Acquisitions 
Total Research Corporation, 

Princeton, N.J., has completed its pre­
viously announced plan to sell its 51 
percent interest in its Romtec-GfK joint 
venture to GfK, a Germany-based 
research company. Total Research 
acquired its 51 percent interest in the 
Romtec-GfK joint venture in its May 
2000 acquisition ofRomtec plc, a U.K.­
based IT and telecommunications mar­
ket research company. Except for the 
joint venture, Romtec plc has been fully 
integrated into Total Research. 

Harris Interactive Inc., Rochester, 
N.Y., has acquired Market Research 
Solutions Limited (MRSL), a private­
ly-owned U.K. company headquartered 
in Oxford, England. The part-cash and 
part-Harris stock deal , for an undisclosed 
amount, was signed in London. As part 
of the agreement, Harris Interactive will 
hire approximately 75 MRSL employ­
ees and will also take on their offices in 
Oxford, North London and Newport, 
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South Wales. MRSL is expected to add 
approximately $8.6 million to Harris 
Interactive revenues for the fiscal year 
2002 which started July 1. 

and David Pring will remain as directors 
ofCLT. 

Germany-based GfK Group has 
acquired a 51 percent majority holding 

Into mart Benelux to 100 percent. The 
institute group, which joined the GfK 
Group at the end of 1997 and operates in 
the GfK ad hoc research and media busi­
ness divisions, was established in 1962 
and has locations in the Netherlands and 
Belgium. 

Arbitron Inc., New York, has pur- in Metris, a Portuguese research insti­
cha ed the RADAR radio network audi- tute. In addition, GfK has signed a letter 
ence measurement service of Statistical of intent for the acquisition of a majori­
Research Inc. (SRI), we tfield, N.J., ty holding in Intercampus in 2002 . Alliances/strategic partnerships 
for $25 million, payable over two years. Metri , which was established in 1993, SAS Institute, Cary, N.C., and 
RADAR (Radio's All Dimension specializesinadhocresearch.Thecom- Chicago research firm MarketTools, 
Audience Research) is a national radio pany ha 33 employees. Inc. have announced a joint technology 
ratings service that measures audience GfK Group has further expanded its and business alliance. Under the terms of 
to radio commercials aired on 29 radio majority stake of just over 50 percent in the agreement, SAS and MarketTools 

r---------------------------------~----------------------networks operated by ABC, American 
Urban Radio Networks, Premiere, and 
We twood One. 

London-based United Business 
Media has completed the acquisition of 
Allison-Fisher International, Inc. for 
$45 million. Allison-Fisher is a suppli­
er of pre-purchase syndicated market 
research to the U.S. automotive industry. 

Marketing research group Taylor 
Nelson Sofres has acquired the entire 
share capital of Circulo Reider S.A., its 
subsidiaries, and Gallup Mexico S.A. 
(the CR Group), one of the largest mar­
ket information groups in Mexico. 
Founded in 1970, the CR Group com­
prises five companies. Its current activ­
ities focus mainly on customized 
re earch, principally in the consumer, 
financial services, telecom and health 
care sectors. Ian Reider, managing direc­
tor of the CR Group, will continue to 
manage the business. 

Leemis Marketing Inc., a Chicago 
research firm, has acquired Promotion 
Technology Research, Inc., 
Framingham, Mass. 

NOP World , New York, has 
announced a definitive agreement to 
acquire Roper Starch Worldwide. 
NOP World will merge Roper Starch 
with its other consumer research fmn 
Audits & Surveys Worldwide to form a 
new integrated company- RoperASW. 
Audits & Surveys Worldwide includes 
Bruskin Research. 

New York-based CLT Research has 
been acquired by Protocol 
Communications, Danvers, Mass. CLT 
principals Lowell Allen, Leslie Moran, 
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will provide preferred customer rela­
tionship management solutions to tar­
geted industries. 

San Diego-based marketing informa­
tion firm Claritas Inc. has extended its 
agreement with Levi Strauss & Co. to 
provide customer segmentation and tar­
geting services. Financial terms of the 
contract were not disclosed. 

Ziff Davis Media Inc. has formed a 
strategic alliance with Internet research 
firm Survey.com to create online panels 
of subscribers for ZiffDavis Media's 15 
publications. The online panels, called 
ePanels, will be developed from Ziff 
Davis Media's nearly six million sub­
scribers. EPanels will be developed for 
all ZiffDavis Media publications, start­
ing with C/0 Insight. 

Market Measures Interactive , 
Livingston, N.J., and ePocrates, San 
Carlos, Calif., have entered into a strate­
gic alliance to launch ePocrates Honors, 
a new program to recruit doctors and 
other health care professionals for Web­
based market research. 

Chicago-based Research 
International USA and Active 
Decisions, Inc., a supplier of eCRM 
decision support applications, have 
formed a partnership under which RI 
USA will incorporate Active Decisions' 

Advisor Suite into its service line. The 
agreement will also facilitate and expand 
Active Decisions' distribution of the 
product. 

ACNielsen has formed a strategic 
direction partnership agreement with 
Unilever Bestfoods Europe under 
which ACNielsen will provide market 
research information and services cov­
ering 16 European countries. ACNielsen 
will also provide Unilever Bestfoods 
Europe with cross-border services to 
support the business needs of its 
European Categories/Innovation 
Centres and senior management. 

!tracks, a Canadian online research 
software and services firm, has reached 
a global distribution agreement with 
SPSS MR, Chicago, under which 
!tracks will license its qualitative oft­
ware to SPSS MR. 

GfK eSolutions, the online segment 
of Germany-based GfK's Ad Hoc 
Research division, has expanded its 
competence in online research with three 
new strategic alliances. ffiEXnet AG 
and CIAO. COM AG are making their 
membership of more than 800,000 sub­
scribers throughout Europe available for 
surveys and thereby allowing GfK 
access to specific target groups. In addi­
tion, GfK and Issaquah, Wash.-based 
Global Market Insite Inc. have con-
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It became the most widely used conjoint software in the world. 
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eluded a license agreement, as a result of 
which GfK can access a survey pool of 
400,000 Internet users worldwide. 
IBEXnet AG is a hardware and Internet 
services provider. CIAO.COM is a 
German and European consumer portal. 

Association/organization news 
The Marketing Research 

Association (MRA) and Qualitative 
Research Consultants Association 
(QRCA) jointly sponsored the Bridges 
Workshop, themed "Can We Talk?", at 
the annual MRA conference in New 
York in June. The workshop was intend­
ed to foster a better understanding of 
perspectives among focus facility own­
ers, moderators and clients. To continue 
the dialog, the QRCA Field Committee 
will offer a similar program at the 
QRCA annual conference in Chicago 
on October 25. Due to the room capac­
ity at the hotel, the session will be lim­
ited to 80 attendees, including facility 
owners and field directors from the 
Chicago area. Facility owners and field 
directors interested in attending should 
contactAnndel Martin at amartin @opin­
ions-unlirnited.com. 

The MRA has elected a new board 
of directors. Officers in talled to the 
board were: Carl Iseman of As i tance 
in Marketing/Baltimore, Towson, Md., 
as president; Peter Van Brunt of 
ReData, Inc. , Bethesda, Md., as presi­
dent-elect; J. Patrick Galloway of 
Galloway Re earch Service, San 
Antonio, Texas, as treasurer; Michael 
Mermelstein as secretary; and Judy 
Hominy of Pat Henry Market Research, 
Inc., as immediate past president. 
Installed as director at large were: Joan 
Burns of Teradyne, Inc., Boston; Jane 
Cook of Frank N. Magid Associates, 
Inc., Marion, Iowa; Stephen Gerzovich 
of Ziment, New York; Sue McAdams 
of Herron Associates, Greenwood, Ind.; 
Joseph Ott a vi ani of Burke, Inc., 
Cincinnati; Jane Rosen of Nichols 
Research, Sunnyvale, Calif.; MerrillS. 
Shugoll of Shugoll Research, Bethesda, 
Md.; Scott W. Spain of DigitalBiz 
Corporation, West Jordon, Utah; Terri 
Turley of Proctor & Gamble , 
Cincinnati; and Betsy Peterson, MRA 
Executive Director, Rocky Hill, Conn. 

Separately, Patricia Hatch has 
joined the MRA as professional 
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development manager. 

Lynd Bacon, senior vice president and 
chief scientist of Knowledge Networks, 
a Menlo Park, Calif., research firm, 
began serving as vice president of the 
American Marketing Association's 
Research Council in July. 

In addition, Janet Streicher, vice pres­
ident and managing director of 
Knowledge Networks' New York office 
will serve as the national membership 
and chapter relations committee chair 
for the American Association for 
Public Opinion Research (AAPOR). 

The AAPOR gave Norman H. Nie 
and Douglas Rivers, co-founders of 
Knowledge Networks, its 2001 
Innovators Award at the organization's 
annual conference. Nie and Rivers 
received the award for their develop­
ment of a probability sampling method 
for Internet-based surveys in the United 
State . 

Awards 
An online study conducted using the 

Burke, Inc., CHOICES discrete-choice 
approach has garnered Sprint an honor-

ICI2001 Maritz Research Inc. 

able mention in the 2001 EXPLOR 
awards. The EXPLOR awards are 
designed to salute "Exemplary 
Performance and Leadership in Online 
Research" and are administered by the 
University ofWisconsin'sA.C. Nielsen 
Center for Marketing Research and the 
American Marketing Association. 

Primary research for the Sprint study 
honored was fielded by Cincinnati­
based Burke last September. Burke also 
designed and programmed the Web sur­
vey instrument and performed the data 
analysis the study required. Ralph 
Hubbard of Breakthru-Strategies, an 
industry management consultant, 
designed the overall study architecture 
and created a five-year forecasting 
model from the research results. 

New accounts/projects 
Ottawa-based Beyond 20/20 Inc., a 

data analysis and visualization software 
company, has signed a contract worth 
CAD $2.6 million with France's lnstitut 
National de la Statistique et d'Etudes 
Economiques (INSEE). The agreement 
will make Beyond 20/20's software the 
standard throughout INSEE headquar-

ters and all regional offices, and will be 
used to analyze, visualize, and publish 
all national data sources and surveys 
beginning with France's Year 2000 
Population and Housing Census. 

U.K. research firm BMRB has select­
ed theE-Tabs Reader software to deliv­
er the quarterly results of its TGI (Target 
Group Index) study. E-Tabs, a U.K. data 
deli very software firm, has produced a 
customized version of its E-Tabs Lite 
Reader designed to improve access for 
subscribers to the TGI survey. 

Kraft Foods has reached a series of 
agreements to make ACNielsen the 
company's primary provider of market­
place measurement throughout most of 
the world. In addition, Kraft Foods 
North America has a new long-term 
agreement with Information 
Resources, Inc. (IRI) for select, strate­
gic research services for all Kraft's 
brands in the United States. 

Under the new agreement, ACNielsen 
will now provide retail measurement, 
consumer panel, decision support, and 
modeling and analytical services to Kraft 
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Foods International in approximately 50 
countries within Europe, Asia Pacific 
and the Middle East/North Africa. In 
addition, ACNielsen will create a sepa­
rate client-service organization dedicat­
ed solely to working on the company's 
international business. The agreement 
covers all of the company's core cate­
gories, including beverages, snacks, 
cheese, convenient meals and grocery. 

Opinion Research Corporation, 
Princeton, N.J., has been awarded a new 
$7 million contract by the Centers for 

Disease Control and Prevention (CDC) 
to support the new, "Healthy Pa ages" 
initiative, a longitudinal study of health 
behaviors. 

New companies/new locations 
Stanford Klapper Associates is 

now SKADivision ofMediafax Inc. Its 
offices are located at 1606 Ponce de 
Leon Ave., Santurce, P.R., 00909. 
Phone 787-721-1101. Fax 787-725-
1340. E-mail data@ska-pr.com. 

Research firm Desrosiers 

Among 18 of the world's 
top Research Companies, 

C Rl has the BEST 
Analytical Services Group. 

A major consumer packaged goods company asked 18 top research companies 

to participate in an analytic evaluation. All participating companies were 

given an analytic task that required the correct application of clustering or 

segmentation, factor analysis, regression analysis, and several predictive 

modeling techniques. Each company was evaluated on four dimensions: 

Pre-analysis Quality, Analysis Quality, Expertise, and Number of Techniques. 

Overall, CRI ranked highest of al118 companies. 
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Automotive Consultants has moved 
to 80 Fulton Way, Suite 101, Richmond 
Hill , ON, L4B lJS. Phone 905-881-
0400. Fax 905-881-7456. 

Smithmark Corporation has relo­
cated its headquarters to an expanded 
location at 4136 N. Keystone Ave., 
Indianapoli , Ind., 46205. Phone 317-
541-9165. Fax 317-541-9291. 

International Communications 
Research, Media, Pa., has opened an 
office at 388 Market Street, Suite 500, 
San Francisco, Calif., 94111. Phone 
415-296-2502. Fax 415-296-2504. The 
new office will be headed by Gale 
Wall mark. 

DataPrompt International, a mar­
ket re earch field collection and tabu­
lation firm, has opened at 360 North 
Michigan, Suite 1610, Chicago, Ill., 
60601. Phone 312-423-4100. Fax 312-
423-410 l. E-mail mdent_dat­
aprompt@bgchicago.com. For more 
information contact Marilyn Dent. 

U.K.-based research oftware firm 
E-Tabs ha opened a new office in 
Chicago. Tom Schlak will head up the 
sales division for the new office. 

Communique Partners, a new firm 
specializing in building and managing 
proprietary advisory online panels for 
research purposes (e-panel ) , has 
opened at 824 E. St., San Rafael, Calif., 
94930. Phone 415-453-9030. Web 
www.communiquepartners.com. For 
more information contact Chris 
Yalonis. 

Goodmind, LLC, a new technolo­
gy-focu ed re earch consultancy led 
by Peter Mackey, has opened at 1202 
Lexington Ave., Suite 341, New York, 
N.Y., 10028. Phone 212-744-7438. Fax 
212-656-1854. E-mail info@good­
mind.net. Web www.goodmind.net. 
The firm al o serves as a strategic part­
ner to Netpoll, Ltd., a European firm 
mea uring user attitudes towards dig­
ital communication platforms. 

Company earnings reports 
For the econd quarter ended June 
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30, Arbitron Inc., New York, report­
ed revenues of $50.3 million, an 
increase of 10.1 percent over revenues 
of$45.7 million for the second quarter 
of 2000. Earnings before interest and 
taxes (EBIT) for the second quarter 
were $12.8 million, compared to $13.2 
million for the second quarter of 2000, 
a 3.1 percent decrease. Net income for 
the quarter was $4.7 million, compared 
with $8.0 million reported during the 
same period of 2000, a decrease of 
41.1 percent. Net income per share was 
$0.16 (basic and diluted), compared 
with $0.27 pro forma net income per 
share in 2000. The 2000 earnings per 
share amount has been adjusted to 
reflect the one-for-five reverse split, 
which became effective following 
Arbitron's reverse spin-off from 
Ceridian. Arbitron reported EBITDA 
of $13.9 mill ion for the second quarter, 
a 2.0 percent decrea e compared with 
EBITDA of $14.2 million reported 
during the second quarter of 2000. 

For the econd quarter of 2001, rev­
enues for Opinion Research 

Corporation, Princeton, N.J., were 
$45.2 million, an increase of 11 percent 
compared to $40.7 million in the sec­
ond quarterof2000. EBITDA was $4.2 
million compared to econd quarter 
2000 EBITDA of $4.5 million. 
Operating income for the current quar­
ter was $2.1 million compared to $2.8 
million a year ago. Net income for the 
quarter was $354,000 compared to sec­
ond quarter 2000 net income of 
$834,000. Cash earnings per share (net 
income plus goodwill amortization 
expense after-tax) for the second quar­
ter were $0.17 compared to second 
quarter 2000 ca h earnings per share of 
$0.28. Diluted earnings per share for 
the second quarter of 2001 were $0.06, 
compared to $0.18 in the second quar­
ter of2000. Diluted EPS and cash EPS 
in the current quarter reflect a 32 per­
cent increase in shares over the com­
parable period last year due primarily 
to common equity issued in the third 
quarter of 2000. 

Harris Interactive, Rochester, N.Y., 
announced financial results for the fis-

cal 200 I fourth quarter and for the 
entire fiscal 2001 year. The company 
reported total revenue of $17.7 mil­
lion for its fiscal fourth quarter ended 
June 30, versus $15.8 million in the 
third quarter and $15.3 million a year 
ago, representing increases of 12 per­
cent and 16 percent respectively. 
Revenue for the entire fiscal year was 
reported at $60.1 million, up 17 percent 
from the $51.3 posted the previous fis­
cal year. These results include revenue 
from Yankelovich custom research 
group acquired effective February 
2001. Internet revenue for the year was 
reported at $32.6 million- up 55 per­
cent versus fiscal 2000. The net loss 
before restructuring charges for the 
quarter was $3.9 million, or ($0.11) 
per share, down from a loss of $5.9 
million or ($0.17) per share in the third 
quarter. One-time restructuring charges 
increa ed the total loss to $4.5 million 
for the year or ($0.13) per share- an 
improvement of 32 percent from a year 
ago. Net lo before restructuring 
charge for the year was reported at 
$23.4 million or ($0.68) per share. 
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Miyago 
continued from p. 21 

Miyago overall is twice as likely to 
repurchase from Miyago as is a cus­
tomer who says they are "somewhat 
satisfied " with Miyago overall. 
Likewise, that same "totally satisfied" 
customer is 3.5 times more likely to 
recommend Miyago to a bu si ness 
associate than is one of its "somewhat 
satisfied" customers. 

In a separate analysis, we discov­
ered that those customers c laiming 
they are "totally satisfied" with the 
company overall are indeed a firm's 
most loyal customers. Since loyalty 
can really only be assessed after the 
fact, once the repurchase intent has 
been actualized, measuring total over­
all satisfaction is the most effective 
method for determining loyalty. 

Once we realized that "totally sat­
isfied" customers have different pur­
chasing decision habits than "some­
what satisfied" customers (and, obvi­
ously, "di ssatisfied" customers), we 
needed a way to focus in on the key 
drivers of overall sati sfaction. We 
needed to identify what attributes 
drive satisfaction and the level of 
impact each attribute ha s upon 
increasing or decreasing overall sat­
isfaction. 

Optimum use of resources 
The most important conclusion that 

can be derived from Miyago 's cu -
tomer satisfaction survey, then , is to 
understa nd the optimum use of 
resources to increase overall customer 
satisfaction and drive the "somewhat 
satisfied" customers into the " totally 
satisfied" corral. To do so has a direct 
impact upon revenue. In Miyago 's 
case we identified that for each $1 a 
"totally atisfied" customer spent, a 
"somewhat satisfied" cu tomer pent 
38 cents, a "somewhat dissati fied" 
customer spent 8 cents, and, a " total­
ly di ssatisfied" customer cost Miyago 
$3.10. Thus, moving hi s customers 
up the scale became Matoba's top pri­
ority. 

Several years ago we used to ask 
survey re pondent to rank " impor-

tance" with v ari ou s attributes. 
Invariably, it was noted that every 
attribute was "extremely important." 
Thi s method is ineffective because 
context and recent experiences influ­
ence the responses to importance rat­
ings. To illustrate that point, ask a 
recent automobi le buyer to rate the 
importance of service in relation to 
the product's various performance and 
style attributes. In all probability, ser­
vice will rank fairly low. Ask the same 
question after the car breaks down, 
and the answer will be very different. 
In specific situations, people also do 
not always act in accordance with 
what they claim is important to them 
in the abstract. We gave up a king. 

Instead, we began to play around 
with a technology called neural net­
work analysis. Neural networks are a 
type of ystem that simulates many of 
the abilities of the human brain. By 
using the same architecture as your 
brain , but on a smaller scale, artificial 
neural systems work much the same 
way your brain does. Human abili­
ties, such as noticing patterns and 
trends, finding hidden relationships 
in data, and learning by studying the 
past, can now be performed by a com­
puter. Neural networks combine our 
abili ty to analyze and learn with the 
computer's ab ility to process a great 
deal of data quickly, easily, and dis­
passionately. Just like people, neural 
networks learn from experience, not 
from programming. They are fast, tol­
erant of imperfect data, and do not 
need formulas or rules. 

We developed a technique for 
employing this technology in a way 
that enables our clients to identify, 
prioritize and quantify the relative 
impact that improving various attrib­
utes (e.g., sales, service, billing, pric­
ing, delivery, etc.) will have on over­
all satisfaction. This technology can 
give a fundamental but otherwise 
unavailable level of understanding of 
the customers' thinking and priorities. 
We moved from the "what" customers 
think to the "why." 

The neural network analysis identi­
fied for Miyago the key drivers for 
its " totally satisfied," "somewhat sat-
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isfied," and "dissatisfied" customers. 
Thus, management and the remedia­
tion teams could evaluate the drivers 
for the customer segments, note sim­
ilarities and differences, and base 
future policies and improvement 
spending upon only those attributes 
that have a direct impact upon 
improving overall satisfaction. 

Considerable impact 
In 1997 the neural network identi­

fied three attributes that had consid­
erable impact upon the satisfaction 
levels ofMiyago's customers. One of 
the categories, "commitment from 
Miyago management," however, had 
an impact level that was more power-
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ful than the others. The other two key 
attributes were "quality of services" 
and "the ease of doing business with 
Miyago." 

When Matoba saw that his cus­
tomers did not feel that Miyago's 
management was committed to their 
success, he took immediate action. 
He spent the next three months visit­
ing each of the 180 customers to dis­
cuss the results of the survey and to 
personally commit his team's dedica­
tion to Miyago's customers. By the 
way, in 1997, the percentage of 
Miyago's "totally satisfied" cus­
tomers was 11 percent. 

We measured this same customer 
group one year later and identified 
that after Matoba's tour, the "totally 
satisfied" group increased to 48 per­
cent. Using Miyago's 1997 revenue 
as a baseline, the reported income for 
1998 increased by 9 percent. There 
was only one key driver identified in 
1998: the ease of doing business with 
Miyago. However, it was about half 
as significant as in the prior year. 
Matoba persisted with his customer 

visits. 
The survey results in 1999 showed 

substantial increases. The "totally sat­
isfied" segment rose to 67 percent and 
revenue increased by 18 percent. The 
key drivers of satisfaction reverted to 
quality of services and a new attribute, 
billing. The fact that quality became 
an issue again after two years is not 
surprising. After the first year, Miyago 
paid close attention to its quality pro­
gram, its customers became used to a 
new level of service and eventually 
expected more. Billing became an 
easily correctable issue. 

In 2000 total satisfaction hit 78 per­
cent, a number rarely ever achieved 
and one that places Miyago in a 
world-class category. Not unexpect­
edly, revenues increased by 5 percent. 

By paying attention to his cus­
tomers' complaints, visiting each one 
to discuss the survey results, com­
mitting Miyago's employees to his 
customers' success, and following up 
with the results, Matoba increased his 
company's revenues by 35 percent in 
four years. Stay tuned for 2001! r~ 

Venture Data ~ 

Telephone Data Collection Experts 

- Professionally trained telephone interviewers. 

- Consumer and business-to-business services. 

- The best CATI programmers in the business. 

- Fast, accurate data processing. 

- Competitive pricing. 

- Capacity galore! 
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Product & Service Update 
continued from p. 12 
ArcEditor, and Arclnfo - are built 
on a common interface and core capa­
bility, with each product offering a 
different level of functionality. Users 
of Getting to Know ArcGIS Desktop 
can gain an understan ding of 
Arc View, which they can put to work 
immediately or use as a foundation 
for learning ArcEditor and Arclnfo. 
The book is available at bookstores or 
online at www.esri.com/esripress or 
by calling 800-447-9778. 

New online focus group 
service 

KL Communications (KLC), a mar­
ket research firm based in Eatontown, 
N.J., has introduced a new online focus 
group service, FocusOutreach, which 
combines an online meeting with a tele­
phone conference call. The discussion, 
conducted over the phone, is recorded 
and developed into a transcript, similar 
to traditional focu groups. Using 
WebEx technology, KLC uses the 
online meeting room to conduct polling 
questions, present visuals (such as 
advertisements), and take respondents 
on live Web tours. FocusOutreach is 
best suited for B2B group , a two 
phone lines are required. For more 
information call Kevin Lonnie at 732-
935-9200 or view a demo at 
www.klcom.com/WebExPPTdemo/Sli 
deOl.html. 

Group Dynamics adds 
usability facility 

Bala Cynwyd, Pa. , research firm 
Group Dynamics in Focus has added a 
new room to its facility at 555 City 
Line Avenue that will provide Web site 
usability testing for client who design 
software. Web site des igners can 
observe respondents from behind one­
way mirrors on a real-time monitor. 
Ob ervation begins from the time the 
computer is turned on through the 
entire navigation proce . The new 
space is equipped with Tl lines. For 
more information call Tracy Leahy at 
610-668-8535. 

StatSoft adds to 
STAll STI CA line 

Tulsa, Okla.-based StatSoft, Inc. 
ha s relea sed STATISTICA We b 
Server, an add-on to its STATISTICA 
line of data analysis, data mining, and 
quality control software. STATISTI­
CA Web Server adds functionality for 
full Internet enablement to STATIS­
TICA, including the ability to run 
STATISTICA from a Web browser, 

and enables users to access data and 
analytical tools from virtually any 
computer in the world as long as it is 
connected to the Web. The product is 
provided with a selection of Internet 
browser user interfaces allowing users 
to specify the analyses and review the 
results. Also, tools are provided to 
customize the e dialogs and set up 
new, customized user interfaces. For 
more information visit www.stat­
soft.com/webserver.html. 

.------------------------------------------------------------

Pine Company ... 
For The Right Solution. 

For over 35 years, we've 
provided companies of all 
sizes with smart, reliable 
data solutions. We pride 
ourselves on being consci­
entious and detail orient­
ed. So whether your data 
needs are complex or rou­
tine, we carefully analyze 
the situation top to bottom. 
It's how we consistently 
deliver solutions that help 
clients accomplish their 
objectives in the most cost 
and energy efficient man­
ner possible. 

We Offer Comprehensive 
Data Services. 

Our extensive capabilities 
further support the fact 
that "we know data ." We 
offer you expertise in each 
of these areas: 

• Multiple Survey 
Format Capability: 
- CATI, CAPI,Internet, 

Mail, Intercepts 
• Survey Design, Execution 
•Complete Data Services : 
-Capture, Tabulation 

Processing, Reporting, 
Coding, Indexing & 
Custom Programming 

• Data Scan Systems & 
Service Bureau Options 

Get The Results You're 
Looking For. 

We invite you to call us for 
a complimentary consulta­
tion. We'll be happy to 
discuss your needs in 
detail. Simply phone 
1-800-969-7 463. Whether 
it's a project or general 
consulting, count on us for 
well-constructed solutions 
that get the job done right. 
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Communique offers host 
of online research services 

Communique, a San Rafael, Calif., 
research firm, is now offering a variety 
of online research-based products and 
services, including Sat-Trak, an annu­
al subscription program of quarterly 
online surveys of customer base on sat­
isfaction, loyalty, product/service/Web 
site usability; Test-Trak, a virtual test 
lab for testing product concepts, nam­
ing, positioning, ads, pricing, and prod­
uct features; Discussion eForums, 
which combine online focus groups 
with teleconferencing and discussion 
boards; Market-Trak, which provides 
regular (quarterly/monthly) online 
reporting and trend analysis of client­
defined market metrics. For more 
information contact Chris Yalonis at 
415-453-9030. 

Category planner from 
ACNielsen 

ACNielsen U.S., Schaumburg, Ill., 
has launched Category Business 
Planner, an information intelligence 
system designed to foster greater col­
laboration between manufacturers and 
retailers in the category management 
process. Accessed over the Internet, 
Category Business Planner offers prod-

uct sales information according to 
retailer category definitions. Analysis 
of that information is provided in the 
form of"news headlines," from which 
users can drill down for more details. 
For more information visit 
http://acnielsen.com. 

Briefly 
Western Wats Center, Provo, Utah, 

has opened a business-to-busine s mar­
ket research call center in Rexburg, 
Idaho. The center is equipped with 48 
Web-enabled stations that will be used 
for business-to-business research and 
customer relationship management via 
telephone and the Internet. For more 
information call 801-375-0636. 

LearningWare Inc. has introduced 
Quiz Rocket, a Web-based quiz, test 
and survey product utilizing 
Macromedia's Flash 5. The product 
contains six question formats and offers 
custornizable audio, picture and video 
fields. Results are available immedi­
ately.Afree online demo is available at 
www .learningware .com/ quizrocket. 

MarketResearch.com and 
Packaged Facts are now offering "The 
Young Adult Market: Generation X 
Grows Up," a new report highlighting 
the buying habits of young adults, as 

Research Solutions for 
Market Research Professionals 

• Full Service Research • 0 nline Surveys 

• Market Consulting • Online Panels 

• Data Collection • ASP Services 

• Study Design • CATI 

Florida Office: (star Data Systems, Inc. Chicago Office: 
PHONE: 561-842-4000 ~ MarketStar Research PHONE: 773-794-0400 

URL: www.MrSurvey.com 
E-MAIL: Sales@MrSurvey.com 

well as the influence they have on the 
spending habits of others. For more 
information visit www.marketre­
search .com. 

Pharmaceutical companies now 
have real-time, desktop acce s to study 
librarie , new alerts , project updates 
and more through Livingston , N.J.­
based NOP World Health's new On­
Sight Virtual Office. The product lets 
users initiate, search, store and track 
research from all of the NOP World 
Health companies on their PCs, 
through customized, password-pro­
tected Web ites. For more informa­
tion visit www.nopworld.com. 

NPDFashionworld, Port 
Washington , N.Y., an online informa­
tion source for the fashion industry, 
has launched a dedicated fashion 
footwear presence on its Web site. 
Subscriber to www.npdfa hion­
world .com can now get an wers to 
their business and marketing questions 
24 hours a day, seven days a week. 

Wayne, Pa.-based PCRS, Inc., a 
pharmaceutical research firm, has 
launched RapidTrials.com, a research 
service that brings together pharma­
ceutical companie and phy icians for 
development of new products. For 
more information visit www.rapidtri­
als.com. 

SPSS is now available as a oftware 
development kit for analytical Web 
applications. SPSS WebApp 
Framework enables companies to build 
customized Web-based applications for 
predictive analysis. SPSS WebApp­
built applications bring analytics to 
ta ks such as forecasting sales figures 
and proces ing survey results from any 
computer with access to the Internet, 
with no need for additional software or 
browser plug-ins. 

Yahoo! Inc. and ACNielsen have 
launched the Yahoo!/ ACNielsen 
Internet Confidence Index. Designed 
to measure and trend U.S. consumers ' 
attitudes toward online ervice , the 
Index will provide a barometer for 
general con u mer confidence in 
Internet offerings. 
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> Market Research 

>Database 

> Credit Reports 

> Easy Access to 
Complicated Japanese Market 

> www.teikoku.com 
> Your Japanese business advisor is ready to serve you just a click away. 

Now, teikoku.com is available for supplying comprehensive market 

research and analysis services based on Teikoku Databank's renowned 

network. We are the leading company in the industry providing business 

information such as database and credit reports for over the past 100 years. 

For your convenience, visit our website instead of visiting Japan. 

Teikoku Databank America, Inc. 
Japanese Business Advisor 

747 Third Avenue, 25th Fl., New York, NY 10017 I Tel: 212-421-9805 I Fax: 212-421-9806 



Names of Note 
continued from p. 10 

management team of Galloway 
Research Service, San Antonio, Texas, 
as a project supervisor for the firm's 
recruiting department. The firm also 
announced that Rosa Gutierrez has 
completed 20 years of service as a 
Spanish-language interviewer. 

Genactis, Ltd., has named Karen 
Hyver CEO of its American sub-

sidiary Genactis , Inc. , Fort 
Washington, Pa., and Larry Levin 
has been named senior vice president 
of Genactis Group, its new division 

for syndicated marketing research. 

Arbitron Inc. has promoted Ronald 
Kolessar to vice president of tech­
nology, worldwide Portable People 
Meter (PPM) development. 

Greenfield Online, Wilton, Conn., 
has named John Polich vice presi­
dent for analytic services and Pieter 
Coenraads director of panel man­
agement and operations. 

Aegis Communications Group, Inc. 
has named Herman M. Schwarz 
president and CEO. Schwarz will 
continue in his role as president of the 
firm's Elrick & Lavidge marketing 
research division. 

Opinion Research Corporation, 
Princeton, N.J., has named James C. 
Fink CEO of worldwide market 
research. 

Concord, Mass., research firm 
MORPACE Pharma Group, Ltd., has 

Sound-Survent 
GET THE REAL SOUND TO GET THE REAL IDEA. 

To play music or commercials during an interview 
• 

To record and playback open end verbatims 
• 

To capture content and intensity of responses 
• Contact CfMC at sales@cfmc.com 

or visit our website at http://www.cfmc.com 

named Robert Schumaker to the 
newly created position of managing 
director, North American sales and 
marketing. 

As part of the acquisition of U.K.­
based Market Research Solutions 
Limited (M RSL) by Harris 
Interactive, Rochester, N.Y., Greg 
Smith, currently vice president of 
European international development 
at Harris Interactive, has assumed 
the duties of group managing direc­
tor for MRSL and is in charge of 
MRSL's day-to-day operations. 
Smith reports to David H. Clemm, 
president and COO of Harris 
Interactive. Clemm has become 
chairman of a new board of directors 
for MRSL. He has been joined by 
Smith, David Vaden, vice president 
of corporate finance for Harris 
Interactive, and Roger Landells , 
who has become a non-executive 
director and will be retained as a 
consultant to both MRSL and Harris 
Interactive. At the same time, 
Martin Callingham, visiting pro­
fessor at Birkbeck College, 
University of London, and formerly 
group market research director for 
Whitbread plc., continues as a non­
executive director of MRSL. In addi­
tion, a new executive committee has 
been formed, comprising Smith and 
MRSL founder directors Tim 
Baker , managing director of 
Magenta, Jon Darby, managing 
director of group operations, and 
Bernard Hudson, development 
director. Of the other founding direc­
tors, Roger Landells has moved to a 
non-executive director role and Joy 
Reynolds will retire. 

Crestwood Associates, a Kirkland, 
Wash ., research firm, has named 
Stephen Jensen as its research direc­
tor. In addition, Terry D. Roberts 
has joined the firm as a senior con­
sultant. 

David Hernandez has been 
appointed managing director of RTA 
Claritas Espana, a Madrid-based 
company of VNU Marketing 
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Information Europe. 

Mill ennium Resea rch In c., an 
Apple Valley, Minn., research firm , 
has named Terry Solom data pro­
cessing manager. 

Jay Wilson, chairman and CEO of 
Roper Starch Worldwide, has been 
inducted as the 59th member of the 
Market Research Counci l Hall of 
Fame. 

Caroline Thomas has rejoined the 
s taff of Con sumer Pulse, 
Birmingham, Mich ., where she will 
resume her responsibiliti es in the 
client service area. 

MAXimum Research, Inc., Cherry 
Hill , N.J. , has named Beth Malmud­
Dworkin vice president of client ser­
vices. 

Ipsos-Reid, a Washington, D.C. , 
research firm, has named Thomas 
Riehle president and COO of the 

company's new U.S. public affairs 
division. 

lgnea quality assurance team mem­
ber; Huanliang Xia developer- night­
ly build and setups; James Wu devel­
oper - WDS team member; Ken Lin 
developer - builder browser team 
member; and Sharmistha Chatterjee 
quality assurance team member. The 
firm has also welcomed back Janet 
Smith after her maternity leave. 

Encino, Calif. -based E-Poll has 
named Kurt Bensmiller vice presi­
dent, research. 

NFO WorldGroup has named 
Terry Schweizer vice president and 
general manager of NFO North 

I . I - i. I 
Bob Goodpaster has been named 

senior vice president and team leader 
of the Grand Rapids, Mich., office of 
Wirthlin Worldwide. 

~~.~~· , i 51 .. !l I 
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Ottawa-based data management 
software firm Beyond 20/20 Inc. has 
named Anne-Marie Vinet marketing 
communications coordinator; Bill 
White account executive; Daniela 

Armstrong 
America 's Chicago marketing office. 
In addition, Bridget Armstrong has 
been named senior vice president of 
NFO North America. 

RESEARCH 

In fact, our clients sleep so well when 

working with us some refer to Precision 

as their "I can sleep at night recruiting 

service". That is how we like to be 

viewed. You have plenty to be con­

cerned about without having to worry 

whether the field service you selected is 

diligently working on and managing 

your project from start to finish. We 

refuse to use home recruiters or outside 

recruiting services because we simply 

can't control the quality. All our recruit­

ing is done in house under close super­

vision. So why worry? Call Precision and 

get a good night's rest so you can be at 

your best. We'll see you at the group. 

CALL 84 7• 390• 8666 or l'isit our Web Site: ll'll'U'.preres.conl 
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Now you can access and purchase 
over 40,000 research reports from 

more than 350 publishers right from 
the Ouirks.com Web site. 

www.quirks.com/researchshop 

We've teamed with MarketResearch.com to bring you the largest database of marketing 
intelligence studies, competitor reports, industry analyses and other management-

related information. These reports from leading ~1/~UIRK'S 
publishers will help improve your decision-making and are 
a great supplement to your custom marketing research 

· 0 · R Sh · . . ....... Alii. Marketing Research Review 
proJects. The u1rk's esearch op: your cart 1s wa1t1ng. 



Moderator MarketPlace TM 

Usted below are names of companies specializing in qualitative research moderating. Included are contact personnel, addresses and phone numbers. 
Companies are listed alphabetically and are also classified by state and specialty for your convenience. Contact publisher for listing rates: Quirk's Marketing 
Research Review, P. 0. Box 23536, Minneapolis, MN 55423. Phone 952-854-5101. Fax 952-854-8191. Or visit www.quirks.com/mod_marketlindex.htm. 

ActiveFOCUS 
3832 Mintwood St. 
Pittsburgh, PA 15201 
Ph. 412-683-5975 
Fax 412-681-7975 
E-mail: cjrobbins@activefocus.com 
www.activefocus.com 
Contact: Carole J. Robbins 
Member: National Assoc. of Practicing 
Anthropologists & Qualitative Research 
Consultants Assoc. (QRCA). 

f.~: 
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Anderson 
Consulting 

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

Audience Insights 
42 Lake Ave. 
Framingham, MA 01702 
Ph. 508-879-3435 
Fax 253-322-4603 
E-mail: oneill11 @rcn .com 
Contact: Kevin O'Neill 
Fuii-Svc. Qual. & Quant. High-Tech., 
Media, Ent. 

AutoPaclflc, 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. 
1,750 Groups Moderate & Recruit. 

BAIGLOBAL 

BAIGioballnc. 
580 White Plains Rd . 
Tarrytown, NY 10591 
Ph . 914-332-5300 
Fax 914-631-8300 
E-mail: kpermut@baiglobal.com 
Contact: Kate Permut 
Contact: Steve Wolf 
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: BMRCqualresearch@aol.com 
Contact: Caryn Balaban, M.P.H. 
Health, Medical & Pharmaceutical. 
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BRC Field & Focus Services 
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: Luis N. Ortiz 
6 Moderators; All Subjects, In English or 
Spanish; U.S. & Latin America; 35+ 
Years Experience; Analysis/Reporting 
Services. 

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

C R Market Surveys 
9510 S. Constance, Ste. C-6 
Chicago, IL 60617 
Ph. 773-933-0548 
Fax 773-933-0558 
E-mail : crobinson@crmarket.com 
www.crmarket.com 
Contact: Cherlyn Robinson 
African-Amer. Mod. Who Specializes In 
African-Amer. Qual. Rsch. Svcs. 

RESEARCH 

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 40 Yrs. of Experience. 

CALO 
RESEARCH SERVICES 

Calo Research Services 
10250 Alliance Rd. 
Cincinnati , OH 45242 
Ph. 513-984-9708 
Fax 513-792-7404 
E-mail: ncalo@caloresearch.com 
www.caloresearch .com 
Contact: Nick Calo 
15+ Years B2B, Tech, Legal/Graduate 
Degrees Psych. & Marketing/Recruit 
Nationally From One Location. 

www.qulrks.com 
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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: dalelongfellow@cambridgere­
search.com 
www.cambridgeresearch.com 
Contact: Dale Longfellow 
High Tech, Executives, Bus.-To­
Bus., Ag., Specifying Engineers. 

CAMPOS 
M ARKET RESEARCH , I NC . 

Campos Market Research, Inc. 
216 Blvd. of the Allies 
Pittsburgh, PA 15222-1619 
Ph. 412-471-8484, ext. 507 
Fax 412-4 71-8497 
E-mail: dbalbo@campos.com 
www.campos.com 
Contact: Deb Balbo 
Full-Service Market Research. Gust Qual. 
& Quant. Rsch. Design/Analysis. 

Chamberlain Research Consultants, Inc. 
710 John Nolen Dr. 
Madison, WI 53713 
Ph. 608-246-301 0 
Fax 608-246-3019 
E-mail: crc@crcwis.com 
www.crcwis.com 
Contact: Sharon R. Chamberlain 
Contact: Tyler J. Walker 
Fuii-Svc. Quai./Quant. Experience With 
Cons., B2B, Gov't. , Mock Trials, Prod. 
Placement & Testing. 
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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., 
Telecommunications, Seniors, Brand 
Strategy Sessions, Name Development. 

Cultural Access Group 
445 S. Figueroa St., Ste. 2350 
Los Angeles, CA 90071 
Ph. 213-228-0300 
Fax 213-489-2602 
E-mail: info@accesscag.com 
www.accesscag.com 
Contact: David Morse 
Contact: Jan net Torres 
Latina/African-American/Asian, Full­
Service Market Research. 

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

Daniel Associates 
49 Hill Rd., Ste. 4 
Belmont, MA 02478 
Ph. 617-484-6225 
Fax 800-243-3493 
E-mail: sdaniel@earthlink.net 
http://home.earthlink.net/-sdaniel/ 
Contact: Stephen Daniel 
FOCUS/IT Understanding Technology 
Buying Processes. 

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

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

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

D/R/S Health Care Consultants 
121 Greenwich Rd ., Ste. 209 
Charlotte, NC 28211 
Ph. 704-362-5211 
Fax 704-362-5216 
E-mail: drsimon@mindspring.com 
Contact: Dr. Murray Simon 
Qualitative Market Research By A 
Former Provider. 
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Erlich Transcultural Consultants 
21241 Ventura Blvd. , Ste. 193 
Woodland Hills, CA 91364 
Ph. 818-226-1333 
Fax 818-226-1338 
E-mail: info@etcethnic.com 
www.etcethnic.com 
Contact: Andrew Erlich, Ph.D. 
Full Svc. Latino, Asian, African-Amer. , 
Amer. Indian Mktg. Rsch. 

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

Focus Latino 
1617 Cabinwood Cove 
Austin, TX 78746 
Ph . 512-306-7393 
Fax 512-328-6844 
E-mail : gcafocuslatino@austin .rr.com 
Contact: Guy Antonioli 
Specialize in Qualitative Hispanic 
Consumer Research. 

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. Online 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.focusedmr.com 
Contact: Vern Dougherty 
Insightful Analysis & Actionable 
Reports. Consumer, B-to-B, Internet, Rx 
& Pets Products. Call Us Today! 
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Franklin Communications 
200 Valley Rd. 
Mt. Arlington, NJ 07856 
Ph. 973-601-011 1 
Fax 973-601-01 09 
E-mail: michael@fc4research.com 
Contact: Michael Franklin 
Specializing in Healthcare Research 
Since 1982. 

Global Qualitative Group , LLC 
One World Trade Center 
121 S.W. Salmon St. , 11th floor 
Portland , OR 97204 
Ph. 503-471-1397 or 503-784-5110 
Fax 800-878-1422 or 253-681-8102 
E-mail: ghansen@globalqualitative.com 
www.globalqualitative.com 
Contact: Greg Hansen 
Focus Grps/ ln-Depths/Dyads/Triads/Dnline 
For Technology & Telecomm. Also Edu., 
Utilities, Gov't., Health care. Design/ 
Mgmt!Recruit/Mod/Ana/ysis/Report. 

g r a f f g r o u p f.:::J"""' 

Graff Group 
10178 Phaeton Dr. 
Eden Prairie, MN 55347 
Ph. 952-829-4640 
Fax 952-829-4645 
E-mail: carol@graffgroup.com 
www.graffgroup.com 
Contact: Carol Graff 
Partnering with Market Leaders to 
Deliver Qualitative Market, Customer & 
Competitive Intelligence, Focusing on 
Bus. -to-Bus. Challenges & Opportunities. 

Hispanic Research Inc. 
1 Springfield Rd. 
East Brunswick, NJ 08816 
Ph. 732-613-0060 
Fax 732-613-8612 
E-mail: info@hispanic-research.com 
www.hispanic-research.com 
Contact: Ricardo A. Lopez 
Contact: Otto Rodriguez 
Consulting Firm Specializing In U. S. 
Hispanic Market. Serving Firms 
Targeting U.S. Latino Market. Offices: 
Miami/New York. 

~HYPNOSIS 
'WJ 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. 

Image Engineering• 
Image Engineering , Inc. 
10510 Buckeye Trace 
Goshen, KY 40026 
Ph. 502-228-1858 
Fax 502-228-2829 
E-mail : listening@imageengineering.net 
www.imageengineering.net 
Contact: Michael C. Sack 
Image Engineering's Unique Visual 
Approach Uncovers Consumer Insights 
Unattainable Via Traditional Approaches. 

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. 

JUST THE FACTS!::. 
YO R INFORMATION SOUR C E •:1:: 

Just The Facts, Inc. 
P.O. Box 365 
Mt. Prospect, IL 60056 
Ph. 847-506-0033 
Fax 84 7-506-001 8 
E-mail: facts2@interaccess.com 
www.justthefacts.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-Svc./AII Expertise In-House/ 
Strategic Focus/B2B. 

Leflein Associates, Inc. 
1 Bridge Plaza 
Fort Lee, NJ 07024 
Ph. 201 -363-1661 
Fax 201-363-1663 
E-mail : bleflein@leflein.com 
www.leflein.com 
Contact: Barbara Leflein 
Strategic Focus. Experience In Broad 
Range of Categories. 

Leichliter Ascts . Mkt. Rsch ./ldea Dev. 
P.O. Box 788 FOR Station 
New York, NY 10150-0788 
Ph. 212-753-2099 
Fax 212-753-2599 
E-mail: leichliter@aol.com 
www.leichliter.com 
Contact: Betsy Leichliter 
High- Yield Focus Grps., Interviews, 
Worksessions. Classic & New 
Approaches. Face-to-Face/Phone/ 
Internet. NYC & Chicago Offices, Global 
Resources. 

www.quirks.com 

Loretta Marketing Group 
13935 S.W. 102 Court 
Miami, FL 33176 
Ph. 305-232-5002 
Fax 305-232-801 0 
E-mail: lmg801 O@bellsouth .net 
Contact: Jim Loretta 
U.S. Hispanic/Latin Amer. Consumer 
Rsch. 25 Yrs. Exp. Bilingual/Bicultural. 
Born in Mexico/Educated in the U.S. 

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 Reaource Aaaoc let11 

Market Resource Associates 
15 S. Fifth St. , 8th floor 
Minneapolis, MN 55402 
Ph. 800-795-3056 
Fax 612-334-3121 
E-mail : john.cashmore@mraonline.com 
www.mraonline.com 
Contact: John Cashmore 
Exp. with Architects, Builders, 
Remodelers, DIY, Lawn & Garden. 

--1 51'95111ti.,1riti"'' 
RESEARCH CONSULTANTS 

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/High­
Tech/lnternet/Telecomm. 

Marketing Matrix International, Inc. 
2566 Overland Ave., Ste. 716 
Los Angeles, CA 90064 
Ph. 310-842-8312 
Fax 31 0-842-7212 
E-mail : moran@markmatrix.com 
Contact: Marcia Selz, Ph.D. 
Foe. Grps., In-Depth lntvs. & Surveys For 
Financial Svce. Companies. 

MarkatRasponsal m !J; I fl II 
MarketResponse International 
6385 Old Shady Oak Rd. , Ste. 270 
Minneapolis, MN 55344 
Ph. 952-943-2230 
Fax 952-943-2320 
E-mai l: decide@marketresponse.com 
www.marketresponse.com 
Contact: Tom Pearson 
Dynamic Groups & Powerful Reports That 
Clients Love! QRCA Member. 
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MCC Qualitative Consulting 
100 Plaza Dr. 
Secaucus, NJ 07094 
Ph. 201-865-4900 or 800-998-4777 
Fax 201-865-0408 
E-mail: info@meadowcc.com 
Contact: Andrea Schrager 
Insightful, Innovative, lmpactful, Action­
Oriented Team Approach. 

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

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

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

.dttl1chelson 
~;ociates,lnc. 
Strategic Market ing 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, 
Inspired Global Thinking. 

Millennium Research, Inc. 
7493 W. 147th St. , Ste. 201 
Apple Valley, MN 55124 
Ph. 952-431-6320 
Fax 952-431-6322 
E-mail : millenres@aol.com 
Contact: Jan Johnson 
Nat'/. & tnt'/. Focus Groups, Executive 
Interviews, Fast Turnaround. 
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Francesca Moscatelli , M.S. 
6 Hemlock Rd. 
South Salem, NY 10590 
Ph . 914-629-2162 
Fax 914-533-2244 
E-mail: romana@optonline.net 
Contact: Francesca Moscatelli 
Latino Bi-Lingual/Bi-Cultural Groups; 
ORCA Member. 

NOP, Strategic Research , Inc. 
11654 Plaza America Dr. , Ste. 174 
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 High-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@opinions-unlimited.com 
www.opinions-unlimited.com 
Contact: Anndel Martin 
Qual. & Quant. Strategic Thinkers; Bus., 
High- Tech, Med., Cons. 

Outsmart Marketing 
2840 Xenwood Ave. 
Minneapolis, MN 55416 
Ph . 952-924-0053 
Fax 952-924-0920 
Contact: Paul Tuchman 
Ten Years of Full-Service Nationwide 
Research. 

Pat Henry Group 
Tower City Center 
230 Huron Rd. N.W. , Ste. 100.43 
Cleveland , OH 44113 
Ph . 800-229-5260 
Fax 216-531-9724 
E-mail : sstone@pathenry.com 
www.thepathenrygroup.com 
Contact: Susan Stone 
Luxurious Facility Expert Recruiting. 
Central Location. 

Planet Latino Market Intelligence, Inc. 
4837 S.W. 147th Place 
Miami , FL 33185 
Ph . 305-480-0096 
Fax 305-480-7732 
E-mai l: latinoplanet@aol.com 
www.marketplanetlatino.com 
Contact: Horacia Segal, President 
Qual. Rsch. Specializes in U.S. 
Hispanic/Latin America. AI/ Indus. 
Consumer/Prof./Bicul. Teens. Ads. 

Primary Insights, Inc. 
801 Warrenville Rd. , Ste. 185 
Lisle, IL 60532 
Ph. 630-963-8700 
Fax 630-963-8756 
E-mail : deb@primaryinsights.com 
www.primaryinsights.com 
Contact: Deb Casey 
Sensitive Topics. Ideation. In-Depth 
Analysis. Action-Oriented 
Recommendations. 

www.quirks.com 

The Research Department 
220 E. 73rd St. , Ste. ?D 
New York, NY 1 0021 
Ph. 212-717-6087 
Fax 212-717-6382 
E-mail : alexabsmith@earthlink.net 
Contact: Alexa Smith 
Experienced Specialist in Fu/1-Svc. Qual. 
Rsch. - Focus Grps., lndiv. Depth 
Interviews, Mini Grps. Skilled High 
Quality Moderating. Over 25 Yrs. Exp. 

Jay L. Roth & Associates, Inc. 

Jay L. Roth & Associates, Inc. 
27 First St. 
Syosset, NY 11791-2504 
Ph. 516-921-3311 
Fax 516-921-3861 
E-mail : 
JayLRothAssoc@compuserve.com 
Contact: Jay L. Roth 
Expert Moderator & Marketer Delivers 
on Promises! More than 20 Years 
Experience! Great Groups, Insights & 
Reports! 

I J 
STlATlC I C MAkK(T I N(i lESEAlCH 

Saurage Research 
12946 Dairy Ashford 
Sugar Land , TX 77478 
Ph. 800-828-2943 
Fax 281-494-0009 
E-mail: ssaurage@SaurageResearch.com 
www.SaurageResearch.com 
Contact: Susan Saurage-Aitenloh 
Full-Service, Qual. & Quant., 20+ Years 
Exp., Strategy, Image, Branding, B2B, 
B2C, In-Person & Online. 

SCHNELLER­

~ualitative 
~ 

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

SIL Group 
413 N.E. Third St. 
Delray Beach, FL 33483 
Ph. 561-997-7270 
Fax 561-997-5844 
E-mail : sil@silgroup.net 
www.silgroup.net 
Contact: Timm Sweeney 
Qualitative Specialists Since 1983. 
Business-to-Business & International. 

James Spanier Research 
120 E. 75th St. 
New York, NY 1 0021 
Ph . 212-472-3766 
E-mail : paninfo@ix.netcom.com 
Contact: Jim Spanier 
Excellent focus groups and interviews in 
many categories. Serving domestic and 
international clients since 1986. 

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. 

Sunbelt Research Associates 
1001 N. U.S. One, Ste. 310 
Jupiter, FL 33477 
Ph. 561-744-5662 
E-mail : info@sunbeltresearch.com 
www.sunbeltresearch.com 
Contact: Barbara L. Allan 
20+ Years Exp.; Business & Consumer 
Studies; Nat'/. & tnt'/. Exp. 

; 

!taarrt:: 
Rese a rc h 
G roup, Inc. .. 

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. 

Turnstone Research, Inc. 
570 Carved Terrace 
Colorado Springs, CO 80919-1 129 
Ph. 71 9-266-0949 
Fax 719-266-0946 
Email: sandra@turnstoneresearch.com 
www.turnstoneresearch.com 
Contact: Sandra Trujillo 
Qual. & Quant. Rsch. Focus Groups In 
Many Categories. 

Understanding Unltd. 
81 6 Delta Ave. 
Cincinnati , OH 45226 
Ph. 513-871-4644 
Fax 513-871-2292 
E-mail : info@understanding-unltd .com 
www.understanding-unltd .com 
Contact: Dennie Patton 
Contact: Susan Wissman 
Full-Service Qual. Firm; 9 Moderators 
Design & Direct U.S. & Global Research; 
Concept/Positioning Develop. Specialty. 

VIew Finders Market Research 
11 Sandra Lane 
Pearl River, NY 1 0965 
Ph . 845-735-7022 
Fax 845-735-7256 
www.view-finders.com 
Contact: Janet Gaines 
Specializing in Advertising, Political, 
Consumer and Business-to-Business 
Research. Complete Project 
Management. 

79 



Moderator MarketPlace TM 

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

Arizona Illinois Outsmart Marketing Understanding Unltd. 

Balaban Market Research Consulting C R Market Surveys New Jersey BRC Field & Focus Services C&R Research Services, Inc. Oregon 
Just The Facts, Inc. Franklin Communications Global Qual itative Group, LLC 

California Leichliter Assoc. Mktg. RschJidea Dev. Hispanic Research Inc. 

Jeff Anderson Consulting, Inc. Marketing Advantage Rsch. Cnslts. Leflein Associats, Inc. Pennsylvania 
AutoPacific, Inc. Primary Insights, Inc. MCC Qualitative Consulting Act ive FOCUS 

Cultural Access Group Strategic Focus, Inc. New York 
Campos Market Research, Inc. 

Erlich Transcultural Consultants Data & Management Counsel, Inc. 

Hypnosis Focus Groups Iowa BAIGioballnc. FOCUSED Marketing Research, Inc. 

Marketing Matrix International , Inc. Essman/Research Decision Drivers 

Meczka Mktg./Rsch./Cnsltg ., Inc. Fader & Associates Texas 
Kentucky Focus Plus, Inc. Cunningham Research Associates 

Colorado Image Engineering, Inc. Knowledge Systems & Research, Inc. Focus Latino 

Cambridge Associates, Ltd. Leichliter Ascts. Mkt. Rsch ./ldea Dev. Opinions Unlimited, Inc. 

Turnstone Research, Inc. Maryland Francesca Moscatelli , M.S. Saurage Research 

Low+ Associates, Inc. The Research Department 

Florida Jay L Roth & Associates, Inc. Virginia 
Loretta Marketing Group Massachusetts Paul Schneller Qualitative LLC NOP, Strategic Research , Inc. 

Planet Latino Market Intelligence, Inc. Audience Insights James Spanier Research 

SIL Group Daniel Associates Thorne Creative Research Washington 
Sunbelt Research Associates, Inc. Dolobowsky Qualitative Services, Inc. View Finders Market Research Burr Research/Reinvention 

Target Market Research Group, Inc. Prevention 

Minnesota North Carolina 
Georgia Cambridge Research, Inc. D/R/S Health Care Consultants Wisconsin 
Creative Focus, Inc. Graff Group Medical Moderators, Inc. Chamberlain Research Consultants, Inc. 

Michelson & Associates, inc. Market Resource Associates 
Ohio Germany MarketResponse International 

MedProbe™ Inc. Calo Research Services insight europe gmbh 

Millennium Research , Inc. Pat Henry Group 

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

ADVERTISING AGRICULTURE MarketResponse International MarketResponse International 

Jeff Anderson Consulting, Inc. Cambridge Associates, Ltd. Matrixx Marketing-Research Div. MCC Qualitative Consulting 

Balaban Market Research Consulting Cambridge Research, Inc. Millennium Research, Inc. 

C&R Research Services, Inc. FOCUSED Marketing Research , Inc. BIO-TECH NOP Business Strategic Research 

Cambridge Associates, Ltd. Millennium Research , Inc. Leichliter Ascts. Mkt. Rsch/ldea Dev. Pat Henry Group 

Cambridge Research, Inc. MedProbe, Inc. The Research Department 

Creative Focus, Inc. ALCOHOLIC BEV. Jay L. Roth Associates, Inc. 

Decision Drivers C&R Research Services, Inc. BUILDING PRODUCTS Saurage Research 

Erlich Transcultural Consultants Paul Schneller Qualitative LLC 

Fader & Associates 
James Spanier Research Market Resource Associates 

Global Qualitative Group, LLC ARTS & CULTURE BUS.-TO-BUS. 
CABLE 

Image Engineering, Inc. C&R Research Services, Inc. 
Millennium Research, Inc. Strategic Focus, Inc. Access Research, Inc. Leflein Associates, Inc. 
Outsmart Marketing BAIGioballnc. 
Planet Latino Market Intelligence ASIAN BRC Field & Focus Servics CHILDREN 
The Research Department Cultural Access Group C&R Research Services, Inc. 

C&R Research Services, Inc. 
Jay L. Roth Associates, Inc. Data & Management Counsel , Inc. Calo Research Services 

Saurage Research Erlich Transcultural Consultants Cambridge Associates, Ltd. Fader & Associates 

Paul Schneller Qualitative LLC Cambridge Research, Inc. Image Engineering, Inc. 

ASSOCIATIONS Creative Focus, Inc. Just The Facts, Inc. 

AFRICAN-AMERICAN Data & Management Counsel , Inc. Outsmart Marketing 
Low+ Associates, Inc. Fader & Associates Thorne Creative Research 

C R Market Surveys FOCUSED Marketing Research , Inc. 
Cultural Access Group AUTOMOTIVE COMMUNICATIONS 
Erlich Transcultural Consultants 

Just The Facts, Inc. 

Image Engineering, Inc. AutoPacific, Inc. Knowledge Systems & Research, Inc. RESEARCH 
C&R Research Services, Inc. Leichliter Ascts. Mkt. Rsch/ldea Dev. Cambridge Associates, Ltd. 
Erlich Transcultural Consultants Market Resource Associates 
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Moderator MarketPlace TM 
Creative Focus, Inc. Alexander + Parker MedProberM Inc. 
MarketResponse International Image Engineering, Inc. Saurage Research INTERNET 
NOP, Strategic Research Gala Research Services 
Jay L. Roth Associates, Inc. EXECUTIVES HIGH-TECH Fader & Associates 

COMPUTERSMARDWARE 
BAIGioballnc. Jeff Anderson Consulting, Inc. FOCUSED Marketing Research, Inc. 
C&R Research Services, Inc. Gala Research Services Global Qualitative Group, LLC 

Global Qualitative Group, LLC Gala Research Services Global Qualitative Group, LLC Image Engineering, Inc. 
Leichliter Ascts. Mkt. Rsch/ldea Dev. Decision Drivers Leflein Associates, Inc. Knowledge Systems & Research, Inc. 
NOP Business Strategic Research Fader & Associates NOP, Strategic Research Leichliter Ascts. Mkt. Rsch/ldea Dev. 

Image Engineering, Inc. Primary Insights, Inc. Low+ Associates, Inc. 
COMPUTERS/MIS Low+ Associates, Inc. Jay L. Roth Associates, Inc. Jay L. Roth Associates, Inc. 

C&R Research Services, Inc. Marketing Advantage Rsch . Cnslts. Saurage Research 

Gala Research Services The Research Department James Spanier Research INTERNET SITE 
Cambridge Associates, Ltd. Jay L. Roth Associates, Inc. CONTENT & DESIGN 
Daniel Associates Paul Schneller Qualitative LLC HISPANIC FOCUSED Marketing Research , Inc. 
Fader & Associates BRC Field & Focus Servics 
Leichliter Ascts. Mkt. Rsch/ldea Dev. FINANCIAL SERVICES Cultural Access Group INVESTMENTS 
Marketing Advantage Rsch . Cnslts. Jeff Anderson Consulting, Inc. Data & Management Counsel , Inc. 
NOP, Strategic Research BAIGioballnc. Erlich Transcultural Consultants Leichliter Ascts. Mkt. Rsch/ldea Dev. 

Burr Research/Reinvention Focus Latino 
LATIN AMERICA CONSUMERS Prevention Hispanic Research Inc. 

BRC Field & Focus Servics C&R Research Services, Inc. Image Engineering, Inc. Cultural Access Group 

C&R Research Services, Inc. Cambridge Associates, Ltd. Loretta Marketing Group Loretta Marketing Group 

Decision Drivers Cambridge Research, Inc. Francesca Moscatelli, M.S. Planet Latino Market Intelligence 

Fader & Associates Fader & Associates Planet Latino Market Intelligence 

Just The Facts, Inc. FOCUSED Marketing Research , Inc. Target Market Research Group, Inc. MEDICAL PROFESSION 
Knowledge Systems & Research, Inc. Leichliter Ascts. Mkt. Rsch/ldea Dev. Balaban Market Research Consulting 
Market Resource Associates Low+ Associates, Inc. HOUSEHOLD Cambridge Associates, Ltd. 
Marketing Advantage Rsch. Cnslts. Marketing Matrix International, Inc. PRODUCTS/CHORES D/R/S Health Care Consultants 
Pat Henry Group MCC Qualitative Consulting 

The Research Department Franklin Communications 
Planet Latino Market Intelligence Jay L. Roth Associates, Int. 

Paul Schneller Qualitative LLC Matrixx Marketing-Research Div. 
The Research Department The Research Department Medical Moderators, Inc. 
Jay L. Roth Associates, Inc. 

FOOD PRODUCTS/ HUMAN RESOURCES MedProbe™ Inc. 
Saurage Research Pat Henry Group 

NUTRITION ORGANIZATIONAL DEV. Paul Schneller Qualitative LLC 
CUSTOMER Active FOCUS Primary Insights, Inc. 

SATISFACTION BAIGioballnc. 
IDEA GENERATION 

MULTIMEDIA 
BAIGioballnc. C&R Research Services, Inc. Marketing Advantage Rsch. Cnslts. 

Global Qualitative Group, LLC Image Engineering, Inc. BAIGioballnc. 

Low+ Associates, Inc. Just The Facts, Inc. C&R Research Services, Inc. NEW PRODUCT DEV. 
Market Resource Associates Outsmart Marketing Creative Focus, Inc. 

Active FOCUS 
The Research Department Global Qualitative Group, LLC BAIGioballnc. 

DIRECT MARKETING Jay L. Roth Associates, Inc. Image Engineering, Inc. 
C&R Research Services, Inc. 

Paul Schneller Qualitative LLC Just The Facts, Inc. 
BAIGioballnc. Primary Insights, Inc. Cambridge Associates, Ltd. 

Strategic Focus, Inc. FOREST PRODUCTS Thorne Creative Research Data & Management Counsel , Inc. 
Fader & Associates 

DISTRIBUTION Market Resource Associates 
IMAGE STUDIES 

Global Qualitative Group, LLC 
Just The Facts, Inc. 

Burr Research/Reinvention GENERATION X Cambridge Associates, Ltd. Leflein Associates, Inc. 
Prevention 

Thorne Creative Research Image Engineering, Inc. Leichliter Ascts. Mkt. Rsch/ldea Dev. 
MarketResponse International Market Resource Associates 

EDUCATION HEALTH & BEAUTY 
Saurage Research Marketing Advantage Rsch. Cnslts. 

Cambridge Associates, Ltd . Millennium Research , Inc. 
Just The Facts, Inc. PRODUCTS INSURANCE Outsmart Marketing 
Lefle in Associates, Inc. BAIGioballnc. Burr Research/Reinvention Primary Insights, Inc. 
Marketing Advantage Rsch. Cnslts. Image Engineering, Inc. Prevention The Research Department 

Paul Schneller Qualitative LLC Erlich Transcultural Consultants Jay L. Roth Associates, Inc. 

ELECTRONICS - Leichliter Ascts. Mkt. Rsch/ldea Dev. Saurage Research 

CONSUMER HEALTH CARE Low+ Associates, Inc. Paul Schneller Qualitative LLC 

MarketResponse International Jeff Anderson Consulting, Inc. 
INTERACTIVE PROD./ NON-PROFIT Balaban Market Research Consulting 

EMPLOYEE D/R/S Health Care Consultants SERVICES/RETAILING Leflein Associates, Inc. 
Erlich Transcultural Consultants Leichliter Ascts. Mkt. Rsch/ldea Dev. Turnstone Research , Inc. Fader & Associates Low+ Associates, Inc. ONLINE FOCUS GROUPS 
Franklin Communications Saurage Research ETHNOGRAPHIC Knowledge Systems & Research, Inc. INTERNATIONAL 

RESEARCH Low+ Associates, Inc. Fader & Associates PACKAGED GOODS 
Active FOCUS MarketResponse International 

Primary Insights, Inc. ActiveFOCUS Medical Moderators, Inc. 
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BAIGioballnc. POSITIONING RESEARCH Paul Schneller Qualitative LLC TOURISM/HOSPITALITY 
C&R Research Services, Inc. Paul Schneller Qualitative LLC Image Engineering, Inc. 
Image Engineering, Inc. TEACHERS Leflein Associates, Inc. 
Just The Facts, Inc. PUBLIC POLICY RSCH. Leflein Associates, Inc. 
Jay L. Roth Associates, Inc. 

Cambridge Associates, Ltd. TOYS/GAMES 
PACKAGE DESIGN Leflein Associates, Inc. TEENAGERS Fader & Associates 

C&R Research Services, Inc. 
RESEARCH PUBLISHING Fader & Associates TRANSPORTATION SVCES 
Image Engineering, Inc. Cambridge Associates, Ltd . MCC Qualitative Consulting Low+ Associates, Inc. 
The Research Department Leichliter Ascts. Mkt. Rsch/ldea Dev. Planet Latino Market Intelligence Strategic Focus, Inc. 

Marketing Advantage Rsch . Cnslts. Thorne Creative Research 
PARENTS James Spanier Research TRAVEL 
Fader & Associates TELECOMMUNICATIONS 

Cambridge Associates, Ltd . 
RETAIL BAIGioballnc. Image Engineering, Inc. 

PET PRODUCTS Knowledge Systems & Research, Inc. Calo Research Services James Spanier Research 
Cambridge Research, Inc. Leflein Associates, Inc. Creative Focus, Inc. 

FOCUSED Marketing Research , Inc. MCC Qualitative Consulting Daniel Associates UTILITIES Erlich Transcultural Consultants MarketResponse International Pat Henry Group 
Global Qualitative Group, LLC Cambridge Associates, Ltd . 

Primary Insights, Inc. 
Knowledge Systems & Research, Inc. Knowledge Systems & Research , Inc. 

SENIORS Leichliter Ascts. Mkt. Rsch/ldea Dev. Turnstone Research, Inc. 
PHARMACEUTICALS Burr Research/Reinvention Marketing Advantage Rsch . Cnslts. 
Active FOCUS Prevention MarketResponse International VETERINARY MEDICINE 
BAIGioballnc. Leflein Associates, Inc. MCC Qualitative Consulting FOCUSED Marketing Research , Inc. 
Balaban Market Research Consulting Primary Insights, Inc. NOP, Strategic Research Paul Schneller Qualitative LLC 
C&R Research Services, Inc. The Research Department 
Cambridge Associates, Ltd. SMALL BUSINESS/ Jay L. Roth Associates, Inc. WEALTHY D/R/S Health Care Consultants ENTREPRENEURS Leflein Associates, Inc. Fader & Associates TELECONFERENCING 
Leich liter Ascts. Mkt. Rsch/ldea Dev. FOCUSED Marketing Research , Inc. 

MarketResponse International Cambridge Research, Inc. YOUTH 
MCC Qualitative Consulting SOFT DRINKS, BEER, WINE Leichliter Ascts. Mkt. Rsch/ldea Dev. 

Image Engineering , Inc. 
Medical Moderators, Inc. C&R Research Services, Inc. 

TELEPHONE FOCUS 
Leflein Associates, Inc. 

MedProbe™ Inc. Cambridge Associates, Ltd . MarketResponse International 
Paul Schneller Qualitative LLC Jay L. Roth Associates, Inc. GROUPS 

POLITICAUSOCIAL 
C&R Research Services, Inc. 

SPORTS Cambridge Associates, Ltd. 
RESEARCH FOCUSED Marketing Research , Inc. Leichliter Ascts. Mkt. Rsch/ldea Dev. 

Cambridge Associates, Ltd. MedProbe, Inc. 

Francesca Moscatelli , M.S. STRATEGY DEVELOPMENT Millennium Research, Inc. 

Saurage Research 

-R e I s 
A Great Opportunity 

Tell your clients and associates about your success with professional, custom reprints . 
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• Distribute to potential clients 

• Include with marketing materials and proposals 

• Use at trade shows and events 

• Display in your oHice 

• Create a direct mail piece 

To o rder repri nts from this issue c all FostBRBIIrlnts: 1.800.382.0808, ext. 132 

M i n u mum o r d er 5 00 re rin ts. 
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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 

AIM Employee Research Services 
625 N. Michigan Ave ., Suite 500 
Chicago, IL 60611 
Ph. 312-475-0034 
Fax 312-649-1646 
E-mail: amsurvey@aol.com 
Laurie Ashcraft, Partner 

ACG 
RESEARCH 
SOLUTIONS 

ACG Research Solutions 
An IBM Company 
Pierre Laclede Center 
7701 Forsyth, Suite 1100 
St. Louis, MO 63105 
Ph. 314-719-8213 
Fax 314-726-2503 
E-mail: sjlemon@us.ibm.com 
www.ibm.com 
Stephen Lemon , Sr. Manager of Data Collection 

ACG Research Solutions, a full-service market 
research company, provides clients with customer 
satisfaction/loyalty studies using a proprietary 

model. Our data center includes 40 computer­
equipped stations using Ci3 CATI software. Our 
qualitative capabilities include experienced mod­
erators on staff and a state-of-the-art focus group 
facility. In addition, we offer clients wireless inter­
active audience measurement studies. 
(See advertisement on p. 84) 

ADVANTAGE 
RESEARCH 
INCORPORATED 

Advantage Research, Inc. 
W202 N1 0246 Lannon Rd. 
Germantown, WI 53022 
Ph. 262-502-7000 or 877-477-7001 
Fax 262-502-701 0 
E-mail : ssegrin@ariadvantage.com 
www.ariadvantage.com 
Scott Segrin , V.P. Operations 

Dedicated to personalized , responsive , and result­
driven full-service research , we strive to exceed 
your expectations. Our experienced staff can work 
with you to design a customer satisfaction loyal­
ty and retention program right for your organiza­
tion. We provide focus groups, personal inter­
views, mail , computer-aided telephone, and online 
surveys in addition to questionnaire development, 
data processing, statistical anaylsis, and action­
able, decision-oriented reports and presentations. 
(See advertisement on p. 85) 

PROVIDING TOOLS FOR A COMPETITIVE ADVANTAGE 

ACG~ 
RESEARCH 
SOLUTIONS 

Pierre Laclede Center 
7701 Forsyth Blvd. 
Suite 1100 
St. Louis, Missouri 63105 

314·726·3403 
Fax: 314-726-2503 
An IBM company 

Our staff provides the 
research tools Fortune 500 
clients need to achieve a 
competitive advantage. 

Let us put our experience to 
work for you in our new facilities. 

RAMS TM (Rapid Analysis 
Measurement System) Dial, an 
interactive electronic response 

technology for large groups. 

Quantitative data collection 
utilizing computer-aided 

phone interviews. 

A state·of·the·art focus 
group facility in St. Louis 
offering FREE videotaping. 

Experienced focus group 
moderators and one·on·one 

executive interviewers. 

Sophisticated database 
technology for analysis 

and warehousing. 

Multivariate analyses, 
including conjoint analysis 
and perceptual mapping. 

ADVANTIS Research & Consulting, Inc. 
2600 Eagan Woods Dr., Suite 130 
St. Paul , MN 55121 
Ph. 651-452-8632 or 651-681-5654 
Fax 651-452-9820 
E-mail : marketing@advantisresearch.com 
www.advantisresearch . com 

Alliance Research, Inc. 
2845 Chancellor Dr. 
Crestview Hills, KY 41017 
Ph. 859-344-0077 
Fax 859-344-0078 
E-mail: info@all ianceresearch.com 
www.allianceresearch .com/1119.htm 
Clint Brown, President 

Analysis Research 
7290 Clairemont Mesa Blvd . 
San Diego, CA 92111 
Ph. 858-268-4800 or 800-998-4801 
Fax 858-268-4892 
E-mail : info@analysisresearch.com 
www.analysisresearch .com 
Mark Deboskey 

Anderson, Niebuhr & Associates, Inc. 
North park Corp. Center 
6 Pine Tree Dr. , Suite 200 
Arden Hills, MN 55112 
Ph . 651-486-8712 or 800-678-5577 
Fax 651-486-0536 
E-mail : info@ana-inc.com 
www.ana-inc.com 
Marsha Niebuhr 

Answers Research, Inc. 
462 Stevens Ave ., Suite 303 
Solana Beach , CA 92075 
Ph. 858-792-4660 or 800-293-3282 
Fax 858-792-1075 
E-mail: info@answersresearch.com 
www.answersresearch.com 
AI Fitzgerald , President 

Applied Decision Analysis l lC 
A wholly-owned subsidiary of PriceWaterhouseCoopers 
68 Willow Road 
Menlo Park, CA 94025 
Ph . 650-688-8600 
Fax 650-688-8610 
E-mail : lynne.weber@us.pwcglobal.com 
www.adainc.com 
Lynne Weber, Partner 

Appl ied Marketing Science , Inc. 
303 Wyman St. 
Waltham, MA 02451 
Ph. 781-684-1230 ext. 127 
Fax 781-684-0075 
E-mail: emoran@ams-inc.com 
www.ams-inc.com 
Eileen Moran, Principal 

ARC Research Corporation 
14 Commerce Dr. 
Cranford , NJ 07016 
Ph . 908-276-6300 
Fax 908-276-1301 
E-mail : dbelt@arcresearch.com 
www.arcresearch.com 
Doug Belt 
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Aspen Systems Corporation 
2277 Research Blvd . 
Rockville , MD 20850 
Ph. 301-519-5000 
Fax 301-519-6333 
E-mail: pmccarthy@aspensys.com 
www.aspensys.com/what/services1 O.html 
Patrick McCarthy, Vice President 

Attitude Measurement Corporation 
75 James Way 
Southampton, PA 18966 
Ph . 215-364-1440 
Fax 215-364-3912 
E-mail : AMC@amcglobal.com 
www.amcglobal.com 
Raymond P. Roshkoff, President 

The Auchincloss Company 
1001 S. Marshall St. , Suite 108 
Winston-Salem, NC 27101 
Ph . 888-THE-AUCH or 336-725-6200 
Fax 336-725-6208 
E-mail : auchco@theauchco.com 
www.theauchco.com 
Philip S. Auchincloss, President 

AudienceProfiler 
1100 Mar West, Suite A 
Tiburon , CA 94920 
Ph . 415-789-5741 
Fax 415-789-5752 
E-mail : info@audienceprofiler.com 
www.audienceprofiler.com 

Audits & Surveys Worldwide 
The Audits & Surveys Building 
650 Avenue of the Americas 
New York, NY 10011 
Ph. 212-627-9700 or 800-27 4-3577 
Fax 212-627-2034 
E-mail: info@aws.nopworld.com 
www.surveys.com 

AutoData Systems 
6111 Blue Circle Dr. 
Minneapolis, MN 55343 
Ph. 952-938-4710 or 800-662-2192 
Fax 952-938-4693 
E-mail : sales@autodata.com 
www.autodata.com 
Joanne Norris, Sales Manager 

BAIGioballnc. 
580 White Plains Rd . 
Tarrytown, NY 10591 
Ph. 914-332-5300 
Fax 914-631-8300 
E-mail : kpermut@baiglobal.com 
www.baiglobal.com 
Kate Permut, V.P. Marketing 

Bare Associates International, Inc. 
3251 Old Lee Hwy., Suite 209 
Fairfax, VA 22030 
Ph . 800-296-6699 ext. 3131 
Fax 703-591-6583 
E-mail : mbare@baiservices.com 
www.baiservices.com 
Michael Bare, President 

Have You 
Lost Your 

Direction? 

October 2001 www.quirks.com 

EEDS 
& A SS O C IATE S. IN C 

Barry leeds & Associates, Inc. 
38 E. 29th St. 
New York, NY 10016-7911 
Ph . 212-889-5941 
Fax 212-889-6066 
E-mail : info@barryleedsassoc.com 
www.barryleedsassoc.com 
Paul Lubin , President & CEO 

Founded in 1977, we help companies satisfy the 
complex needs of customers, Wall Street, employ­
ees as well as government regulatory agencies. 
Our "Boardroom Quality" programs help improve 
customer satisfaction while ensuring that your 
sales and service practices maximize revenues 
and treat customers fairly. Selected modules 
include mystery shopping, WebShop - national 
panel of Internet shoppers, benchmark customer 
satisfaction , employee satisfaction , defector, fair 
treatment and focus groups. 
(See advertisement on p. 87) 

Frances Bauman Associates 
23 Girard St. 
Marlboro, NJ 07746 
Ph . 732-536-9712 
Fax 732-536-3256 
Fran Bauman , Owner 
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Bay Area Research 
9936 Liberty Rd. 
Randallstown, MD 21133 
Ph. 410-922-6600 
Fax 41 0-922-6675 
E-mail : baya@erols.com 
www. bayareamarketi n g research .com 
Tamara Zwingelberg, President 

Bellomy Research, Inc. 
2150 Country Club Rd ., Suite 300 
Winston-Salem, NC 27104 
Ph. 800-443-7344 
Fax 336-721-1597 
E-mail : johnsessions@bellomyresearch.com 
www.bellomyresearch.com 
John Sessions, President 

Berkey Research 
9310 Carmel Mountain Rd ., SuiteD 
San Diego, CA 92129 
Ph. 858-538-5920 
Fax 858-538-5996 
E-mail : berkeyc@earthlink.net 
Cheryl Berkey, Owner 

BestMark 
4915 W. 35 St. , Suite 206 
Minneapolis, MN 55416 
Ph . 800-514-8378 
Fax 952-922-0237 
E-mail : info@bestmark.com 
www.bestmark.com 
Ann Jennings, President/CEO 

The Blackstone Group 
360 N. Michigan Ave ., Suite 1500 
Chicago, IL 60601 
Ph . 312-419-0400 
Fax 312-419-8419 
E-mail: info@bgchicago.com 
www.bgglobal.com 
Ashref Hashim, President 

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 

Booth Research Services, Inc. 
1120 Hope Rd ., Ste ., 200 
Atlanta, GA 30350 
Ph. 770-992-2200 or 800-727-2577 
Fax 770-642-4535 
E-mail : dottie@boothresearch.com 
www.boothresearch.com 
Peter Booth, President 

Bosma & Associates lnternationai /Web ­
Surveys.Net 
1420 Fifth Ave ., 22nd fl. 
Seattle, WA 98101 
Ph . 800-377-2945 
Fax 800-377-0866 
E-mail : moreinfo@bosma-associates.com 
www.bosma-associates.com 
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Bourget Research Group 
29 S. Main St. 
West Hartford, CT 06107 
Ph. 860-561-1300 
Fax 860-561-1771 
E-mail : brgroup@ix.netcom.com 
www. bourgetresearch .com 
A. Charles Bourget, Jr., President 

Brand Keys , Inc. 
9 W. 29th St. , 5th fl. 
New York, NY 10001-4510 
Ph . 212-532-6028 
Fax 212-532-6090 
E-mail : keys@brandkeys.com 
www.brandkeys.com 

Irwin Broh & Associates 
1011 E. Touhy Ave ., Suite 450 
Des Plaines, I L 60018 
Ph . 847-297-7515 
Fax 847-297-7847 
E-mail : info@irwinbroh.com 
www.irwinbroh .com 
David Waitz, President 

Burke 
Burke Customer Satisfaction Associates 
Ph. 800-264-9970 
Fax 513-684-7717 
E-mail : bcsa@burke.com 
www.burke.com 
Rod Gober, Sr. V.P., Gen . Mgr. 

Burke CSA works with clients to develop mea­
surement and management processes for "closing 
the loop" with customers to create long-term cus­
tomer value, loyalty and improved business per­
formance. Burke CSA allows companies to see 
their performance through their customers' per­
spective to ensure long-term productivity and prof­
itability. For more information visit our Web site at 
www.burke.com. 
(See advertisement on p. 43) 

Business Intelligence Associates , Inc. 
4021 Fairfax Dr. 
Columbus, OH 43220 
Ph. 614-487-6550 
Fax 614-487-6551 
E-mail : nikki@bizintell.com 
www.bizintell.com 

The Business Research Lab 
255 Oser Ave. 
Hauppauge, NY 11788 
Ph. 888-776-6583 
Fax 631-435-3287 
E-mail : thelab@busreslab.com 
www.busreslab.com 
Stewart Goldberg, Managing Partner 

C R Market Surveys 
9510 S. Constance, Suite C-6 
Universal City Professional Bldg. 
Chicago, IL 60617-4734 
Ph . 800-882-1983 or 773-933-0548 
Fax 773-933-0558 
E-mail : crobinson@crmarket.com 
www.crmarket.com 
Cherlyn Robinson , Project Coordinator 

RES EAR C H 

C&R Research Services, Inc. 
Creative & Response Research Services, Inc. 
500 N. Michigan Ave ., 12th fl. 
Chicago, IL 60611 
Ph . 312-828-9200 
Fax 312-527-3113 
E-mail : info@crresearch.com 
www.cr-research.com 
Megan Burdick, Dir. Business Development 

C&R Research Services, Inc. is a full-service cus­
tom market research and consulting company. 
C&R provides customer satisfaction research in 
both the business-to-business and consumer are­
nas. C&R executes this research using various 
methodologies, including online, phone and mail 
interviewing. With over 40 years of experience in 
conducting superior research analysis, C&R can 
provide directional insights and findings . 
(See advertisement on Back Cover) 

Cambridge Research , Inc. 
3521 W. 24th St. 
Minneapolis, MN 55416 
Ph. 612-929-8450 
Fax 612-929-8460 
E-mail : dalelongfellow@cambridgeresearch.com 
www.cambridgeresearch .com 
Dale Longfellow, President 

Camelford Graham Research Group 
2300 Yonge St. , Suite 1001 
Toronto, ON M4P 1 E4 
Canada 
Ph . 416-440-1016 
Fax 416-440-1468 
E-mail : cg@camelfordgraham.on .ca 
www.camelfordgraham.on .ca 

Campos Market Research, Inc. 
216 Boulevard of the Allies 
Pittsburgh, PA 15222-1619 
Ph. 412-471-8484 
Fax 412-471-8497 
E-mail : dbalbo@campos.com 
www.campos.com 
Debra J. Balbo, Dir. , Client Services 

Campos Research & Analysis 
6921 E. Nichols Pl. 
Englewood, CO 80112-3131 
Ph. 303-267-0453 
E-mail : campos@cr-a.com 
Rusty Campos, President 
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Capture, Inc. 
1944 Warwick Ave ., Suite 1 
Warwick, Rl 02889 
Ph. 401-732-3269 
Fax 401-739-2401 
E-mail : resource@captureinc.com 
www.captureinc.com 

CGT Research International 
1100 - 675 W. Hastings St. 
Vancouver, BC V6B 1 N2 
Canada 
Ph . 604-681-0381 
Fax 604-681-0427 
E-mail: adipaula@cgtnet.com 
www.cgtnet.com 
Adam Di Paula, President 

Cheskin 
255 Shoreline Dr. , Suite 100 
Redwood Shores, CA 94065-1404 
Ph . 650-802-2100 
Fax 650-593-1125 
E-mail : info@cheskin .com 
www.cheskin .com 
Felipe Korzenny, Principal 

Colwell & Salmon Communications, Inc. 
24 Computer Dr. W. 
Albany, NY 12205 
Ph. 800-724-5318 or 518-482-1596 
Fax 518-482-1998 
E-mail: wcolwell@colwell-salmon.com 
www.colwell-salmon .com 
Jennifer Holland, Market Research Manager 

October 2001 

OMMON 
KNOWLEDGE 

MARKETING RESEARCH SERVICES FOR THE 21ST CENTURY 

Common Knowledge Research Services 
16200 Dallas Pkwy., Suite 140 
Dallas, TX 75248 
Ph . 800-710-9147 or 972-732-7323 
Fax 972-732-1447 
E-mail : info@commonknowledge.com 
www.commonknowledge.com 
Steve Lavine, President 

Internet or IVR surveys, virtual focus groups, field 
service or full service. Affordable, flexible , quick 
digital data collection . Internet surveys - add 
graphics, Web pages, sound or video. In-house 
capabilities . Our Inclusive™ Surveys combine 
Internet with IVR - lowers costs and increases 
respondent access. Satisfaction , employee sur­
veys, product evaluation , Web site review, and 
more. Instant, real-time results . Over one million 
profiled Internet households and businesses avail­
able or we'll create a custom panel for you . Let us 
guide your firm in the 21st century of marketing 
research . 
(See advertisement on p. 32) 

Communications Center, Inc. 
1350 Connecticut Ave., N.W. , Suite 1102 
Washington , DC 20036 
Ph . 202-223-4747 
Fax 202-223-4245 
E-mail: bids@cciclientservices.com 
www.ccico rpo rate . com 
Michael Mermelstein, Exec. Vice President 

www.quirks.com 

Communique Partners 
824 E. Street 
San Rafael , CA 94901 
Ph . 415-453-9030 
Fax 415-457-5519 
E-mail : chris .yalonis@communiquepartners.com 
www.communiquepartners.com 

Consumer Pulse, Inc. 
725 S. Adams Rd ., Suite 265 
Birmingham, Ml 48009 
Ph . 800-336-0159 or 248-540-5330 
Fax 248-645-5685 
E-mail: cpi@consumerpulse.com 
www.consumerpulse.com 

Consumer Response/P&W Corp. 
700 Plaza Dr. 
Secaucus, NJ 07094 
Ph . 201-865-4444 
Fax 201-865-7110 
E-mail: consresp@carroll .com 
Alfred F. Peruzzi , President 

ConsumerQuest 
12100 Wilshire Blvd ., Suite 1135 
Los Angeles , CA 90025 
Ph . 310-207-6605 
Fax 310-207-6009 
E-mail : survey@consumerquest.com 
www.consumerquest.com 
Cory Schwartz, President 
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Convergys Marketing Research Services 
4600 Montgomery Rd . 
Cincinnati , OH 45212 
Ph. 800-344-3000 
Fax 513-458-1315 
E-mail : marketing@convergys.com 
www.convergys.com 
Lien Yoder 

Creative Research Services, Inc. 
4725 Peachtree Corners Circle, Suite 210 
Norcross, GA 30092 
Ph. 770-246-0298 
Fax 770-246-0378 
E-mail : ken .pia@creativeresearch .com 
www. creative research . com 
Ken Pia, President 

Creative Research Systems 
411 B St. , Suite 2 
Petaluma, CA 94952 
Ph. 707-765-1001 
Fax 707-765-1 068 
E-mail : surveys@usa.net 
www.surveysystem.com 
Lisa Bacon , V.P. Sales 

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

m~ 
Research Inc. 

Custom Research Inc. 
8401 Golden Valley Rd . 
P. 0. Box 27900 
Minneapolis, MN 55427-0900 
Ph . 763-542-0800 
Fax 763-542-0864 
E-mail : kpowaga@customresearch .com 
www.customresearch.com 
Ken Powaga, Sr. Vice President 

Flexible customer satisfaction/loyalty programs 
that clearly communicate priority improvement 
and actions needed to improve the bottom line. CRI 
designs start-up programs or provides analysis 
and works with clients to improve actionability of 
existing programs. CRI is the only market research 
firm to earn the Malcolm Baldrige National Quality 
Award . Our customer-focused business strategy 
pays off with superior results. 
(See advertisement on p. 66) 

The Customer Loyalty Research Center 
9100 Keystone Crossing Blvd. , Suite 135 
Indianapolis, IN 46240 
Ph . 317-574-0606 
Fax 317-574-0707 
E-mail : airvan@loyaltyresearch .com 
www.loyaltyresearch.com 
Alice lrvan 
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CustomerSat, Inc. 
1049 Terra Bella Ave. 
Mountain View, CA 94043 
Ph . 650-234-8000 
Fax 650-934-0949 
E-mail : expert@customersat.com 
www.customersat.com 
John Chisholm, President 

The Dallas Marketing Group, Inc. 
12720 Hillcrest Rd ., Su ite 880 
Dallas, TX 75230 
Ph . 972-991-3600 
Fax 972-239-5613 
E-mail: e.stone@dallasmarketinggroup.com 
www.dallasmarketinggroup.com 
Edward Stone, Chairman 

Data & Management Counsel, Inc. 
P.O. Box 1609 
135 Commons Ct. 
Chadds Ford , PA 19317-9724 
Ph . 610-459-4700 
Fax 610-459-4825 
E-mail : datamngt@aol.com 
www.DMChome.com 
Bill Ziff-Levine, Managing Director 

Data and Strategies Group, Inc. 
190 N. Main St. 
Natick, MA 01760 
Ph . 508-653-9990 
Fax 508-653-7799 
E-mail : dsginc@dsggroup.com 
www.dsggroup.com 
Eugene Briskman, Managing Director 

Data Based Insights, Inc. 
2300 Lincoln Hwy. 
Langhorne, PA 19047 
Ph. 215-702-8301 
Fax 215-702-8303 
E-mail : smarchant@dbiresearch.com 
www.dbiresearch.com 
Steve Marchant, President 

Data Development Corporation, Inc. 
120 Fifth Ave. 
New York, NY 10011 
Ph . 212-633-1100 
Fax 212-633-6499 
E-mail : info@datadc.com 
www.datadc.com 

DATA RECOGNITION 

DRC 
CORPORATION 

Data Recognition Corporation 
13490 Bass Lake Rd. 
Maple Grove, MN 55311 
Ph. 763-268-2000 or 800-826-2368 
Fax 763-268-3002 
www.datarecog n itio nco rp . com 
Director, Business Development Services 

Data Recognition Corporation is a nationally rec­
ognized survey research and information man­
agement firm focused on helping organizations 
strengthen their partnership with customers and 
employees. DRC offers full-service process, tech­
nology and research expertise for large-scale cus­
tomer satisfaction , employee opinion and 360-

degree assessment survey programs while pro­
viding cutting-edge Internet and traditional data 
capture and reporting solutions. 
(See advertisement on p. 89) 

Data Research Services 
3323 Chamblee - Dunwoody Rd. 
Atlanta, GA 30341 
Ph. 770-455-0114 
Fax 770-458-8926 
E-mail : jon@dataservice.com 
www.dataservice.com 

Davidson-Peterson Associates 
A Division of Dig ital Research , Inc. 
201 Lafayette Center 
Kennebunk, ME 04043-1853 
Ph. 207-985-1790 
Fax 207-985-5569 
E-mail : karen .peterson@digitalresearch.com 
www.dpaonline.com 
Karen Peterson , Managing Director 

Decision Diagnostics, Inc. 
320 Lake St. 
Evanston , IL 60201-4618 
Ph . 847-492-1583 
Fax 847-492-1584 
E-mail : aswhitedd@worldnet.att.net 
Alvah White, President 

Decision Resource , Inc. 
6120 S.W. 132nd St. 
Miami, FL 33156-7135 
Ph . 305-666-0476 
Fax 305-665-5168 
E-mail : info@decisionresource.net 
www.decisionresource.net 
Howard Waddell , President 

Deeper Knowledge Research 
Div. Meridian Business Resources & Cnsltg ., Inc. 
27140 Colo Hwy. 7 4 
Evergreen , CO 80439 
Ph . 800-670-2387 
Fax 800-671 -0860 
E-mail : research@dkronline.com 
www.dkronline.com 

Delphi Market Research, Inc. 
2 - 6 River St. 
Medford, MA 02155-4772 
Ph. 781-393-6600 
Fax 781-393-6666 
E-mail : info@delphimarketing.com 
www.delphimarketing.com 
Karen P. Goncalves, President 

Dennis And Company Research, Inc. 
2500 Windy Ridge Pkwy., Suite 1270 
Atlanta, GA 30339 
Ph . 770-818-0060 
Fax 770-818-0069 
E-mail: mstraus@dacresearch.com 
www.dacresearch.com 
Michael Strauss, Chairman/CEO 
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Survey Process Consulting 
Your increasingly- ophi ticated research requirements demand an 

experienced partner. DRC has managed customer satisfaction surveys, 360. 

feedback programs, and employee opinion surveys for over 20 years. We 

stake our reputation on state-of-the-art re earch consulting and technology 

olution that help you reach your objective . 

Key to accompli hing that goal i our project management team-a cross­

functional team of professionals that ensure expert implementation of your 

survey program. They tart by listening to you. Then, team members work 

hand-in-hand to deliver high quality, timely solutions that meet your needs. 

Count on DRC to provide eamle s e ecution of your survey project from 

start to fini h. The re ults are extraordinary . 

Customer Satisfaction Surveys • Employee Surveys • 360" Feedback • Web Surveys and Reports • Research Consulting 



Diagnostics Plus, Inc. 
1333 S. Allen St. 
State College, PA 16801 
Ph. 814-238-7936 
Fax 814-231-7672 
E-mail: paulw@diagnosticsplus.com 
www.diagnosticsplus.com 
Paul Weener, President 

The Dieringer Research Group, Inc. 
3064 N. 78th St. 
Milwaukee, WI 53222 
Ph. 414-449-4545 or 800-489-4540 
Fax 414-449-4540 
E-mail: research@thedrg .com 
www.thedrg .com 
Pam Renick, Exec. Vice President 

Digital Research , Inc. 
201 Lafayette Center 
Kennebunk, ME 04043-1853 
Ph. 207-985-7660 
Fax 207-985-5569 
E-mail : bob.domine@digitalresearch.com 
www.digitalresearch.com 
Bob Domine, President 
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Full Service Marketing Research & Consulting 

Directions In Research 
8593 Aero Dr. 
San Diego, CA 92123 
Ph. 800-676-5883 or 619-299-5883 
Fax 619-299-5888 
E-mail: info@diresearch.com 
www.diresearch.com 
David Phife, President 
Gretchen Ponts, Director of Research 

Directions In Research is a full-service market 
research firm which has successfully conducted 
regional and national quantitative and qualitative 
market research studies for over 15 years. Our pro­
jects have spanned the gamut of market research 
ranging from market share analysis to customer 
satisfaction tracking studies . The consulting 
department is composed of experienced market 
research consultants, project directors and ana­
lysts who provide strategic planning, analysis and 
reporting. Capabilities include study and ques­
tionnaire design (telephone , intercept, online), 

advanced analytical techniques, skilled moderators 
and comprehensive reporting methods. All data 
collection is supported in-house, which includes 
over 100 CAT I telephone interviewing stations and 
bilingual interviewing capabilities. 
(See advertisement on p. 90) 

Directions Research , Inc. 
401 E. Court St. , Suite 200 
Cincinnati , OH 45202 
Ph. 513-651-2990 
Fax 513-651-2998 
E-mail : info@directionsresearch.com 
www.directionsresearch.com 
Randolph N. Brooks, President 

Disher Strategic Research , LLC 
873 Fenchurch Ct. 
Cincinnati , OH 45230 
Ph. 513-232-1603 or 888-9-DISHER 
Fax 513-232-8187 
E-mail : dave@disher.com 
www.disher.com 
Dave Disher, President 

Doane Marketing Research, Inc. 
1807 Park 270 Dr., Suite 300 
P.O. Box 46904 
St. Louis, MO 63146 
Ph . 216-491-9515 ext. 211 
Fax 216-491-4076 
E-mail: dtugend@doanemr.com 
www.doanemr.com 
David Tugend , V.P. Client Services 

DSS Research 
711 E. Lamar Blvd ., Suite 101 
Arlington, TX 76011-3854 
Ph . 817-265-2422 
Fax 817-261-0707 
E-mail : rgates@dssresearch .com 
www.dssresearch.com 
Roger Gates, President/CEO 

DV Research, Inc. 
8901 Woodbine Ave. , Suite 100 
Markham, ON L3R 9Y4 
Canada 
Ph . 905-513-7413 
Fax 905-513-7576 
E-mail : fgamble@dvresearch .ca 
www.dvresearch .ca 
Fergus Gamble, Partner 

Eagle Research - Atlanta 
One Dunwoody Park, Suite 128 
Atlanta, GA 30338 
Ph . 770-395-6090 or 770-350-7704 
Fax 770-671-9708 
E-mail : joel.reish@eagleresearch .com 
www.eagleresearch .com 

Eagle Research - Denver 
14818 W. 6th Ave ., Suite 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 

EBK Research Associates, Inc. 
1781 Egan Way 
Lake Oswego, OR 97034 
Ph . 503-675-0616 
E-mail : mebakeratl@aol.com 

Elliott Benson 
1234 H St. , Suite 200 
Sacramento, CA 95814 
Ph . 916-325-1670 
Fax 916-498-0394 
E-mail : ebinfo@elliottbenson.com 
www.elliottbenson.com 
Jaclyn Benson , President 

Elrick & Lavidge 
1990 Lakeside Pkwy., 3rd fl. 
Tucker, GA 30084 
Ph. 770-621-7600 or 800-456-1314 
Fax 770-723-6408 
E-mail: pws@elavidge.com 
www.elrickandlavidge.com 
Paul Sherrington, Vice President 

Energy Market Solutions 
16 Perimeter Park Dr., Suite 104 
Atlanta, GA 30341 
Ph . 770-455-6994 
Fax 770-455-6474 
www.energymarketsolutions.com 
Dick Wight, President 

BUSINESS TO BUSINESS 
DATA COLLECTION 
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• Meticulous Project Management 
• Accurate Reporting 
• Highly Trained Interviewers 
• Excellent Gatekeeper Techniques 
• Convenient Remote Monitoring 
• 100+ CA Tl Stations 
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Directions In Research, Inc. 
8593 Aero Drive 

San Diego, CA 92123 
(800) 67 6--5883 

Fax: ( 619) 299-5888 
info@ Dl Resea rch.com 

http: II www.diresearch.com 
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Essential Resources, LLC 
45 Park PlaceS., Suite 330 
Morristown, NJ 07960 
Ph . 908-832-6979 
Fax 908-832-6970 
E-mail : erllc@na2k.net 
Tim Friel 
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FIND/SVP, Inc. 
Customer Satisfaction and Loyalty Group 
625 Avenue of the Americas 
New York, NY 10011-2020 
Ph . 212-633-4510 
Fax 212-807-2688 
E-mail : CSLGinfo@findsvp.com 
www.findsvp.com/about/cslg 
Ken Ash , V.P. lnt'l. Strategic Research 

I 

The Customer Satisfaction and Loyalty Group of 
FIND/SVP conducts in-depth customer satisfaction 
measurement programs customized to meet our 
clients ' unique requirements . Our studies gener­
ate candid customer opinions and critical com­
petitive information. These results become tools to 
help you create and implement long-term com­
petitive market strategies which let you improve 
your bottom line. 
(See advertisement on p. 91 ) 

Flake-Wilkerson Market Insights, LLC 
333 Executive Ct. , Suite 100 
Little Rock, AR 72205 
Ph . 501-221-3303 or 800-327-8831 
Fax 501-221-2554 
E-mail : research@mktinsights.com 
www. mktinsights.com 
George Wilkerson, President 

Food Insights/Insights Research Group 
51 Germantown Court, Su ite 201 
Memphis, TN 38018 
Ph. 901 -755-9911 or 888-755-9911 
Fax 901-755-1006 
E-mail : judy.patton@foodins ights.com 
www.foodinsights.com 
Judy Patton , Sr. V.P. Mkt. Rsch . 

J. Franke Enterprises 
16695 Meadowbrook Lane 
Wayzata, MN 55391 
Ph. 952-473-1275 
Fax 952-4 73-1443 
E-mail : JeffFranke@aol.com 
Jeff Franke, Founder 

Galli Research Services 
3742 Bernard St. 
Ch icago, IL 60618 
Ph . 773-4-SURVEY 
Fax 773-478-7899 
Paul Galli , President 

Global Qualitative Group, LLC 
One World Trade Center 
121 S.W. Salmon St. , 11th fl. 
Portland , OR 97204 
Ph. 503-471-1397 
Fax 800-878-1422 
E-mail : info@globalqualitative.com 
www.globalqualitative.com 

Goldfarb Consultants 
4950 Yonge St. , Su ite 1700 
Toronto, ON M2N 6K1 
Canada 
Ph. 800-803-6332 or 416-221-9200 
Fax 416-221-2214 
E-mail : info@goldfarbconsultants.com 
www.goldfarbconsultants.com 
Todd Gillam 

Greenfield Online 
21 River Rd ., 2nd fl. 
Wilton , CT 06897 
Ph. 203-834-8585 
Fax 203-834-8686 
E-mail : info@greenfield.com 
www.greenfield.com 

Halogen Software Inc. 
1400 Blair Place , 5th fl. 
Gloucester, ON K1 J 9B8 
Canada 
Ph. 866-566-7778 or 613-7 44-2254 
Fax 613-7 44-4001 
E-mail : info@halogensoftware.com 
www.halogensoftware.com 
Yuon Martel 

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

Hammer Marketing Resources 
179 Inverness Rd . 
Severna Park, MD 21146 
Ph. 410-544-9191 
Fax 305-675-3277 
E-mail : info@gohammer.com 
www.gohammer.com 
Bill Hammer, Principal 

@Harris Interactive 
Harris Interactive 
Corporate Headquarters 
135 Corporate Woods 
Rochester, NY 14623 
Ph . 877-919-4765 
E-mail : info@harrisinteractive.com 
www.harrisinteractive.com/CM61 

Harris lnteractivesM (Nasdaq: HPOL) is a worldwide 
market research and consulting firm, best known 
for The Harris Poll and its pioneering use of the 
Internet to conduct scientifically accurate market 
research via one of the world 's largest online pan­
els. The company has more than 45 years of expe­
rience in supplying clients with actionable knowl­
edge across multiple markets. Through its U.S. and 
Global Network offices, the company conducts 
international research in multiple, localized lan­
guages . For more information about Harris 
Interactive, visit www.harrisinteractive.com. EOE 
M/F/DN. 
(See advertisement on Inside Back Cover) 

We faced a similar problem last year. 
But a study from FIND/SVP's 

Customer Satisfaction & Survey 
Research Practice helped us turn our 

themback? \ 

~c!:!~$j/~>., business around! 
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FIND/SVP's Customer Satisfaction Measurement 
programs provide Fortune 1 ,000 multi-nationals with an 

in-depth assessment of customer needs and loyalty. 
Call us and learn how you can align your company around 

the customer and benchmark future performance. 

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

Customer Satisfaction & Survey 

Research Practice 
Listen to the Voice of Your Customers. sM 

Contact: Ken Ash (212) 633-4510 or email him at KASH@findsvp.com 
625 Avenue of the Americas - New York, NY 10011 • http://www.findsvp.com 
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Hase/Schannen Research Associates, Inc. (HSR) 
231 Clarksville Rd. 
P.O. Box 2061 
Princeton , NJ 08543 
Ph . 609-799-3939 
Fax 609-799-4134 
E-mail : hsr@hsra.com 
www.hsra.com 
Paul Hase, President 

Peter Honig Associates, Inc. 
333 Old Tarrytown Rd . 
White Plains, NY 10603 
Ph. 914-946-7300 
Fax 914-946-4378 
E-mail : research@peterhonig .com 
www.peterhonig.com 
Peter Honig , President 

The HSM Group, Ltd . 
4725 N. Scottsdale Rd ., Suite 351 
Scottsdale, AZ 85251 
Ph. 480-947-8078 
Fax 480-481-0747 
E-mail: bronkesh@hsmgroup.com 
www.hsmgroup.com 

I.D .ENTITY 
P.O. Box 1686 
Brea, CA 92822 
Ph. 800-355-9817 
Fax 800-355-9814 
www.identitypulse.com 

I.S.I.S.-Integrated Strategic Information Services 
2160 Ward Way 
Woodside, CA 94062 
Ph . 650-298-8555 
Fax 650-298-9555 
E-mail : isis@isisglobal.com 
Marc C. Limacher, Managing Director 

1/HIR Research Group 
Quality Marketillf( R esearch That Works . 

1/H/R Research Group 
4440 S. Maryland Pkwy. , Suite 203 
Las Vegas, NV 89119 
Ph. 702-734-0757 
Fax 702-734-6319 
E-mail: IHRRRA2@aol.com 
Lynn Stalone, Partner 

Looking for a great data col lection source for your 
customer satisfaction research? Then 1/H/R 
Research Group has the technology and experi­
ence you're looking for! 140 networked for Ci3 
CATI , WINCati and ACS Query. Fast turnaround , 
highest quality data collection, competitive prices. 
MRA interviewer training program. Silent moni­
toring , state-of-the-art computer systems and 
CATIHelp management system. 
(See advertisement on p. 50) 
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ICOO 
ICR/International Communications Research 
605 W. State St. 
Media, PA 19063 
Ph . 610-565-9280 
Fax 610-565-2369 
E-mail : icr@icrsurvey.com 
www.icrsurvey.com 
Steven McFadden, President 

Full-service market research firm with particular 
emphasis on customer satisfaction and loyalty 
research . ICR offers the full array of consulting ser­
vices for service quality improvement efforts 
through qualitative "discovery," quantitative mea­
surement of your customers' needs and expecta­
tions, formalized analysis and presentation, imple­
mentation , and subsequent performance track­
ing . ICR's areas of expertise include consumer 
and industrial products and services, computer 
technology, telecommunications, utility services, 
pharmaceutical products , and food services 
among others. 
(See advertisement on p. 27) 

lnfoTek Research Group, Inc. 
4915 S.W. Griffith Dr., Suite 200 
Beaverton , OR 97005 
Ph . 503-644-0644 
Fax 503-641-0771 
E-mail : Steveb@infotekresearch.com 
www.infotekresearch.com 
Steve Boespflug , V.P./Principal 

INNER Strategic Market Research 
C/ Velazquez 109 
28006 Madrid 
Spain 
Ph. +34-91-411-84-70 
Fax +34-91-562-68-13 
E-mail : inner@inner.es 
www.inner.es 

lnnotech Market Research Ltd. 
30 Wertheim Ct. , Unit 25 
Richmond Hill , ON L4B 1 B9 
Canada 
Ph . 905-882-8843 or 877-882-8843 
Fax 905-882-8515 
E-mail: phil@innotechmarketresearch.com 
www.innotechmarketresearch .com 
Phil Weintraub 

lnquisite 
3001 Bee Caves Rd ., Suite 220 
Austin , TX 78746 
Ph. 512-225-6800 or 800-581-7354 (sales) 
Fax 512-328-0584 
E-mail : info@inquisite.com 
www.inquisite.com 
Sam Goodner, CEO 

INRA Deutschland GmbH 
Papenkamp 2 - 6 
23879 Moelln 
Germany 
Ph. +49-4542-801-0 
Fax +49-4542-801-201 
E-mail: mai lbox@inra.de 
www.inra.de 
Hella Glagow, Managing Director 

The Insight Works, Inc. 
111 Fifth Ave ., 1Oth fl. 
New York, NY 10003 
Ph . 212-674-3100 
Fax 212-477-5642 
E-mail : mark@theinsightworks.net 
www.theinsightworks.net 
Mark Cooper, Executive Director 

INTAGE Inc. 
Global Services 
1-4-1 , Honcho, 
Higashikurume-shi 
Tokyo 203-8601 
Japan 
Ph . +81-4-2476-5164 or +81-424-76-5178 
Fax +81-4-2476-5178 
E-mail : global-service@intage.co.jp 
www.intage.co.jp 
Geoffrey Pickens, Business Development 

Interactive Marketing & Research, Inc. 
3411 Rea Forest Dr. 
Charlotte, NC 28226 
Ph. 704-341-3270 
Fax 704-341-3269 
E-mail : research@inter-active.com 
www.inter-active.com 
Riley Kirby, President 

Issues and Answers Network, Inc. 
5151 Bonney Rd ., Suite 100 
Virginia Beach , VA 23462 
Ph . 757-456-1100 or 800-23-ISSUE 
Fax 757-456-0377 
E-mail : peterm@issans.com 
www.issans.com 
Peter McGuinness, President 

IT21 Solutions 
1339 Orange Ave ., Suite 11A 
Coronado, CA 92118 
Ph. 619-437-8404 or 619-517-5505 
Fax 253-540-2929 
E-mail : hnevitt@it21 solutions.com 
www.it21 surveys.com 

IVRsurveys.com 
6115 Saintsbury Dr., Suite 23 
The Colony, TX 75056 
Ph . 888-359-9054 
Fax 248-928-5263 
E-mail: markm@ivrsurveys.com 
www.ivrsurveys.com 
Mark Mulch, President 

JRA, J. Reckner Associates , Inc. 
587 Bethlehem Pike, Suite 800 
Montgomeryville, PA 18936-97 42 
Ph . 215-822-6220 
Fax 215-822-2238 
E-mail : info@reckner.com 
www.reckner.com 

JRP Marketing Research Services 
100 Granite Dr., Terrace Level 
Media, PA 19063 
Ph. 610-565-8840 
Fax 61 0-565-8870 
E-mail : jrpmark@j rpmr.com 
www.jrpmr.com 
Paul R. Frattaroli , President 
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Just The Facts, Inc. 
P.O. Box 365 
Mt. Prospect, I L 60056 
Ph. 847-506-0033 
Fax 84 7-506-0018 
E-mail : facts2@interaccess.com 
www.justthefacts.com 
Bruce Tincknell , President 

Kadence (UK) Ltd 
6th floor, Carlton House 
Carlton Drive 
London SW1 S 2DS 
United Kingdom 
Ph . +44-20-8246-5400 
Fax +44-20-8246-5401 
E-mail : kadenceuk@kadence.com 
www.kadence.com 
Simon Everard, Managing Director 

Kadence Business Research 
85 Speen St. 
Framingham, MA 01701 
Ph . 508-620-1222 
Fax 508-620-1223 
E-mail : ojenkins@us.kadence.com 
www.kadence.com 
Owen Jenkins, CEO 

Kopel Research Group, Inc. 
28 Kennedy Rd. 
Sharon, MA 02067-2322 
Ph . 800-75-KOPEL or 781-784-3343 
Fax 413-280-8397 
E-mail : phil@kopel.com 
www.kopel.com 

Kubba Consultants, Inc. 
2720 River Rd ., Suite 200 
Des Plaines, I L 60018 
Ph . 847-296-1224 
Fax 84 7-296-1226 
E-mail : EdKubba@aol.com 
www.kubbainc.com 
Ed Kubba, President 

lein/Spiegelhoff, Inc. 
720 Thomas Ln. 
Brookfield, WI 53005 
Ph. 262-797-4320 
Fax 262-797-4325 
E-mail : ls@execpc.com 
www.lein-spiegelhoff.com 
Chuck Spiegelhoff, President 

leone Marketing Research 
4250 Alafaya Trl. , Suite 212-410 
Oviedo, FL 32765 
Ph . 407-977-0948 
Fax 407-977-8553 
E-mail: ftrimboli@cfl.rr.com 
Felicia Leone Trimboli , President 

Lieberman Research Worldwide 
1900 Avenue of the Stars, 15th fl. 
Los Angeles, CA 90067 
Ph. 310-553-0550 
Fax 310-553-4607 
E-mail: dsackman@lrwonline.com 
www.lrwonline.com 
Dave Sackman, President 
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The listener Group 
1163 Gulf Breeze Pkwy. 
Gulf Breeze, FL 32561 
Ph . 877-616-8363 
Fax 850-934-7 454 
E-mail: info@listenergroup.com 
www.listenergroup.com 
Robert Smith, President/CEO 

low + Associates' groupsatlow 
5454 Wisconsin Ave., Suite 1400 
Chevy Chase, MD 20815-6994 
Ph. 301-951-9200 
Fax 301 -986-1641 
E-mail: focusgroups@lowassociates.com 
www.groupsatlow.com 
Nan Russell , V.P. Market Intelligence 

luth Research 
1365 Fourth Ave. 
San Diego, CA 92101 
Ph. 619-234-5884 
Fax 619-234-5888 
E-mail: info@luthresearch.com 
www.luthresearch.com 
Charles T. Rosen , Exec. Vice President 

M/A/R/C" Research 
7770 Bent Branch Dr. , Suite 100 
Irving, TX 75063-3612 
Ph . 800-884-6272 or 972-506-3901 
Fax 972-506-3612 
E-mail : Karen.Ahlgrim@marcresearch.com 
www.marcresearch.com 
Karen Ahlgrim, Chief Marketing Officer 

We work closely with clients to design and imple­
ment customer value management systems to 
improve operations , motivate employees, and 
strengthen client value positions and customer 
loyalty, thereby improving business performance. 
Because meaningful improvements stem only from 
understanding what drives customers' value per­
ception , we focus on discovering customer needs, 
measuring performance, evaluating customer-per­
ceived value, and developing action plans. 
(See advertisement on p. 61) 

Maritz Research 
1355 N. Highway Dr. 
Fenton , MO 63099 
Ph. 636-827-8532 or 800-446-1690 
Fax 636-827-8605 
E-mail : maritzresearch@maritz.com 
www.maritzresearch.com 
Phil Wiseman , V.P. Marketing 

Maritz Research provides an array of marketing 
research services to many of the world 's largest 
consumer and business-to-business marketers. 
Specializing in the automotive, telecom, financial , 
hospitality, retail and health care sectors, Maritz 
Research has developed unique research prod­
ucts including eQuest5

M, Magnet5
M, Maritz Stats®, 

Reality Works®, 80/20® and more. Only research 

www.quirks.com 

company to achieve the coveted ISO 9001 accred­
itation for U.S. operations. 
(See advertisement on pp. 11 , 65) 

Market Advantage Consulting & Software 
1751 W. Diehl Rd ., Suite 150 
Naperville, IL 60563 
Ph. 630-428-1847 
Fax 630-428-1947 
E-mail: info@marketadvantageconsult.com 
www.marketadvantageconsult.com 

Market Attitude Research Services Pty Ltd 
Suite 18, 20-24 Gibbs Street 
(P 0 Box 214) 
Miranda, NSW 2228 
Australia 
Ph. +61-2-9525-3200 
Fax +61-2-9525-3656 
E-mail: collins@mars.bu.aust.com 
www.citysearch.com.au/syd/m 
David Collins, Managing Director 

~:+'"''._ .. )Mtktti~~g ,, 
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Market Connections, Inc. 
13135 Lee Jackson Memorial Hwy., Suite 380 
Fairfax, VA 22033 
Ph. 703-378-2025 
Fax 703-378-2318 
E-mail : lisad@marketconnectinc.com 
www.marketconnectinc.com 
Lisa Dezzutti , President 

A woman-owned full-service research firm spe­
cializing in focus groups, telephone, mail and Web 
surveys, customer satisfaction studies, strategic 
and marketing plan development and competitor 
analysis. Polished reports and presentations. 
Actionable recommendations. Special expertise in 
high-tech, telecommunications, advertising, asso­
ciations and government. 
(See advertisement on p. 95) 

Market Perceptions, Inc. 
Health Care Research, Inc. 
240 St. Paul St. , Suite 100 
Denver, CO 80206 
Ph. 303-388-0873 
Fax 303-388-3822 
E-mail : kweiss@marketperceptions.com 
www.marketperceptions.com 
Karl Weiss, President 

Market Probe International, Inc. 
114 E. 32nd St. , Suite 1603 
New York, NY 10016-5506 
Ph. 212-725-7676 
Fax 212-725-7529 
E-mail : alan@marketprobeint.com 
www.marketprobeint.com 
Alan Appelbaum, President 

Market Probe, Inc. 
2655 N. Mayfair Rd. 
Milwaukee, WI 53226-1310 
Ph . 414-778-6000 
Fax 414-778-3730 
E-mail : info@marketprobe.com 
www.marketprobe.com 
T.R . Rao, Ph.D. , President & CEO 
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Market Research Associates 
17320 Redhill Ave ., Suite 370 
Irvine, CA 92614 
Ph. 949-833-9337 
Fax 949-833-2110 
E-mail : cesar@mra-us.com 
www.mraus.com 
Barbara Foster, President 

We are a full-service market research company. We 
have a state-of-the-art focus group room and CATI 
stations for telephone interviewing. Please visit 
our Web site for more information. 
(See advertisement on p. 51) 

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, President 

Market Researchers & Analysts 
11833 Canon Blvd ., Suite 100 
Newport News, VA 23606 
Ph. 800-868-0330 ext. 1 00 or 757-873-0900 ext. 1 00 
Fax 757-873-8451 
E-mail : peggy@mr-a.com 
www.mr-a.com 
Peggy Moulton-Abbott, Director 

Market Resource Associates, Inc. 
15 S. Fifth St. , 8th fl. 
Minneapolis, MN 55402 
Ph. 612-334-3056 or 800-795-3056 
Fax 612-334-3121 
E-mail: john.cashmore@mraonline.com 
www.mraonline.com 
John Cashmore, CEO 

Market Trends Pacific, Inc. 
1001 Bishop St. , Suite 505 
Honolulu, HI 96813 
Ph. 808-532-0733 
Fax 808-532-07 44 
E-mail : info@markettrendspacific.com 
www.markettrendspacific.com 
Wanda L. Kakugawa, President 

Marketing & Research Resources, Inc. 
1303-A East Patrick St. 
Frederick, MD 21701 
Ph. 301-694-2800 
Fax 301-694-5171 
E-mail: david_vershel@m-rr.com 
www.m-rr.com 
David Vershel 

Marketing Horizons, Inc. 
1001 Craig Rd ., Suite 100 
St. Louis, MO 63146 
Ph . 314-432-1957 or 800-669-0839 
Fax 314-432-7014 
E-mail: lwims@mhorizons.com 
www.mhorizons.com 
Loren Wims, V.P. Client Services 
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Marketing Information Systems lnt'l. 
100 Sylvan Ave. 
Englewood Cliffs, NJ 07632 
Ph. 201-947-6900 
Fax 201-947-2706 
E-mail: j.shari@misi-intl.com 
John Shari , Sr. Vice President 

Marketing Leverage , Inc. 
78 Eastern Blvd. 
Glastonbury, CT 06033 
Ph. 800-633-1422 
Fax 860-659-8664 
E-mail : office@marketingleverage.com 
www.marketingleverage.com 
Lynn C. Kelly, President 

Marketing Solutions Corporation 
2 Ridgedale Ave., Suite 216 
Cedar Knolls, NJ 07927 
Ph. 973-540-9133 or 800-326-3565 
Fax 973-540-9280 
E-mail : MarketingSolutions@attglobal.net 
www.marketingsolutionscorp.com 
Michael Moskowitz, President 

Marketing Solutions Corporation 
522 Main St. , #16 
Bethlehem, PA 18018 
Ph . 800-326-3565 
Fax 610-861-0184 
E-mail : MarketingSolutions@attglobal.net 
www.marketingsolutionscorp.com 

The Marketing Workshop, Inc. 
3725 Da Vinci Court 
Norcross, GA 30092 
Ph. 770-449-6767 
Fax 770-449-6739 
E-mail : questions@mwshop.com 
www.mwshop.com 
Jim Nelems, President 

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 

MarketResponse International USA, Inc. 
6385 Old Shady Oak Rd ., Suite 270 
Minneapolis, MN 55344 
Ph. 952-943-2230 
Fax 952-943-2320 
E-mail : decide@marketresponse.com 
www.marketresponse.com 
Tom Pearson, Managing Director 

MarketVision Research18 

Corporate Headquarters 
4500 Cooper Rd. 
Cincinnati , OH 45242-5617 
Ph. 513-791-3100 
Fax 513-794-3500 
E-mail : info@marketvisionresearch.com 
www.marketvisionresearch.com 
Jon Repass, President 

Maryland Marketing Source, Inc. 
817 Maiden Choice Ln. 
Baltimore, MD 21228 
Ph. 410-247-3276 
Fax 41 0-536-1858 
E-mail : bbridge@mdmarketingsource.com 
www.mdmarketingsource.com 
Barbara Bridge, President 

Matters of Fact, Inc. 
6351 Owensmouth Ave., Suite 200 
Woodland Hills, CA 91367-2283 
Ph. 818-992-1511 
Fax 818-992-1982 
E-mail : mfiwest@mattersoffact.com 
www.mattersoffact.com 
David Pulaski 

Medical Research International, Inc. 
10425 Sail Place 
Boca Raton , FL 33498 
Ph. 561-470-9808 
Fax 561-470-9136 
E-mail : MRIL@prodigy.net 
Jack Blasius, Managing Director 

Mercator Corporation 
21 Pleasant St. , Suite 201 
Newburyport, MA 01950 
Ph. 978-463-4093 or 800-997-7627 
Fax 978-463-0515 
E-mail : info@mercatorcorp.com 
www.mercatorcorp.com 
Donna O'Neil 

Mercator offers SNAP Professional18
, a PC-based 

survey desi~n and analysis software for creating 
and deploymg paper, e-mail , Web-based and 
scannable questionnaires. Available for Windows 
95 , Windows 98 , Windows NT and OS/2. 
SurveyShop offers survey bureau services includ­
ing qu~stionnaire design, data processing and 
analysis , also .web -based survey hosting , 
response collection and data analysis. 
(See advertisement on p. 46) 

Message Factors, Inc. 
Insightful Market Research 
5350 Poplar Ave., Suite 750 
Memphis, TN 38119 
Ph. 901-683-5350 or 800-300-2516 
Fax 901-683-0977 
E-mail : info@messagefactors.com 
www.messagefactors.com 
Mary Day, President 

Meyers Research Center 
58 W. 40th St. 
New York, NY 10018 
Ph. 212-391-0166 
Fax 212-768-0268 
E-mail: jfriedlaender@mrcisretail.com 
www.mrcisretail .com 
Jeff Friedlaender, Vice President 
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Make The Connection. 
Find out how you can effectively connect your 
business with your marketplace. It requires the right 
information, expert analysis, and sound 
recommendations that deliver bottom line results -
and it all begins with the right research company. 
Market Connections helps clients identify what their 
customers are thinking by providing quality research 
services and sound strategies that connect you with 
your markets. 

Our Innovative, Customized Research 
Saves You Time, Money - And Provides 
Real Strategies For Success. 

At Market Connections, you won't get generalized, 
cookie-cutter approaches or data with no personalized 
analysis or strategic recommendations. In fact, quite 
the opposite. Your business will receive the fresh, 
unique research program you require for success. Find 
out how our proven research services can help you 
get inside the mind of your customers and markets. 
Make the connection -with Market Connections. 

• 



MGA Communications, Inc. 
1125 17th St. , Suite 1800 
Denver, CO 80202 
Ph. 303-298-1818 
Fax 303-297-3526 
E-mail : dmagee@mgacommunications.com 
www.mgacommunications.com 
Doug Magee, V.P. Research 

~1chelson 
~;ociates,Inc. 
Strategic M arketing Research 

Michelson & Associates, Inc. 
1900 The Exchange, Suite 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 

Custom qualitative and quantitative solutions since 
1984. Specialists in customer service and satis­
faction , product and facility development, adver­
tising and design research . Services include: focus 
groups, mystery shopping, telephone, mail and 
intercept surveys . 80 ,000 qualified shoppers 
nationwide. Extensive experience with advertis­
ing, apparel, apartments, associations, automotive, 
drugstore, fac ility design, grocery, health care , 
hospitality, optical , publishing , restaurants and 
retail. Call Mark Michelson for consultation and 
quote on your next project. 
(See advertisement on p. 97) 

Millward Brown lntelliQuest 
1250 S. Capital of Texas Hwy. 
Bldg. 1, Suite 600 
Austin , TX 78746-6380 
Ph . 512-329-0808 
Fax 512-329-0888 
E-mail: info@intelliquest.com 
www.intelliquest.com 
Tony lncalcatera, Sr. V.P./Managing Partner 

MindSearch 
272 Whipple Rd . 
Tewksbury, MA 01876-3540 
Ph. 978-640-9607 
Fax 978-640-9879 
E-mail : julie@mind-search.com 
Julie Shaylor, Principal 

Modalis Research Technologies, Inc. 
2505 Mariposa St. 
San Francisco, CA 94110-1424 
Ph . 415-430-2200 
Fax 415-430-1200 
E-mail : Fred .Bove@us.modalis.com 
www.modalis.com 
Fred Bove, Exec. Vice President 

Moore Power Marketing 
325 E. Eisenhower Pkwy., Suite 103 
Ann Arbor, Ml48108 
Ph. 800-324-3216 or 734-7 41-1134 
Fax 734-741-1206 
E-mail : contact@moorepowermarketing .com 
www.moorepowermarketing.com 
Debra Power, President 

Moosbrugger Marketing Research 
Corporate Headquarters 
632 N. Flagship Dr. 
Salem, SC 29676 
Ph. 888-354-5090 or 864-944-7700 
Fax 864-944-8964 
E-mail : mmr77@aol.com 
Mary C. Moosbrugger, President 

MORPACE International, Inc. 
Market Research and Consulting 
31700 Middlebelt Rd. 
Farmington Hills, Ml 48334 
Ph. 248-737-5300 or 800-878-7223 
Fax 248-737-5326 
E-mail : information@morpace.com 
www.morpace.com 
Pete Haag , Sr. Vice President 

MR&S Market Research & Services GmbH 
Mainluststrasse 2 
60329 Frankfurt/Main 
Germany 
Ph . +49-69-2426650 
Fax +49-69-250016 
E-mail: mr-s@mr-s.com 
www. mr-s.com 
Thomas Aragones, CEO/Managing Director 

MRA Group/Mangen Research Associates 
16355 36th Ave. N., Suite 400 
Minneapolis, MN 55446 
Ph. 763-509-0005 
Fax 763-509-001 0 
E-mail : djmangen@mrainc.com 
www.mrainc.com 

MRCGroup Research Institute 
MRCFocus/MRCPhone 
101 Convention Center Dr. , Plaza 125 
Las Vegas, NV 891 09 
Ph . 702-734-7511 
Fax 702-734-7598 
E-mail : research@mrcgroup.com 
www.mrcgroup.com 
James Medick, Managing Director 

Muse Consulting, Inc. 
3911 Merrill Ave. 
Riverside, CA 92506 
Ph . 909-784-6873 or 800-266-6873 
Fax 909-274-2564 
E-mail : musecnslt@aol.com 
www.musesurveys.com 

N.B.S. Consulting, Inc. 
2501 Clearwood Dr. 
Arlington, TX 76014 
Ph . 888-440-NO BS (6627) or 817-861 -0735 
Fax 214-327-1449 
E-mail : andrey@nbsconsult.com 
www.nbsconsult.com 
Andrey Osiatynski , President 

National Shopping Service Network, LLC 
3910 E. Evans Ave. 
Denver, CO 80210-4927 
Ph . 303-451 -0538 
Fax 303-451-0325 
E-mail : howard@mysteryshopping.net 
www.mysteryshopping.net 
Howard Troxel , President 

National Survey Research Center 
5350 Transportation Blvd ., Su ite 19 
Cleveland , OH 44125 
Ph. 800-837-7894 or 216-518-2805 
Fax 216-518-2903 
E-mail : nsrc@nsrc.com 
Alan Dutka 

NCS 
4401 W. 76th St. 
Minneapolis, MN 55435 
Ph . 800-447-3269 or 800-328-6172 
Fax 952-830-7651 
E-mail : info@ncs.com 
www.ncs.com 

The New York Region's Prime Market Research facility 
at The Wayne Towne Center 

.. . SINCE 19 78 Near to All Major New York Airports 

DEMOGRAPHICS 
• Median income $64,851 • 43 % college educated • Median home value $249,489 • 36 % young families, ages 21-39 

• Quantitative research projects 
• Mall intercepts 
• Product placement/with follow-up 
• One-on-one in depth interviewing 

FULL SERVICE FACILITY 
• State of the art test kitchen 
• Focus Groups Recruiting 
• Two Focus Rooms with 

Client viewing suites 

• Conference room 
• Pentium computers 
• 3/4" and 1/2" VCR equipment 

NEW MODERN FOCUS ROOM AVAILABLE IN THE FALL OF 2001 

Web: www.northeastdata.net • Phone: 973-785-4449 • Fax: 973-785-3679 • E-mail: info@northeastdata.net 
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NetRaker 
1190 Mira Lorna Way, Suite U 
Sunnyvale, CA 94085 
Ph . 877-483-2114 ext. 104 
Fax 408-530-8939 
E-mail : info@netraker.com 
www.netraker.com 

North Coast Behavioral Research Group 
25 Prospect Ave. W. , Suite 1700 
Cleveland , OH 44115 
Ph. 216-861-5780 
Fax 216-736-4432 
E-mail : cwargo@wyseadv.com 
www.ncbrg.com 
Cindy Wargo, President 

Northeast Data 
High Income Mall Testing & Group Focus Facility 
Wayne Towne Center, Rte . 23 S. 
Wayne, NJ 07470 
Ph. 973-785-4449 
Fax 973-785-3679 
E-mail : info@northeastdata.net 
www.northeastdata.net 
Paul Schwartz, President 

A high-income mall facility near three major air­
ports. Product testing and placement, call-backs, 
recruiting , focus rooms, one-on-one interviewing, 
full test kitchen , 3/4" and 1/2" video, project field­
ing , separate client and respondent entrances, 

customer satisfaction and loyalty, Pentium com­
puters, experienced moderators, fine food ser­
vice. 
(See advertisement on p. 96) 

nVision Research 
2255 E. 18th Ave. 
Denver, CO 80206 
Ph. 303-322-1220 
Fax 303-322-2025 
E-mail : info@nvisionresearch.com 
www.nvisionresearch.com 
Carl Schiotz, Business Development Mgr. 

CJ Olson Market Research, Inc. 
2125 E. Hennepin Ave ., Suite 100 
Minneapolis, MN 55413-2720 
Ph. 612-378-5040 or 800-788-0085 
Fax 612-378-5401 
E-mail : admin@cjolson .com 
www.cjolson.com 
Carolyn J. Olson, President/Owner 

Opinion Access Corp. 
31-00 47th Ave. 
Long Island City, NY 11101 
Ph . 718-729-2622 or 888-489-DATA 
Fax 718-729-2444 
E-mail : info@opinionaccess.com 
www.opinionaccess.com 
Jim Hoffman, President 

Opinion Access Corp. provides market researchers 
with a one-stop shop for all telephone data col­
lection and data processing needs. We provide 
the fastest and most adaptable telephone inter­
viewing utilizing the flexibility of a CATI system 
integrated with the most advanced predictive 
dialer. While our leading-edge technology sets the 
standard for productivity and cost-effective calling, 
our extensively trained and skilled interviewing 
staff ensures the highest level of quality for every 
project. 
(See advertisement on p. 29) 

Opinion Dynamics Corp. 
1030 Massachusetts Ave. 
Cambridge, MA 02138-5335 
Ph . 617-492-1400 
Fax 617-497-7944 
E-mail : jgorman@opiniondynamics.com 
www.opiniondynamics.com 
Nicole Lutz, Marketing Coordinator 

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 

• Mystery Shopping 

• Secondary Research 

• Demographic M apping 

Serving clients nationwide since 1984 
Member: Q RCA, MRA, AMA 

·chelson 
Associates, Inc. 

Strategic Marketing Research 

October 2001 www.quirks.com 

For consultation on your research needs, 
Ca ll Mark Michelson, President/CEO 

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

E-Mail: focus@onramp.net 

1900 The Exchange, Suite 360 
Atlanta, Georgia 30339 

For more info, visit our website 
www.michelson.com/research 
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Opinion Research Corporation 
P.O. Box 183 
Princeton , NJ 08542 
Ph. 800-444-4672 or 908-281-5100 
Fax 908-281-5103 
E-mail : orcinfo@prn.opinionresearch .com 
www.opinionresearch.com 
James Daniels, Sr. V.P., Director of Marketing 

We assist our clients in understanding the drivers 
of customer loyalty and retention . We capture and 
analyze the perceptions and experiences of cus­
tomers, prospects and employees; provide feed­
back and action plans; increase revenue/profit ; 
and provide a proprietary approach to improving 
service quality. With competencies in global mar­
keting services and with analysis that makes a 
discernible difference , Opinion Research 
Corporation provides business, governments and 
social institutions worldwide with insight beyond 
measure . 
(See advertisement on p. 99) 

Opinion 0 ···· ··· ...................... . TAillffT I PIG OPINION WOIIlDWIOf 

Opinion Search, Inc. 
1800 - 160 Elgin St. 
Ottawa, ON K2P 2C4 
Canada 
Ph. 800-363-4229 
Fax 613-230-3793 
E-mail : info@opinionsearch.com 
www.opinionsearch .com 

A leading data collection firm , Opinion Search 
Inc.'s combination of world-class call centers and 
Canadian prices is rapidly making us the field 
house of choice for U.S. market researchers. All 
interviewing and recruiting calls are made from 
250 CATI stations in our Toronto, Montreal and 
Ottawa phone centers by professional interview­
ers. Also , international calling and multilingual 
interviewers (French , Spanish , German , 
Cantonese , Mandarin , Italian , etc .). We offer 
datafile output (SPSS, SAS, ascii , etc.), integrat­
ed tabulation , online surveying , and focus group 
facilities in our three offices. Clients monitor all 
aspects of research projects through our Virtual 
Field Centre, via secure Internet connection, with 
dispositions, project status, real-time quotas and 
marginal tabulations. 
(See advertisement on p. 5) 

Opinionmeter International 
1061 Eastshore Hwy., Suite 104 
Berkeley, CA 94710 
Ph. 510-559-3717 or 888-0PMETER 
Fax 510-559-3716 
E-mail : sales@opinionmeter.com 
www.opinionmeter.com 
Morgan Strickland , Dir. of Operations 
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Opinions Unlimited, Inc. 
Three Riverway, Suite 250 
Houston, TX 77056 
Ph . 713-888-0202 or 800-604-4247 
Fax 713-960-1160 
E-mail : ask@opinions-unlimited.com 
www.opinions-unlimited .com 
Andy Martin , Ph.D ., Vice President 

Organizational Studies, Inc. 
A Subsidiary of Carlson Marketing Group 
6400 Shafer Court, Suite 425 
Rosemont, IL 60018 
Ph. 847-384-0238 
Fax 847-384-0806 
E-mail : osi@osi-consult.com 
www.osi-consult.com 
Jim Graham, President/CEO 

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 : jhominy@pathenry.com 
www.thepathenrygroup.com 
Judy Hominy, CEO 

The Performance Group, Inc. 
233 Main St. 
P.O. Box 828 
Mt. Vernon , IN 47620 
Ph . 800-264-0814 or 812-838-9814 
Walter Babcock, President 

Performance Plus 
111 Speen St. , Suite 105 
Framingham, MA 01701 
Ph. 508-872-1287 
Fax 508-879-7108 
E-mail: info@performanceplusboston .com 
www.performanceplusboston.com 
Shirley Shames, President 

~PINE 
Ul~~':!!:afu'!~ 
Pine Company 
10559 Jefferson Blvd . 
Culver City, CA 90232 
Ph. 800-969-PINE (7 463) or 310-815-5700 
Fax 310-815-5799 
E-mail : pineco@pinedata.com 
www.pinedata.com 
Shannon McNeely, V.P. Sales & Marketing 

Established in 1967, Pine Company is one of the 
largest information processing and data manage­
ment companies in the U.S. We are proactive prob­
lem-solvers who facilitate the decision-making 
process for our clients. Services include: coding, 
data entry, tabulation (UNCLE, Quantum, SPSS, 
Microsoft programming) ; proprietary software 
programming ; unique graphic reports and pre­
sentations; high-speed, state-of-the-art image 
scanning capable of accurately reading checkbox, 
machine or hand-print; complete forms develop­
ment, printing, mailing and fulfillment; consulting 
and installation of turnkey scanning systems; data­
base development , merging , management ; 
Internet survey and processing . 
(See advertisement on p. 71) 

Polaris Marketing Research 
5887 Glenridge Dr., Suite 150 
Atlanta, GA 30328 
Ph. 888-816-8700 
Fax 404-816-0352 
E-mail : research@polarismr.com 
www.polarismr.com 
Jan Edward Carlson , President 
Lucy A. Klausner, Vice President 

Polaris offers full-service qualitative and quantita­
tive research design and execution. We specialize 
in customer satisfaction benchmark and tracking 
studies , employee and lost customer research . 
We are experienced in the telecommunications, 
health care , tourism and travel , financial services, 
information services and Yellow Pages advertising 
industries. Our capabilities include state-of-the-art, 
in-house telephone, Internet, and interactive voice 
response interviewing. 
(See advertisement on p. 59) 

Prince Market Research 
2323 Hillsboro Rd ., #500 
Nashville, TN 37212 
Ph . 615-292-4860 or 800-788-7728 
Fax 615-292-0262 
E-mail : dprince@PMResearch.com 
www.pmresearch.com 
Dan Prince, President 

PROBE 
Piazza Enrico Bottini 2 
20133 Milan 
Italy 
Ph. +39-02-236-38-66 
Fax +39-02-236-53-56 
E-mail : mauri@probesrl.com 
www.probesrl.com 
Giuseppe Mauri , Managing Director 

PWI Research 
5100 Poplar Ave ., Suite 3125 
Memphis, TN 38137 
Ph . 901-682-2444 
Fax 901-682-2471 
E-mail: plapointe@pwiresearch .com 
www.pwiresearch.com 
Pat LaPointe, President 

0 Scores 
A division of Marketing Evaluations/TVQ, Inc. 
1615 Northern Blvd . 
Manhasset, NY 11030 
Ph . 516-365-7979 
Fax 516-365-9351 
E-mail : info@qscores.com 
www.qscores.com 

QS&A Research & Strategy 
4920 John Ticer Dr. 
Alexandria, VA 22304 
Ph . 703-567-7655 
Fax 703-567-6156 
E-mail : bquarles@aol.com 
www. qsaresearch .com 
Rebecca Quarles, Ph.D., President 
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Qualitative Solutions, Inc. 
Homero 1425-902 
Col. Polanco 
Mexico City 11510 
Mexico 
Ph. +52-5-395-8838 or +52-5-580-1824 
Fax +52-5-395-4516 
E-mail : elerek@netmex.com 
www.solucionesq.com.mx 

Quality Resource Associates 
1975 Hamilton Ave. , Suite 9 
San Jose, CA 95125 
Ph. 408-377-2646 
Fax 408-377-4322 
E-mail : corey _moore@qra-inc.com 
www.qra-inc.com 
Corey Moore, Director of Sales 

QualityWorks Associates 
282 Moody St. , Suite 206 
Waltham, MA 02453-5201 
Ph . 781-398-1678 
Fax 781-398-1679 
E-mail : charles@qualityworks.com 
www.qualityworks.com 
Charles Atkinson, Managing Director 

Quest Marketing Group, Inc. 
472 Clifton Corp. Pkwy. 
Clifton Park, NY 12065 
Ph. 518-373-1990 
Fax 518-373-4824 
Glen D. Lasher, Owner 

Quest Research 
7026 Old Katy Rd ., Suite 254 
Houston, TX 77024 
Ph . 713-956-6569 
Fax 713-956-2593 
E-mail : research@tqba.com 
www.tqba.com 
Mary Jo Martin, Vice President 

QUESTAR 
2905 W. Service Rd. 
Eagan , MN 55121-2199 
Ph. 800-747-3073 or 651-688-0089 
Fax 651-688-0546 
E-mail : info@questarweb.com 
www.questarweb.com 
John Steinlicht, Vice President 

The Question Shop , Inc. 
2860 N. Santiago Blvd ., Suite 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 

Rabin Research Co. 
150 E. Huron, Suite 800 
Chicago, IL 60611 
Ph . 312-482-8500 
Fax 312-482-8069 
E-mail : melster@rabin-research.com 
www.rabinresearch.com 
Michelle Elster, Vice President 

ADA Group 
450 Enterprise Court 
Bloomfield Hills, Ml 48302 
Ph. 248-332-5000 
Fax 248-332-4168 
E-mail : abenson@rdagroup.com 
www.rdagroup.com 

October 2001 

The Research Center 
P.O. Box 820 
825 E. Douglas 
Wichita, KS 67201 -0820 
Ph . 316-268-6532 
Fax 316-268-6338 
E-mail : myoung@wichitaeagle.com 
www.resctr.com 
Marna Young, Research Manager 

Research Data, Inc. 
900 W. Leigh St. 
Richmond , VA 23220 
Ph . 804-643-3468 
Fax 804-644-3502 
E-mail : info@researchdata.com 
www.researchdata.com 

The Research Spectrum 
2243 Market St. 
San Francisco, CA 94114-1612 
Ph. 415-701-9979 
Fax 415-701-9978 
E-mail : rhs@researchspectrum .com 
www.researchspectrum .com 
Richard H. Snyder, CEO 

Restaurantlnsights.com 
1463 E. Main St. 
Spartanburg , SC 29307 
Ph . 864-515-9070 
Fax 864-515-9072 
E-mail: fred@restaurantinsights.com 
www.restaurantinsights .com 

• OPINION RESEARCH CORPORATIONSM 

www.quirks.com 

We assist our clients in understanding the key 
drivers of customer loyalty and retention. This 
discipline will help provide you with the 
resources needed to: 

0 Capture and analyze the perceptions and 
experiences of current customers, prospects 
and employees 

0 Provide analysis, feedback and action plans 
to drive superior customer retention and 
performance 

0 Increase revenue/profit per customer 

0 Provide a state-of-the-art approach to 

improving service quality that goes 
beyond traditional customer satisfaction 
with proprietary products such as Customer 
Loyalty Plus® 

With complementary competencies m 
global market research and marketing 
services ... with resources spanning more than 
100 countries across six continents ... and with 
analysis that makes a discernible difference, 
Opinion Research Corporation provides busi­
ness, governments and social institutions 
worldwide with Insight Beyond Measure. 

Opinion Research Corporation 
P.O. Box 183 • Princeton, NJ 08542 
(800) 444-4672 I (908) 281-5100 Phone 

(908) 281-5103 Fax 
orcinfo@pm.opinionresearch.com 

www .opinionresearch.com 
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Richmark Research Services 
39 S. LaSalle, 5th fl. 
Chicago, IL 60603 
Ph. 312-368-0800 
Fax 312-368-0832 
E-mail: dkerndt@richmark.com 
www.richmark.com 
Richard Kerndt, President 

Rigney & Associates 
2795 Clay St. 
San Francisco, CA 94115-1711 
Ph. 415-771-9357 
Fax 415-771-9367 
E-mail : jrigney@rigneyassoc.com 
www.rigneyassoc.com 
John Rigney, Principal 

AlVA Market Research 
Qualitative Research Services 
7316 Wisconsin Ave. , Suite 450 
Bethesda, MD 20814 
Ph. 301-652-3632 
Fax 301-907-0209 
E-mail: Research@RIVAinc.com 
www.RIVAinc.com 
Amber Marino, Sr. Project Manager 

AlVA Training Institute 
7316 Wisconsin Ave ., Suite 450 
Bethesda, MD 20814-2979 
Ph. 301-652-3632 
Fax 301-907-0209 
E-mail : Training@RIVAinc.com 
www.RIVAinc.com 
H. Grace Fuller, Executive Director 

P. Robert and Partners SA 
International Marketing Research 
Avenue de Lonay 19 
1110 Morges 
Switzerland 
Ph . +41-21-802-84-84 
Fax +41-21-802-84-85 
E-mail: carmstrong@probert.com 
www.probert.com 
Clive Armstrong, Project Manager 

Rockbridge Associates, Inc. 
10130 G Colvin Run Rd. 
Great Falls, VA 22066-1839 
Ph. 703-757-5213 
Fax 703-757-5208 
E-mail : rockinfo@rockresearch.com 
www.rockresearch.com 
Charles Colby, President 

Roper Starch Worldwide Inc. 
500 Mamaronrck Ave., Suite 103 
Harrison, NY 10528-1633 
Ph. 914-698-0800 
Fax 914-698-0485 
E-mail: info@roper.com 
www.roper.com 

RTNielson Company 
8 E. Broadway, Suite 312 
Salt Lake City, UT 84111 
Ph. 801-359-1345 or 800-786-9946 
Fax 801-355-6335 
E-mail : info@rtnielson.com 
www. rtnielson .com 
Ron Nielson, President 

E.C. Runner & Associates, Inc. 
835 N. First St. 
Elburn, IL 60119 
Ph. 630-365-1898 
Fax 630-365-1953 
E-mail: edrunner@ecrunner.com 
www.ecrunner.com 
Ed Runner, President 

Scantron Surveys 
1361 Valencia Ave. 
Tustin , CA 92780 
Ph. 714-247-2870 or 800-722-6876 
Fax 714-247-2874 
E-mail : info@scantron .com 
www.scantron.com 

Scholl Market Research, Inc. 
816 Pulaski Dr. 
Lansdale, PA 19446 
Ph . 610-584-0521 
Fax 610-941 -7130 
E-mail: richard@schollresearch.com 
www.schollresearch .com 
Richard Scholl , President 

Second To None, Inc. 
3045 Miller Rd . 
Ann Arbor, Ml 48103 
Ph. 800-668-8148 ext. 350 or 734-302-8400 
Fax 734-302-8440 
E-mail: Dialogue@second-to-none.com 
www.second-to-none.com 
Jeff Hall , President 

SERVICE 800, Inc. 
------------------'-------------------1 2190 W. Wayzata Blvd . 
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P.O. Box 800 
Long Lake, MN 55356-0800 
Ph . 800-475-3747 or 952-475-3747 
Fax 952-475-3773 
E-mail : proj@service800.com 
www.service800.com 
Jan DeMatteo 

Service Advantage International 
42207 E. Ann Arbor Rd . 
Plymouth , Ml 48170 
Ph. 734-453-4750 or 866-476-3020 
Fax 734-453-4790 
E-mail : info@servad.com 
www.servad .com 

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: knowledge@sirsinc.com 
www.sirsinc.com 
Christopher Ohlinger, CEO 

Service Management Group , Inc. (SMG) 
210 W. 19th Terrace, Suite 200 
Kansas City, MO 64108 
Ph . 816-448-4500 or 800-764-0439 
Fax 816-448-4599 
E-mail : afromm@smg1 .com 
www.whysmg.com 
Andy Fromm, President 
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Service Performance Group, Inc. 
180 Detroit St. , Suite B 
Cary, IL 60013 
Ph . 847-516-8424 
Fax 847-516-9315 

Shaw Strategic Marketing 
1033 Third Ave. S.W. , Suite 103 
Carmel , IN 46032 
Ph . 317-818-0400 
Fax 317-818-0401 

SIGMA: Research Management Group 
3515 Michigan Ave. 
Cincinnati, OH 45208 
Ph . 513-979-2160 
Fax 513-979-2166 

E-mail : jgulyes@serviceperformancegrp.com 
www.serviceperformancegrp.com 

E-mail : shawmktg@earthlink.net 
www.shawmarketing.com 

E-mail: SIGRMG@sigmaresearch.com 
www.sigmaresearch.com 

Jerry Gulyes, President 

Service Research Corporation 
6201 S. 58th , Suite A 
Lincoln, NE 68516 
Ph. 402-434-5000 
Fax 402-434-5006 
E-mail : mbritten@serviceresearch.com 
www.serviceresearch.com 
Mike Britten , President 

Service Strategies International , Inc. 
12001 N. Central Expwy. , Suite 350 
Dallas, TX 75243 
Ph. 972-233-3010 or 800-344-6069 
Fax 972-419-1555 
E-mail : kmcgregor@servstrat.com 
www.service-strategies.com 
Kathi McGregor, COO 

Irwin P. Sharpe & Associates 
50 Greenwood Ave. 
West Orange, NJ 07052 
Ph. 973-731-7800 
Fax 973-731 -4214 
E-mail : info@sharpeassociates.com 
www.sharpeassociates.com 
Peter Sharpe, Vice President 

Ron Shaw 

Shoppers' View 
4976 Plainfield Ave. N.E. 
Grand Rapids, Ml49525 
Ph. 800-264-5677 
Fax 616-447-1236 
E-mail : steve@shoppersview.com 
www.shoppersview.com 

Showlntell, LLC 
1900 The Exchange, Suite 360 
Atlanta, GA 30339 
Ph. 770-933-0619 
Fax 770-955-5040 
E-mail : billv@showintell.com 
www.showintell.com 
Bill Voegeli , President 

Shugoll Research 
7475 Wisconsin Ave., Suite 200 
Bethesda, MD 20814 
Ph. 301 -656-0310 
Fax 301-657-9051 
E-mail : info@ShugoiiResearch .com 
www.ShugoiiResearch.com 
Merrill Shugoll , President 

Abraham Ninan, Dir. of Quant. Svcs. 

sms 
A Satisfaction Management Systems 

SMS (Satisfaction Management Systems) 
Baker Technology Plaza 
5959 Baker Rd., Suite 300 
Minneapolis. MN 55345-5957 
Ph. 952-939-4300 
Fax 952-935-7815 
E-mail: info@satmansys.com 
www.satmansys.com 
Wayne Serie, President 

SMS is a full-service consulting and research firm. 
We are experts in helping organizations achieve 
business results through customer, market, and 
employee research. Our consulting services trans­
late information into clear strategies for success. 
Our research services can be applied throughout 
your organization: customer satisfaction/loyalty 
measurement, call center performance assess­
ment, customer value measurement, employee 
organizational assessment or balanced scorecard 
content. 
(See advertisement on p. 101) 

r·········dear·dfrection··············>············best·meth<Xfs················>·············eontiflttOI:JS··pmees-s-·············: 

YOUR SUCCESS DEPENDS ON YOUR 
ABILITY TO CHANGE AND ADAPT 

As your business grows and evolves, how will you sustain your 
ability to change and improve? 

We help clients like you respond to business challenges and gain 
COMPETITIVE ADVANTAGE. Working with SMS you gain insight and 
improve results through our research and consulting services focused on 
your customers, markets and employees. 

We provide CLEAR Dl RECTI ON throughout the process. We focus on 
your business issues to develop the BEST METHODS and ·approach. 
Our CONTINUOUS PROCESS includes ongoing discovery, measurement 
and integration of key results for successful enterprise-wide 
improvements. 

Our research and consulting expertise makes the difference between 
research results and successful financial solutions. Call us today at V s m s 800-966-5561 or visit our web site at www.satmansys.com. 

A Satisfaction Management Systems 

5959 Baker Road, Suite 300 

Minneapolis, MN 55345-5957 

<······················cor-npettttve··advantage········· .. ···········-<······· ........................ . 
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SO CIS 
P.O. Box 117 
01001 Kiev 1 
Ukraine 
Ph. +380-44-228-6432 or +380-44-220-6883 
Fax +380-44-228-2297 
E-mail: socis@socis.kiev.ua 
www.socis.kiev.ua 

Sorensen Associates •·Ill@ • ;s; · .. ¥141 

Sorensen Associates, Inc. 
999 N.W. Frontage Rd ., Suite 190 
Troutdale, OR 97060 
Ph . 800-542-4321 
Fax 503-666-5113 
E-mail: bill.hruby@saiemail.com 
www.sorensen-associates.com 
William J. Hruby, V.P. Marketing 

For 25 years, Sorensen Associates has provided 
full-service market research to packaged goods 
manufacturers . As the "In-Store Research 
Company," we utilize data collected at the point-of­
purchase - supermarket aisles, club stores, c­
stores, mass merchandisers and many other retail 
channels. Our unique in-store positioning allows 
us to provide high quality quantitative and quali­
tative information on package design research , 
category management studies, customer satis­
faction , and many other methods. 
(See advertisement on p. 1 03) 

Sterling Research Group, Inc. 
600 First Ave. N. 
St. Petersburg, FL 33701 
Ph. 727-866-2400 
Fax 727-867-4129 
E-mail : info@srgtampa.com 
www.srgtampa.com 
John J. Walsh, Exec. V.P./COO 

Stone Research Services 
lntech Park 
6640 lntech Blvd ., Suite 100 
Indianapolis, IN 46278 
Ph. 317-227-3000 
Fax 317-227-3001 
E-mail: clientservices@stoneresearchservices.com 
www.stoneresearchservices.com 
Toby Stone, President 

Strategic Insights, Inc. 
3967 E. Garnet Way 
Littleton, CO 80126-5062 
Ph. 303-683-9200 
Fax 303-683-9200 
E-mail : TDudley@strategicinsightsinc.net 
www.strategicinsightsinc.net 
Tracy Dudley, President 

Strategic Marketing Service 
University of Northern Iowa 
Curtis Business Bldg., Suite 5 
Cedar Falls, lA 50614-0120 
Ph. 319-273-2886 
Fax 319-273-6830 
E-mail : kent.hansen@uni.edu 
www.sms.uni.edu 

An archive of 
past QMRR 

articles is 
just a mouse 

click away 
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Strategic Marketing Services 
A Div. of Pan Atlantic Consultants, Inc. 
5 Milk St. 
Portland, ME 04101 
Ph. 207-77 4-6738 or 207-871-8622 
Fax 207-772-4842 
E-mail : pmurphy@maine.rr.com 
www.panatlantic.net 
Patrick 0. Murphy, President 

STS Market Research 
1218 Massachusetts Ave. 
Cambridge, MA 02138 
Ph. 617-547-6475 
Fax 617-547-5176 
E-mail : cparker@stsresearch.com 
www.stsresearch.com 
Carol Parker, President 

SuperDatos de Mexico 
a wholly-owned subsidiary of Cheskin 
Ensenada 61 
Colonia Hipodromo 
Mexico City, DF, CP 06100 
Mexico 
Ph . 650-802-2100 (U .S.) or +52-5-553-2754 
(Mex.) 
Fax 650-593-1125 (U.S.) 
E-mail: SuperDatos@cheskin .com 
www.cheskin .com 

Superior Data Works, LLC 
346 New Byhalia Rd., Suite 1 
Collierville, TN 38017 
Ph. 901-861 -6301 
Fax 901 -861 -6302 
E-mail : svega@SuperiorDataWorks.com 
www.SuperiorDataWorks.com 
Sharon Vega, Chief Manager 

Survey Partners of America 
2150 Country Club Rd ., Suite 300 
Winston-Salem, NC 27104 
Ph. 800-348-8002 
Fax 336-721-1597 
E-mail : carolhefner@bellomyresearch.com 
www.surveypartners.com 
Carol Hefner, V.P. of Client Services 

_...- SurYcy 
• ~ Sampiing, 
=....Inc.· 

Survey Sampling, Inc. 
One Post Rd. 
Fairfield, CT 06430 
Ph. 203-255-4200 
Fax 203-254-0372 
E-mail : info@surveysampling.com 
www.surveysampling .com 
Christopher De Angel is, Nan Sales Manager 

SSI provides a variety of customer file services 
specifically designed and priced for survey 
research. SSI-PhoneFind is a telephone number 
look-up, data enhancement and data processing 
service. Customer databases can also be updated 
to reflect new area codes and exchanges. SSI also 
provides samples for Internet and telephone 
research in 18 countries. Samples can be gener­
ated on-line with SSI-SNAP software. 
(See advertisement on p. 73) 
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Sorensen Associates 

Catch Them 
In The Act 
Of Shopping 

Did you know that shoppers make most of their final 
purchase decisions at the store shelf? 

It is here that the consumer's top-of-mind awareness is at 
its peak for what interests you: brand recognition, where to 
find the product, package imagery, communication, and 
other marketing variables. 

This is the time your customer is thinking about the issues 
you are thinking about! Shouldn't you be talking to them 
in the store? 

No one does it better than Sorensen Associates 

Over the past 25 years, Sorensen Associates has conducted 
thousands of in-store studies for our Fortune 100 clientele. 

Clients say things like: 

'' We were able to ask questions that we couldn 't 
even ask elsewhere- and the answers gave us 
valuable) cost saving insights. 

Where else could we get quality results like 
thz's so quickly? 

In addition to brand, packaging, location and other 
in-store methodologies, the store is a good site for placing 
products for Home Use Testing and for conducting 
Qualitative interviews or recruiting for Focus Groups to be 
held elsewhere. 

Why not get your information from real customers; in real 
markets; in real time! 

Call NOW: Oregon: 
Minnesota: 

800.542.4321 
888.616.0123 

the in-store research company™ 
www.sorensen-associates.com 



Survey Service, Inc. 
1911 Sheridan Dr. 
Buffalo, NY 14223 
Ph. 716-876-6450 
Fax 716-876-0430 
E-mail : sservice@surveyservice.com 
www.surveyservice.com 
Susan R. Adelman , President 

SurveyUSA® 
15 Bloomfield Ave. 
Verona, NJ 07044-2701 
Ph. 800-685-8500 
Fax 973-867-8578 
E-mail : FBI ERMAN@hypotenuse.com 
www.surveyusa.com 
Fred Bierman, President 

Steven Swindel & Associates 
930 Alhambra Blvd ., Suite 140 
Sacramento, CA 95816 
Ph. 916-457-2772 
Fax 916-457-1532 
E-mail : research@swindel.com 
www.swindel.com 
Steven H. Swindel, Ph .D., President 

Taylor Nelson Sofres lntersearch 
410 Horsham Rd. 
Horsham, PA 19044-0189 
Ph. 215-442-9000 
Fax 215-442-9040 
E-mail : bob.michaels@intersearch.tnsofres.com 
www. intersearch.tnsofres.com 
Bob Michaels , Exec. Vice President 

~T¥s,_~~8M~~~~s~ 
················--------------···· 

TechnoMetrica Market Intelligence, Inc. 
690 Kinderkamack Rd ., #1 02 
Oradell , NJ 07649 
Ph . 201-986-1288 
Fax 201-986-0119 
E-mail : mail@technometrica.com 
www.technometrica.com 
Raghavan Mayur, President 

A full-service market research firm with high-end 
analytical expertise, we offer comprehensive solu­
tions including project design , in-house sampling , 
data collection, data processing, statistical analy­
sis and report writing . State-of-the-art phone, mail, 
fax and Web collection. We also specialize in panel 
research. Take advantage of our Small Business 
Insight Panel , a collection of 5,000 small and home 
businesses nationwide. Visit us at www.techno­
metrica.com, www.sohoresearch.com, www.tip­
ponline.com. 
(See advertisement on p. 62) 

TeleData Research 
Direct Response Marketing, Inc. 
1500 Ardmore Blvd. 
Pittsburgh, PA 15221 
Ph. 412-242-6200 
Fax 412-731-9510 
E-mail : drmtdr@usaor.net 
www.directresponsemktg.com 
Melissa Musico, Marketing Coordinator 

TeleSession Corporation 
355 Lexington Ave. 
New York, NY 10017 
Ph. 212-672-9400 
Fax 212-672-9480 
E-mail: telefocus@telesession .com 
www.telesession .com 
Lincoln G. Clark, Executive Director 

Whether you're considering consumer, busines~, tech, 
medical, legal or financial research, understanding 
customer perception is what it's all about. That's why 
Tragon has made a name for itself! ~om focus ?JYOUps 
to product testing to advanced stat1st1cal modeling. 

And with our consulting, modern facilities. and in­
demand locations, you'll discover a real difference. 
800-841-1177/www.t .. agon.coft1. . 

San Francisco/Silicon Valley and Chicago areas 

TeleSight, Inc. 
820 N. Franklin St. 
Chicago, IL 60610 
Ph . 800-608-3651 or 312-640-2500 
Fax 312-944-7872 
E-mail : mvanslyke@telesight.com 
www.telesight.com 
Matt Van Slyke, Dir. Bus. Dev. 

Trag on 
365 Convention Way 
Redwood City, CA 94063-1402 
Ph. 800-841-1177 or 650-365-1833 
Fax 650-365-3737 
E-mail: sales@tragon.com 
www.tragon.com 
Joseph Salerno, Director M & S 
Carol M. Sidel , Qualitative Acct. Mgr. 

A marketing research and consulting firm , Tragon 
has partnered with companies large and small for 
nearly 30 years. From surveys to focus groups to 
product testing to advanced statistical modeling , 
our offerings leverage a unique expertise in mea­
suring and understanding customer perception. 
Whether it's consumer, youth , business, tech , 
medical , legal or financial research , Tragon helps 
you uncover and seize opportunities. 
(See advertisement on p. 104) 

Tragon (Br.) 
1400 E. Lake Cook Rd ., Suite 105 
Buffalo Grove, IL 60089-1865 
Ph. 800-841-1177 or 847-808-2080 
Fax 84 7-808-0179 
E-mail : sales@tragon.com 
www.tragon.com 
Arnold Krawitz, Director 
Carol M. Sidel , Qualitative Acct. Mgr. 
(See advertisement on p. 104) 

Trainor Associates 
135 Oxford Rd . 
New Hartford, NY 13413 
Ph . 315-797-7970 
Fax 315-797-7975 
E-mail: fnicastro@trainor.com 

Ulrich Research Service, Inc. 
1329 Kingsley Ave ., Suite A 
Orange Park, FL 32073 
Ph. 904-264-3282 
Fax 904-264-5582 
E-mail : ulrich@mediaone.net 
www.ulrichresearch.com 

USA/DIRECT, Inc. 
194 Andover Rd. 
Sparta, NJ 07871 
Ph . 973-726-8700 
Fax 973-726-8787 
E-mail : gparker@usadirectinc.com 
www.usadirectinc.com 
Guy Parker, President 

Vantage Point Management 
105 E. North St. 
Greenville, SC 29601 
Ph. 864-331-1275 
Fax 864-331 -1240 
E-mai l: rogerlee@vantagep.com 
www.vantagep.com 
Roger Lee, Market Research Manager 
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Venture Data 
Venture Data 
3320 S. 300 E. 
Salt Lake City, UT 84115 
Ph . 800-486-7955 
Fax 801-486-4488 
E-mail : jeffc@VentureData.com 
www.VentureData.com 
Jeff Call , General Manager 

The telephone data collection experts. With hun­
dreds of professionally-trained interviewers , 
Venture Data can successfully field your largest or 
smallest business and consumer studies. Quick 
turnaround on CATI programming , field work and 
data processing is our specialty. Ci3 and Quanti me 
software used. Prices are competitive. 
(See advertisement on p. 70) 

Vernon Research Group 
1962 1st Ave. N.E. 
Cedar Rapids, lA 52402 
Ph. 319-364-7278 
Fax 319-364-7307 
E-mail : plyons@vernonresearch .com 
www. vernon research .com 
Patrick Lyons, Vice President 

The Wagner Group, Inc. 
254 W. 31st St. 
New York, NY 10001 
Ph . 212-695-0066 
Fax 212-564-1246 
E-mail : wagnergrp@aol.com 
www.wagnergrp.com 
Jeffrey Wagner, President 

THE WATS ROOM, INC. 

The Wats Room, Inc. 
18 Railroad Ave. 
Rochelle Park, NJ 07662 
Ph . 201-845-3100 or 800-724-0222 
Fax 201-845-3131 
E-mail : louroth@thewatsroom.com 
www.thewatsroom.com 
Lou Roth, President 

One of the largest independent telephone data col­
lection firms in the metropolitan N.Y. area. 175+ 
telephone interviewing stations. Computer-assist­
ed . Predictive dialers. ACD : Automatic Call 
Distributors for incoming projects. Digitized voice 
recording of open-ended responses. Fully trained 
and motivated interviewers. On-staff quality super­
visors, trainers, editors, monitors, validators and 
spec-writers. Management dedicated to the suc­
cess of your project. Today's research , tomorrow's 
technology. 
(See advertisement on p. 1 05) 

WB&A Market Research 
2191 Defense Hwy., Suite 401 
Crofton, MD 21114 
Ph. 410-721-0500 
Fax 410-721-7571 
E-mail : info@WBandA.com 
www.WBandA.com 
Steve Markenson, President 

Western Wats Trax 
1604 Grand Ave. 
Laramie, WY 82070 
Ph. 801-37 4-0795 
Fax 801-343-2500 
E-mail : ajackson@westernwats.com 
Art Jackson 

Western Wats Trax 
22 E. Center St. 
Logan, UT 84321 
Ph. 801-37 4-0795 
Fax 801-343-2500 
E-mail : ajackson@westernwats.com 
Art Jackson 

Wilkerson & Associates 
3339 Taylorsville Rd. 
Louisville, KY 40205 
Ph . 502-459-3133 
Fax 502-459-8392 
E-mail : wassoci215@aol.com 
www.wilkersonresearch .com 
German Dillon, Sr. Account Manager 

Wirthlin Worldwide 
1363 Beverly Rd. 
Mclean, VA 22101 
Ph . 703-556-0001 or 888-217-4368 
Fax 703-893-3811 
E-mail : inquires@wirthlin.com 
www.wirthlin .com 
Jim Granger, PresidenVCEO 

World-link Group 
207 E. Ohio St. 
Chicago, IL 60611 
Ph . 800-895-1279 
E-mail : info@photo-ethnography.com 
www.photo-ethnography.com 
Bob Wilkus, Managing Director 

XenologiX 
340 N. Westlake Blvd., Suite 240 
Westlake Village, CA 91362 
Ph . 805-495-7171 
Fax 805-495-1 097 
E-mail : info@xenologix.com 
www.xenologix.com 

Yarnell Inc. 
9732 Camberley Circle 
Orlando, FL 32836 
Ph . 407-876-8549 
Fax 415-344-9280 
E-mail : steven.yarnell@yarnell-research.com 
www.yarnell-research.com 
Steven M. Yarnell , Ph .D., Principal 

Zogby International 
1750 Genesee St. 
Utica, NY 13502 
Ph. 315-624-0200 
Fax 315-624-0210 
E-mail : marketing@zogby.com 
www.zogby.com 
Donielle Bradley, Director of Marketing 

Every day, successful marketing, communications and political decisions 

at the highest levels are based on information gathered and compiled by 

The WATS Room. Do you want in­

depth, accurate information on your 

customers' perceptions, preferences 

and points of view? It's just a matter 

of one simple call. 
THE WATS ROOM, INC. 

Today's Research, Tomorrow's Technology 

18 Railroad Avenue, Rochelle Park, NJ 07662 
Tel : 800-724-0222 • 201-845-3100 • Fax: 201-845-3131 • www.thewatsroom.com 
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Our free 
Catalog 

helps 
you 

ever~ 
step of 

Americans 
from all 

walks of life 
love using our 
free Consumer 
Information Catalog. 

That's because the 
Catalog from Pueblo, 
Colorado lists more than 
200 free and low-cost, 
federal publications. So 
it's a shoe-in that you'll 
get the latest info on top­
ics like investing your money, 
getting fit, parenting, starting a 
business, buying a car, even 
getting federal benefits. 

But don't drag your feet, 
because even if you're on a shoe­
string budget, you'll get a kick out 
of our Catalog. 

the 
way. 

For the latest free Catalog, 
call toll-free 1 (888) 8-PUEBLO. 
That's 1 (888) 878-3256. 

Or go to www.pueblo.gsa.gov. 

A public service of this publication and the 
Consumer Information Center of the U.S. General Services Administration. 

T~E 
OUEOTION 
~OP,inc. 
A Marketing Research Firm 

Focus Groups and All 
Types of Surveys 

RYAN REASOR 
President 

2860 N. Santiago Blvd. 
Suite 100 
Orange, CA 9266 7 
(714) 97 4-8020 
FAX: (714) 974-6968 

Connecticut'S Two Top Facilities 

New Haven Research 
(860) 529-8006 (203) 234-9988 

ctconnection.com 

www.statpac.com 

Download 
Free Internet 

Survey Software 

- ... 
Professional's choice for survey & 

marketing research software. User­
friendly , comprehensive & dependable. 

Best crosstab & banner tables . 
Easiest to learn. Guaranteed. 

StatPac Inc. (612) 925-0159 
4425 Thomas Ave. S., Mpls. MN 55410 

For Internet interviewing as 
9 easy as the click of a mouse, 

contact 

web-interviewing.com 
~ The Internet Field Service™ 

678/393-3717 -voice 
770/552-7719-fax 

i nfo@web-i nterviewing. com 

web-interviewing.com, incorporated 
500 Sun Valley Drive • Suite D-2 • Roswell , GA 30076 

r-----------------, 
1 Meet Survey Pro· s 1 

: lntelliCruncher : 
I Survey Pro is optimized for crunching 
1 verba tims, rearranging scale structures, and 
I serious slicing and dicing of respondent 

segments . As an added bonus, you get a great 
I form designer, flexible data collection, and free tech support! 
I Call (800) 237-4565 or visit www.apian .com. 

I 
I 
I 
I 
I 

I (.. .L\ pi< Ill ~(it,, ., 1 l'l ' n.~. "' .d ,, ,, ·I-,,,, Ill<.,/, nlu/.1/l.l!.'<'lll<''ll 469 I 
L-----------------~ 
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Trade Talk 
continued from p. 110 

world. How can you be proud of a country that does o 
many horrible things? 

Probably because it's a country that also does so many 
wonderful things. It gives u freedoms unmatched any­
where in the world. It allows us to worship- or not to wor­
ship - the god of our choice. It cares about the health and 
safety of its residents and takes time to care about the 
needs of those outside its borders. 

Tuesday evening, as I sat on the couch, wi hing my 
fiancee was safe beside me instead of finishing up a 
lengthy trip to South America, I scanned TV tations to 
get the latest news. I happened upon coverage of mem­
ber of Congress as they met on the step of the Capitol 
to di play their unity in the face of the day ' events. 

After the speeches ended and the groups di spersed, the 
cameras pulled back. Quietly, almost imperceptibly, the 
strains of "God Ble America" rose from the assembled 
crowd. As the melody grew more audible, I found myself 
singing along, blinking to ee through the tears stream­
ing down my face. 

For a few moment , I was unashamed to be proud of my 
country. I felt no need to utter caveats and qualifiers to 
leaven my display of national pride. 

In the hours and days afte rward my patrioti sm grew as 
I saw and heard tales of heroism, self-sacrifice, and end­
less toil. 

If anything good come from this nightmare, it will be 
that the country redi covers its ability to be proud of 
itself. To be sure, expressions of nationalism can be ugly 
and divi ive. But it's been so long since we've seen that 
they can also be beautiful and unifying. What better way 
to soothe a country so rent by sadness and pain than with 
a reinvigorating of our national pride? Pride for all the 
good things we do, the generosity, the compassion, the 
hard work, the tolerance. The things that make us 
Americans. r~ 
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From the mountains to the 
• • pra1r1es 

At press time in mid-September, we are just days 
re mo ve d from the attacks on New York and 
Washington. I was on my way to work here in 

Minneapoli s that Tuesday morning, li stening to a local 
wacky FM morning radio how. It was my second work 
day back after a long vacation and I was absorbed in 
planning the coming week so I had tuned out the typical­
ly raucous drive-time chatter. 

The words "pl ane crash" and "World Trade Center" 
brought me to attention. 

My God, I thou ght, some poor commuter pilot must 
have had a heart attack ... 

Referencing their in-studio TVs, the now-serious DJs 
began describing the di sas ter-in-progress . Minutes later 
the second plane - a commercial airliner - crashed 
into the other tower. 

I could scarcely comprehend what they were describ­
ing. 

I rushed to get to work, bounding up the stairs of our 
office building, eager to find out if my co-workers knew 
more about what was going on. 

The rest of that day is a blur. We spent part of the morn­
ing in an office down the hall , riveted to a small TV set 
and the seemingly endless series of calamities it di s­
played. 

I didn't think I could be shocked further, but when the 
towers of the Trade Center co ll apsed, I was truly aston­
ished. In some terrible way, it wou ldn 't have been so 
awfu l if the towers had withstood the attacks . But eeing 
these two pill ars falling almost weightles Iy yet inex­
orably earthward , I felt very vulnerable- just how the 
terrori sts wanted me to fee l, I'm sure. If they can knock 
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tho e buildings down , and fly into the Pentagon for God 's 
sake, no one and no place is safe. 

Hurried call s and e-mai l were sent to friend in New 
York and Boston , making sure people weren't on any of 
the airplanes or at Ground Zero, as the Trade Center site 
would come to be cal led. The replies bore good news­
welcome comfort on a day when so little could be found. 

In the days afterward , friends and members of the 
research community sent mass e-mail s full of encour­
agement and pleas for togetherness. I must have received 
five or six copies of Canadian commentator Gordon 
Sinc lair's editorial in upport of the U.S. (It ' a mystery 
how something produced in 1973 in response to anti­
U.S. sentiment during the Vietnam War suddenly found 
its way into the Internet 's collective consciousness as a 
respon e to the terrorist attacks.) 

I don ' t know what the future holds. A lengthy conflict 
looms. More li ves wi ll be lost. The pain isn' t over. Our 
nation surely will never be the same. 

But I am confident we will survive. 
Though I am proud of my country, I am not the flag­

waving type, probably because patriotism has become 
kind of unfashionable in my lifetime. Some a sociate it 
with right-wing extremi sts, angry white men who drape 
themselves in the flag and spout hateful rhetoric and long 
to close our borders to preserve the "purity" of our nation. 
For others, to be pro-U.S. is to be na"ive at best and hope­
les Iy ill -i nformed at wor t. After all, these people scorn­
fu ll y say, we're racist, we exploit people and natural 
resources, and we inflict capitali m on the rest of the 
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Remember when research 
took weeks or months? 

Oh, at your company, 

Harris Interactive QuickQuery 5
M: 

2,000 Responses, 2 Days. 

still does? 

Harris Interactive QuickQuerysM is an omnibus survey that leverages the power of the Internet 
to quickly and economically answer your toughest consumer-based questions. 

Our survey consultants will work with you to finalize your questions, and in just two days you'll 
have accurate, projectable results. And with more than 2,000 completed interviews nationwide, 
your data will have twice the depth and detail of competitive omnibus services. 

Harris Interactive is the global leader in Internet-based market research, with more than 
7 million cooperative respondents. 

For more information please call 877.919.4765 or visit our website at: 
www.harrisinteractive.comjqq 

@ Harris Interactive 
Harris Heritage. Interactive Power. 
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A CaR customized satisfaction survey is just the tool 
you need to gain a full understanding of what makes 
your customers stay ............ or leave. 
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