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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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Remember when research 
took weeks or months? 

Oh, at your com pan 

Harris Interactive QuickQuery 5
M: 

2,000 Responses, 2 Days. 
QuickQuery is an omnibus survey that leverages the power of the Internet to quickly and 
economically answer your toughest consumer-based questions. 

Ou r 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 a multimillion 
member online panel. 

Fo r more information please call 877.919.4765 or visit our website at: 
www.harrisinteractive.comjqq 

(ff) Harris lnteractivesM 
MARKET RESEARCH 

Harris Heritage. Interactive Power. 

••·••••--• www.harrisinteractive.com Tel877.919.4765 
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With dual cameras, on-site technicians, 
and multiple views, 

you1d swear you were there. 

FocusVision video transmits the live focus group experien 
right to your office or home ... without travel. 

The focus group experience is not simply "watching'' a focus 
group. Focus Vision captures all of the nuances ana expres­
sions, the all-important "immediate debrief from your mod­
erator, and a shared experience with your business associates. 

Whether it's FocusVision Videoconferencing or 
Videostreaming, we have multiple cameras, picture-in-pic­
ture, plus live camera operators who get close-ups and full­
group views. 

Moderators can now conduct their interviews remotely via 
two-way videoconferencin_g from the clients office, their own 
office, or a nearby focus facility equipped with FocusVision 
videoconferencing. 

With Focus Vision you increase staff productivity, allow more 
people to view the groups and save the time, cost and hassle 
of travel. 

Focus Vision™ 
WORLDWIDE, INC . 

Call 1-800-433-8128 
or e-mail: info@focusvision.com to find out more. 



~FocusVision™ 
MEMBER FACILITIES 

ARIZONA 
Phoenix: 
• FIELDWORK PHOENIX, INC.­

SOUTH MOUNTAIN 
• FIELDWORK PHOENIX, INC. 

SCOTTSDALE 
• FOCUS MARKET RESEARCH, 

INC.-GroupNet',. 
* PLAZA RESEARCH-PHOENIX 

CALIFORNIA 
!Jiort/JJll'.n 
San Francisco: 
• CONSUMER RESEARCH 

ASSOC./SUPEROOMS 
• ECKER & ASSOCIATES 

DOWNTOWN & 
SOUTH SAN FRANCISCO 

• FLEISCHMAN FIELD 
RESEARCH, INC. 

• NICHOLS RESEARCH , INC. 
-GroupNet"' 

* PLAZA RESEARCH 
SAN FRANCISCO 

San Francisco (suburban]: 
* NICHOLS RESEARCH, INC. 

-GroupNet"' 
San Jose: 
• NICHOLS RESEARCH , INC. 

-GroupNet"' 
~ 
Los Angeles 
• ADEPT CONSUMER 

TESTING, INC. 
-GroupNet"' BEVERLY HILLS 

* ADEPT CONSUMER 
TESTING, INC. 
-GroupNet"' ENCINO 

* ADLER-WEINER RESEARCH 
WESTWOOD 

MECZKA MARKETING 
RESEARCH 
CONSULTING 

MURRAY HILL CENTER 
WEST-5ANTA MONICA 

* PLAZA RESEARCH LA 
• SAVITZ FIELD & FOCUS 
• SCHLESINGER ASSOCIATES 
• TROTTA ASSOCIATES 

MARINA DEL RAY 
L.A. Orange County 
* FIELDWORK, L.A., INC. -

IN ORANGE COUNTY 
TROTTA ASSOCIATES 
~RVINE 

San Oiego 
* LUTH RESEARCH , INC. 

SAN DIEGO 
• TAYLOR RESEARCH , lnc.­

GroupNetTM 

COLORADO 
Denver 

ACCUDATA MARKET 
RESEARCH, INC.­
GroupNet',. 

COLORADO MARKET 
RESEARCH 

FIELDWORK DENVER, INC. 
INFORMATION RESEARCH 
PLAZA DENVER 

CONNECT! UT 
Danbury 

MARKETVIEW 
Stamford 
• FOCUS FIRST AMERICA 
Norwalk 

NEW ENGLAND 
MARKETING 
RESEARCH 

FLORIDA 
Fort Lauderdale 
* PLAZA RESEARCH 
• WAC OF SOUTH FLORIDA, 

INC.-GroupNetTM 
Jacksonville 

IRWIN RESEARCH 
SERVICES 

Miami 
• NATIONAL OPINION 

RESEARCH SERVICES 
RIFE MARKET RESEARCH, INC 

Orlando 
* SCHLESINGER ASSOCIATES 
Tampa 
• THE HERRON GROUP 

-GroupNet',. 
WESTSHORE BLVD. 

• PLAZA RESEARCH • TAMPA 
SUPERIOR RESEARCH 

• TAl-TAMPA BAY INC. 

GEORGIA 
Atlanta 

FIELDWORK ATLANTA, INC. 
MURRAY HILL 

CENTER- ATLANTA 
JACKSON ASSOCIATES, 

INC.-GroupNet"" 
JOHN STOLZBERG MARKET 

RESEARCH 
PLAZA RESEARCH-ATLANTA 
SCHLESINGER ASSOCIATES 
SUPERIOR RESEARCH 
T & K RESEARCH CENTERS 

The largest network of top-rated facilities now equipped for 
videocotJferencing and videostreaming service. 

ILLINOIS 
Chicago- Downtown 
* ADLER·WEINER RESEARCH 

CHICAGO FOCUS 
FOCUSCOPE, INC. 
ILLINOISE CENTER 

MARKET RESEARCH 
• MURRAY HILL CENTER 

CENTRAL, INC. 
• NATIONAL DATA 

RESEARCH , INC. 
-GroupNet',. 

NATIONAL QUALITATIVE CENTERS 
* PLAZA RESEARCH CHICAGO 
• SAVITZ FIELD & FOCUS 
• SCHLESINGER ASSOCIATES 
• SMITH RESEARCH 
Chicago- Suburban 
* FIELDWORK CHICAGO, INC.­

NORTH 
* FIELDWORK CHICAGO-O'HARE, INC. 
• FIELDWORK CHICAGO, INC.­

SCHAUMBURG 
FOCUSCOPE, INC.-

OAK PARK 
* NATIONAL DATA 

RESEARCH, INC. 
-GroupNet"'- NORTHFIELD 

* OAKBROOK INTERVIEWING 
CENTER 

O'HARE IN FOCUS 
DELVE(QCS)-OAK BROOK 

• SMITH RESEARCH, INC. 
DEERFIELD 

I DIANA 
Indianapolis 
• HERRON ASSOCIATES, 

INC.-GroupNet''" 

KANSAS 
Kansas City 

THE FIELD HOUSE 

MARYLAND 
Baltimore 
* CHESAPEAKE SURVEYS, 

INC.-GroupNet,. 
• HOUSE MARKET RESEARCH 

THE BALTIMORE RESEARCH GROUP 

MASSACHUSETTS 
Boston- Downtown 
• BERNETT RESEARCH 
* BOSTON FIELD & FOCUS 

PERFORMANCE 
PLUS-GroupNet"' 

FOCUS ON BOSTON 
* FOCUS POINTE BOSTON 

NATIONAL QUALITATIVE CENTERS 
Boston- Suburban 
• BOSTON FIELD & FOCUS 

PERFORMANCE PLUS­
GroupNet"' FRAMINGHAM 

* FIELDWORK BOSTON, INC. 
FOCUS ON BOSTON-BRAINTREE 
NATIONAL FIELD 

& FOCUS-NATICK 

MICHIGAN 
Detroit 
• MORPACE lnt'l 

GroupNetTM 
SHIFRIN-HAYWORTH 

MINNESOTA 
Minneapolis 
• FIELDWORK MINNEAPOLIS, INC. 
• FOCUS MARKET 

RESEARCH , INC. 
-GroupNet''" 

• ORMAN GUIDANCE ASH. 

MISSOURI 
St. Louis 
* PETERS MARKETING 

RESEARCH, INC. 
DELVE(QCS) 

NEW JERSE 
FIELDWORK EAST, INC.­

FORT LEE 
FOCUS POINTE NORTH JERSEY­
TEANECK 

GROUP DYNAMIICS.CHERRY 
HILL, INC.-GroupNet"' 
VOORHEES 

MEADOWLANDS 
CONSUMER 
CENTER, INC.-SECAUCUS 

PETERS MARKETING 
RESEARCH, INC. 

PLAZA PARAMUS 
SCHLESINGER ASSOCIATES 

EDISON 
TAi • NEW JERSEY-TEANECK 

NEVADA 
Las Vegas 

LAS VEGAS SURVEYS 

NEW YORK 
New York City 
• FOCUS POINTE 
* FOCUS SUITES-NEW YORK 

MURRAY HILL CENTER 
• NEW YORK FOCUS 
• SCHLESINGER ASSOCIATES 

• WAC OF NEW YORK, 
INC.-GroupNet''" 

New York-Suburban 
* FIELDWORK NY, INC.­

WESTCHESTER 
* JRA: WHITE PLAINS NY 
* THE LOOKING GLAS5-SYOSSET 

NORTH CAROLINA 
Raleigh 
* L & E RESEARCH 
Charlotte 
• LEIBOWITZ MARKET 

RESEARCH ASSOC. , 
INC.-GroupNet''" 

OHIO 
Cincinnati 

THE ANSWER GROUP 
* QFACT MARKETING 

RESEARCH , INC.­
GroupNet"' 

Cleveland 
• FOCUS GROUPS OF CLEVELAND 
• PAT HENRY CLEVELAND 
Columbus 

DELVE(QCS) 

OREGON 
Portland 
* CONSUMER OPINION 

SERVICES, INC. 
-Group Net''" 

PENNSYLVANIA 
PHILADELPHIA- Downtown 
* FOCUS POINTE 
• JRA 
* SCHLESINGER ASSOCIATES 
Philadelphia-Suburban 
* FOCUS POINTE-

BALACYNWYD 
FOCUS SUITES 

OF PHILADELPHIA 
* GROUP DYNAMIICS 

IN FOCUS, INC.­
BALA CYNWYD 
-Group Net',. 

* PLAZA MARLTON­
MALTON, NJ 

R OD ISLAND 
ProvidenCll 
* BOSTON FIELD & FOCUS 

PERFORMANCE 
PLUS-Group Net"" 

!.EM& 
Austin 

TAMMADGE MARKET 
RESEARCH 

Dallas 
• CONSUMER RESEARCH 

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

INC.-GroupNet"" 
FENTON SWANGER 

CONSUMER RESEARCH 
* PLAZA RESEARCH DALLAS 

DELVE(QCS) 
* SAVITZ FIELD & FOCUS 
Houston 
* CQS RESEARCH, INC. 

OPINIONS UNUMITED, INC. 
-GroupNet',. 

* PLAZA RESEARCH 
• SAVITZ FIELD & FOCUS 

TENNESSEE 
Memphis 

ACCUDATA MARKET 
RESEARCH, INC. 
-GroupNet''" 

VIRGINIA 
Fairfax 

METRO RESEARCH 
SERVICES, INC. 

WASHINGTON 
Seattle 
* CONSUMER OPINION 

SERVICES, INC. 
-GroupNet',. 

GILMORE RESEARCH GROUP 
• FIELDWORK SEATTLE, INC. 

WASHINGTON DC 
• HOUSE MARKET RESEARCH 
* SHUGOLL RESEARCH, 

INC.-GroupNet''" 

WISCO SIN 
Milwaukee 

LEIN/SPIEGELHOFF, INC. 

CANADA 
Toronto 

TORONTO FOCUS 

* Videostreaming 
also avia/ab/e 

Plus 70+ International 
Facilities 

FocusVision Worldwide, Inc. 1266 East Main Street. Stamford, CT 06902-3562 
Tel : 800-433-8128 • Fax : 203-961-0193 • E-mail : info@focusvision.com • Web Site: www.focusvision.com 

©2001, FocusVision Worldwide, Inc. 



Save some, spend some 
Now that the gift-giving season has 

come to an end, American kids have 
a tremendous amount of money at 
their disposal. Will they be running 
out to buy the latest video game sys­
tem, or will they be persuaded by their 
parents to put their money into college 
funds ? According to a two-part study 
conducted by KidzEye s.com, an 
online research panel, the large major­
ity of kids (71 percent) between the 
ages of 6-14 will save some of their 
money to buy something later. Nearly 
half ( 46 percent) of the kids reported 
they would spend their money right 
away; 28 percent said they would put 

it in the bank to 
save for the 
future ; 14 per­
cent said they 
would give 
money to a char­
ity ; and 6 per­
cent said they 
would let their 
parents decide 
what to do with 
it. The 
KidzEye s .com 
survey of more 
than 1,700 kids 

nationwide examined kids' relation­
ship with money as well as their shop­
ping and spending habits. 

Kids' primary source of spending 
money is gifts. In fact, 80 percent of 
kids said they get their money from 
gifts. Other sources kids get money 
from include their parents, with 48 
percent of parents giving their kids 
money when they need it, and work­
ing mi scellaneous jobs including 
mowing lawns, shoveling, washing 
cars, and babysitting (34 percent). 
Fifty-eight percent of kids also get a 
weekly allowance which averages $6 
nationwide. 

Once kids decide it 's time to spend 
their money, it 's a safe bet that they 
will spend some, if not most, of their 
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Consumers look to simplify meal prep 
Nearly 80 percent of all suppers consumed in America take place at home, 

according to research from The NPD 
Group, Inc., Port Washington, N.Y. 
As a result, Americans are looking for 
ways to make meal preparation easi­
er, according to NPD's annual Report 
on Eating Patterns in America. 

Although the number of suppers 
prepared by females has declined 
slightly from 78 percent in 1995 to 76 
percent in 2000, the job of cooking 
still falls mainly on the shoulder of 
women. Therefore, according to 
Harry Balzer, vice-president of NPD 
and author of Eating Patterns in America, "Mom is looking for an easier way 
to prepare meals and has found three key ways to do just that." 

Eating Patterns in America found that the easiest way to make every meal 
less work is to cut back on the number of dishes served. In 2000, the average 
supper consisted of3.6 dishes, the lowest number in the 16 years of the report 
and 8 percent smaller than 10 years ago. The side dish is the one being 
dropped. In 1990, 65 percent of suppers had at least one side dish, but in 2000 
that number was only 56 percent. The side dishes most often eliminated are 
vegetables, potatoes, salads, and bread. 

The second way American cooks are making easier meals is by spending 
less time assembling the main dish. Although there is still a main dish at sup­
per, it is more likely to be a frozen product. The percent of suppers served with 
a frozen main course reached an all-time high in 2000 of 11.5 percent, up 22 
percent from just five years ago. 

The third way Americans are making their lives easier is by inviting fewer 
people over to share a meal. In 2000, the average American household served 
52 meals to guests (including breakfast, lunch, supper and snacks). That is 
down from 94 guest meals in 1985 and 72 in 1995. As Balzer puts it, "Having 
guests over is more than just a meal. You have to clean the house too!" 

Although Americans are interested in making meal-time easier, they are not 
taking meals out from restaurants. For the first time in 12 years, the number 
of meals purchased at a restaurant by the average American to be eaten at home 
dropped from 141 in 1999 to 138 in 2000. This decrease is directly related to 
the number of new, ready-to-cook and ready-to-eat products offered at the 
supermarket. 

The Report on Eating Patterns in America is based on the results of over 
30 research studies conducted by NPD, including the daily food and bever­
age consumption of 5000 Americans. The studies used for this analysis 
included proprietary daily food diaries, retail sales, kitchen audits, restaurant 
sales, food safety concerns, appliance and cookware sales, nutritional concerns 
and others. For more information contact Harry Balzer at 84 7-692-1704 or 
at harry_balzer@npd.com. 

money on food . When asked to detail 
what their past three purchases were, 
75 percent of kids mentioned some 

sort of food. Candy was the most pop­
ul ar food electi on, with 59 percent of 

continued on p. 54 
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M 0 R E T HAN M YSTE R Y S H 0 P P I N G ® 

V IRTUALLY YO U R C us TOMERS. 

At Maritz Virtual Customers®, we 

understand your customers have expecta­

tions about the quality of service they 

receive. You also have expectations 

about the kind of impression you make 

on your customers based on your operat­

ing standards, staff training and corpo­

rate communications. So, what is, in 

fact, occurring at the point of customer 

interaction? You need to know. 

Maritz Virtual Customers provides that 

reality check. Our virtual customer visit 

allows you to virtually experience your 

business the way your customers do. 

That's why we're called Marirz Virtual 

Customers. 

An integral parr of our approach is 

Virtuoso ™, our high-tech process man­

agement system. Virtuoso orchestrates 

all viral aspects of mystery shopping 

from screening and selection of virtual 

customers to powerful reporting at the 

multi-country, national and local level 

that makes data come alive. 

Maritz Virtual Customers is more than 

mystery shopping. We provide action­

able results from a unique and forward 

thinking approach that drives home per­

formance improvement in your business. 

To learn more, call us: 

1-800-446-1690 

~® MARITZ® RESEARCH 
www. virtualcustomers. com 



Digital Research, Inc. , Kennebunk, 
Maine, has named Katherine 
Alexander director of marketing and 
communications. 

senior analyst at Kansas City, Mo. , 
research firm Market Directions. 

San Diego Surveys has named Chris 
Winkler director of research. 

Mediamark Research, In c., New 

been appointed managing director of 
TNS Tellex , a U.K.-based broadcast 
monitoring finn . 

Susan Phillippe has been promoted 
to director of quantitative services at 
JRA , J. Reckn er Associates, Inc., a 

York, has named Cec Serrano account Montgomeryville, Pa., research firm. 

Alexander Hernandez 

Galloway Research Service , San 
Antonio, Texas, has named Daniel 
Hernandez marketing research con­
sultant. 

Doug Malcom has been named 

executive in the firm's Chicago office. 
In addition, Jeff Tiddens has joined 
the firm ' s Los Angeles office as 
account executive. 

Research firm Taylor Nelson Sofres 
(TNS) has named Sam van der Feltz 
managing director of Northern and 
Central Europe. In addition, Ross 
Broadbent ha joined the Interactive 
Solutions division of TNS (TNSis) as 
product director and Gabriel Hughes 
has joined TNSis as new product 
development manager. Nigel Foote has 

All Branding Begins with the 
Brand Name 

·Entering a market without the 
best possible strategic· image 
positioning and brand name could 
be a costly mistake 

Goldman & Young is the recognized 
industry leader in creating innovative 
company and product brand names 
that meet a client's specific marketing 
goals and can be trademarked for 
national and international use 

Our state-of-the-art Linguistic 
ArchitecturerM process contains the 
building blocks that deliver exciting 
on-target brand names for the 
automotive, pharmaceutical, 
healthcare, consumer, B2B and high 
technology market segments 

Work with highly skilled marketing¥* 
and branding pros for guaranteed ·r: 
outstanding results 

Core Branding Capabilities: 

• Strategic Analysis & Positioning 

• Name Development 

• Brand Research 
- Qualitative, Quantitative & 

Internet Studies 

- Pharmaceutical Name Testing 
to support FDA nomenclature 
regulatory requirements 

• Trademark Evaluation 

• Foreign Language Review 

• Visual Identity & Brand 
Architecture Design 

Goldman& Young Group 
Creatmg, Building and Managing Brands 

545 Mad1son Avenue New York. NY 10022 Tel: 212·223·1308 Fax: 212·223·2916 www.golddmanyoung.com 

Phillippe Cramer 

Atlanta-based Polaris Marketing 
R esearch ha s named Cameron 
Cramer marketing and business 
development manager. 

In conjunction with Southfield , 
Mich. , automotive data services firm 
R.L. Polk & Co. increasing its holding 
in Marketing Systems GmbH to I 00 per­
cent, Leo Lucas, Marketing Systems 
sales and marketing director, has been 
appointed managing director of the 
Marketing Systems Group. Rudolf 
Lewandowski , founder and former 
president of Marketing Systems, has 
been appointed chief consultant to Polk. 

U.K.-based M edical Mark e tin g 
Research Inte rnational Ltd . , has 
named Paul Donnelly head of its 
Global Data Collection division . In 
addition, Phil Howe has been named 
research director. 

South San Franci sco, Calif.-based 
research firm RHK Inc. has named 
Marc Litvinoff chief executive officer. 

Katena Markus has been named 
chief finan c ial officer of Chicago­
based Research International USA , 
Inc. 

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



Do The ath 
on PR01P1\VS 

researchPredictive dialers 
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The Bottom Line: 

Increased Speed and Accuracy. 

Decreased Labor Cost. 

Fast Payback. 

800.336.7 67 4 • www.pro·t·s.com 

Marketing Systems Group ~ Leadership Through Innovation 
Philadelphia, PA • Research Triangle, NC • Lincoln, NE • St. Louis, MO • Los Angeles, CA 



New release of Survey 
Select 

SurveyConnect, Boulder, Colo., 
has released Survey Select Expert 
4.5, a survey tool designed to help 
users develop Web surveys to eval­
uate employee and customer opin­
ions. This release has added 44 addi­
tional report wizards to create tables, 
color graphs, and reports . By using 
crosstab and demographic filters, 
survey administrators can pinpoint 
their areas of focus . Survey Select 
Expert 4.5 also includes : improved 
editing features to allow flexibility 
of survey layout (electronic or paper­
based); additional survey templates, 
such as a 360-degree survey tem­
plate; the capability to create e-mail 
survey instructions specific to each 
survey; optional passwords to pro­
tect data integrity while maintaining 
anonymity; and the export of raw 
data to Excel, Access, or any other 
ODB C-compliant database . For 
more information visit www.survey­
connect.com. 

I Rl enhances 
BehaviorScan 

Information Resources, Inc., 
Chicago, has enhanced its 
BehaviorScan in-market testing ser­
vice, which tracks purchases of bar­
coded products. Beginning in select­
ed markets this year, panelists now 
will show their ID card at participat­
ing stores and will be asked to report 
their purchases from non-participat­
ing retailers, including mass mer­
chandisers and supercenters, by using 
a handheld scanner at home. This 
dual approach was chosen to mini­
mize panelist burden while capturing 
as many of their purchases as possi­
ble. IR I has also completed an 
upgrade to the BehaviorScan 
Targetable TV system, part of IRI's 
within-market TV ad testing service. 
The new technology assigns every 

12 

local cable subscriber to one of three 
cells. IRI can deliver different TV 
commercials to each cell and analyze 
the impact of each ad plan on the pur­
chasing behavior of the BehaviorScan 
panelists in each cell. For more infor­
mation visit www.infores.com. 

Decision Analyst builds 
contractor panel 

Decision Analyst, Arlington, Texas, 
has created the Contractor Advisory 
Board, a new online panel of 8,500 
contractors in the U.S. and Canada. 
All types of contractors (general con­
tractors, HVAC/R, electrical, tile and 
masonry, plumbing, landscape, etc.) 
are members. During registration, 
panel members are asked to provide 
information such as business size, 
services provided, type of market 
served, market segments served, title 
and/or position, union affiliation, and 
business sales level. For more infor­
mation contact Jerry Thomas at 817-
640-6166 or visit www.decisionana­
lyst.com. 

Batch map product 
from Spatial Insights 

Vienna, Va., software firm Spatial 
Insights, Inc. released Map-0-Matic, 
an application developed for batch 
map production within the 
MapinfoProfessional environment. 
Map-0-Matic starts with an existing 
Maplnfo workspace , allowing the 
user to have control over the map 
content and styles. It cycles through 
any or all specified objects in a table, 
and zooms to each of the selected 
objects. Unique map titles are auto­
matically generated using text from a 
specified column, and scale bars and 
north arrows can be added to each 
map. The maps can be printed, or 
saved to a number of graphics for­
mats, including PDF, WMF, JPG, or 
BMP. Individual Maplnfo work­
spaces can be saved for each of the 

maps produced, to facilitate fine-tun­
ing at a later time if desired. For more 
information visit www.spatialin­
sights.com/software/plugins/mapin­
fo/mapomatic/. 

Tech industry resource 
launches 

Port Washington , N.Y. , research 
firm NPD INTELECT has launched 
NPDTechworld , a market informa­
tion resource for the technology 
industry. NPDTechworld is an online 
market information service that com­
bines consumer electronics and infor­
mation technology market informa­
tion collected at the point-of-sale and 
from consumers. By combining 
point-of-sale information, previously 
provided by NPD INTELECT Market 
Tracking, with consumer information 
collected from NPD's Online Panel, 
NPDTechworld aims to provide a 
representative view of market trends 
across all consumer segments and all 
channels of distribution. After the ser­
vice's official rollout, new features 
will be added to allow clients to cus­
tomize data to address the particular 
business issues of each user, facili­
tating access to the information most 
relevant to their needs. For more 
information visit www.npd.com. 

Qual/quant tool 
examines buying 
process 

MarketBridge, a Bethesda, Md., 
professional services firm , is now 
offering Channel Preference 
Mapping, a new research service 
designed to help clients understand 
how, when , and where customers 
want to buy their products and ser­
vices. Channel Preference Mapping 
uses both qualitative and quantitative 
approache s to examine customer 

continued on p. 53 
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Haw daes FacusVisian deliver 
reliability and service worldwide? 

FocusVisions 180 certified technicians with a commitment to quality. 

Delivering the FocusVision Experience Worldwide 
FocusVision is a global ser\'ice for video transmission of live focus 
groups. A worldwide network of top-rated focus facilities throughout the 
U.S.A. , Europe, Asia-Pacific and Latin America is installed with 
FocusVision ad\'anced technology for videoconferencing and 
videostreaming O\'er the Internet. 

How are we able to deli\'er the Focus Vision experience from this far flung 
network, ensuring reliability and uniformity of service? One reason is our 
corps of ln-Field Cenified Focus Vision Technician . 

Training and Certification 
Training includes on-the-job experience wi th a 
senior tech, and study of our sixty-page Focus Vision 
Service Manual outlining equipment, systems, testing 
procedures, and ser\'ice protcols. You1ll recognize a 
FocusVision Technician by the Cenification 
pin proudly worn. 

Manual 

FocusVision Service Infrastructure 
A Cenified Tech is on-site for every project, operating under direct 
supervision of senior engineers at Focus Vision Tech Centers in Stamford 
and Paris. They are members of a team comprised of technicians, project 
coordinators and client account directors. 

What Does It Mean To You? 
Clients and moderators can schedule FocusVision pr~jects anywhere in 
the world with ease and complete peace of mind. The team infrastruc­

ture ensures the highest uniform standards of tech­
nical el\.'Penise, reliabi lity, and service for your projects. 

The Focus Vision Technician is yet another reason more 
than 350 leading U.S.A. and global companies include 
FocusVision as an integral pan of their qualitative 
research programs, and why FocusVision is the world 
leader for more than a decade. 

Call 1-800-433-8128 or visit: www.focusvision.com to find out more. 
1266 East Main Street, Stamford, CT 06902-3562 Tel : 203-961-1715 e-mail : info@focusvision.com 
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News notes 
Rochester, N.Y., research firm 

Harris Interactive has reduced its 
staff as part of its ongoing integration 
process with Total Research. The 
actions affected approximately 5 per­
cent of the full-time workforce in 
Rochester; New York City; Norwalk, 
Conn.; Princeton, N.J., and other out­
lying locations. The affected employ­
ees were mainly support staff with 
overlapping functions in the combined 
company. Harris Interactive also closed 
telephone centers in Tampa, Fla., and 

visit www.esomar.nl. 

The Institute for International 
Research (IIR) will hold a conference 
on ethnographic/observational market 
research on February 4-5 at the Hyatt 
Pier 66 in Fort Lauderdale, Fla. For 
more information visit www.iir­
ny.com. 

Map India 2002, the fifth annual 
international conference and exhi­
bition on GIS/GPS and remote sens­
ing , will be held on February 6-8 in 
New Delhi , India. For more infor­
mation contact Swati Grover, Map 
India 2002 secretariat , at 
swati.grover@csdms.org. 

The European Society for Opinion 
and Marketing Research (ESOMAR) 
will hold its annual health care confer­
ence on February 17-19 in Miami. For 
more information visit www.esomar.nl. 

The European Society for Opinion 
and Marketing Research (ESOMAR) 
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Youngstown, Ohio. The company con­
tinues to maintain phone centers in 
Rochester and in the U.K. 

Separately, Harris Interactive has 
been awarded a broad business method 
patent (U.S. Patent No. 6,311, 190) for 
an online instant polling process and 
other techniques used for conducting 
multi-lingual surveys via the Internet. 
The patent covers the following system 
for conducting surveys over a network, 
including the Internet, to multiple 
respondents in multiple countries in 
different languages having the features 

www.esomar.nl. 

Tragon Corporation will hold a work­
shop titled "Gaining a Competitive 
Advantage Through Sensory 
Evaluation " on March 4-6 at the 
Sheraton Palo Alto, Palo Alto, Calif. 
For more information visit 
www.tragon.com. 

Frost & Sullivan will hold its annual 
advanced marketing research execu­
tive summit on March 10-14 at the 
Sheraton World Resort, Orlando, Fla. 
For more information visit 
www.frost.com. 

The European Society for Opinion 
and Marketing Research (ESOMAR) 
will hold a conference on CRM/data 
mining on March 17-19 in Prague. For 
more information visit www.esomar.nl. 

Britain 's Market Research 
Society will hold its annual confer­
ence on March 20-22 at the Hilton 
Brighton Metropole , Brighton , 
England . For more information visit 
www.mrs.org.uk. 

of: generating surveys from informa­
tion stored in a database of the system; 
immediately showing the results of the 
surveys and offering a comparison of 
the results; allowing the respondent to 
vote only once on each survey. 

Sorensen Associ a tes Inc, a 
Portland, Ore. , market research firm, 
has earned the Quality Certification 
ISO 9001:2000. Conformance to the 
ISO international quality standards is 
implemented through accrediting 
agencies that conduct a detailed audit 
of the entire process relating to the sys­
tems and procedures which have a 
direct result on a company's end-prod­
uct. Sorensen Associates received the 
ISO 9001 Certification through a reg­
istration a udit by Perry John so n 
Registrars. 

Southfield, Mich. , automotive data 
services firm R. L. Polk & Co. has 
increased it s shareholding in 
Marketing Systems GmbH to 1 00 
percent. Marketing Sy stem s, a 
Germany-based automotive informa­
tion and research firm, will continue to 
trade under its own name and represent 
its own as well as the global Polk 
brands. 

Acquisitions 
U.K.-based research firm Taylor 

Nelson Sofres has agreed to acquire 
the business and assets of Theatrical 
Entertainment Services, Inc. and its 
sister co mpany Ra p id Chek 
Reporting, Inc. (togetherTES), a U.S. 
supplier of box office verification and 
cinema tracking services to the film 
industry and cinema operators. The ini­
tial cash payment is £25.9 million 
(US$36.8 million). TES sales for the 
year ended December 31 were US$9.9 
million with EBIT of US$5.3 million. 
Net assets at that date were US$1.1 
million. 

Dependent upon the achievement of 
earnings performance targets, relating 
to the ongoing performance of the U.S. 
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business and geographic expansion, 
deferred cash payments may be made 
in the years from 2002 to 2007. The 
maximum consideration payable, 
including the initial cash payment, wi ll 
not exceed £52.0 milli on. Completion, 
which is dependent upon obtaining 
Hart Scott Rodino ap proval , was 
expected to come within weeks of the 
deal 's announcement in November. 

TES will operate as a divi sion of 
Taylor Nel so n Sofre s' CMR , a 
provider of strategic advertising track­
ing services in the U.S. The current 
owner and CEO , Thomas Steven 
Perakos, who founded the company, 
will continue to run it and will take 
responsibility for expanding its opera­
tions worldwide. Other key manage­
ment will also remain with the busi­
ness. 

Alliances/strategic partnerships 
New York research firm 

RoperASW has become a certified 
QualPartner, which mean the firm is 
proficient in and licensed to use the 
online qualitative software from Castle 

Rock , Co lo.-ba ed QualTalk. 
RoperASW plans to use the augment­
ed capabilities both for custom quali­
tative work for clients and multi-client 
studies, including special research for 
Roper Reports , the company's trend­
spotting service. RoperASW plan to 
use the bulletin board technique as part 
of its TrendWhys qualitative studie 
of changing consumer trends. 

Boston-ba ed Bernett Research 
Services Inc. has announced that the 
Business Re earch and Consulting 
Group of Abt Associates Inc., a 
Cambridge, Mass ., research firm, has 
made a strategic commitment to use 
and integrate Bernett 's data collection 
and online monitoring and publishing 
services in its marketing research oper­
ations. To showcase their combined 
capabi lities, Bernett Research and Abt 
Assoc iate s are collaborating on a 
national survey that will examine how 
American households are reacting 
financially to the enduring economic 
uncertainty that has been compounded 
by the ongoing U.S.-led global war on 

terrorism. 

Wilton, Conn., research firm 
Greenfield Online has entered into a 
strategic all iance with Microsoft 
Corporation which grants Greenfield 
Online the ability to recruit visitors to 
Microsoft's MSN Web sites for mar­
keting research purposes. Site visitors 
can choose to participate and are 
screened at the time of survey execu­
tion. Eligible participant are then 
directed to open surveys based on 
Greenfield Online's proprietary quota 
management system. 

Separately, Greenfield Online has 
entered into a multi-year agreement 
with Minneapolis-based GfK Custom 
Research Inc. under which Greenfield 
Online will a sist GfK Custom 
Research's online research efforts. 

Autometrics, an automotive e-com­
merce performance measurement firm, 
has teamed with Nielsen//NetRatings 
to provide the automotive industry 
with Internet audience information 

continued on p. 52 
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Tme-life tales in marketing research 

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

Sometimes moderators can make 
things so interesting for clients 
observing focus groups that the 

clients do strange and destructive 
things. 

During one group, moderator Joel 
Reish was waiting for re pondents to 
finish a projective sentence comple­
tion when there was a tremendous 
noise behind him, where the mirror 
was located. Reish instinctively raised 
hi arms to protect his head, then 
looked back to notice the mirror shak­
ing. 

He politely excused himself and 
retreated to the back room, where his 
client, sitting on the floor, sheepishly 
reported what had happened. The 
rotund gentleman was so anxious to 
see what one particular respondent 
had written that he couldn't wait for 
Reish to ask the consumers to read 
their answers. So, in an attempt to get 
close enough to read the response, he 
climbed up on the ledge just behind 
the mirror. CRASH! No more ledge. 

Reish reports this was the first time 
in his career that the expense account 
he submitted included anything like a 
carpentry bill for $1,200. 
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By Art Shulman 

By the way, there is a market 
research myth, possibly equivalent to 
an urban myth, that a client once actu­
ally fell through the mirror. Can any­
one out there substantiate thi s? Did it 
really happen at least once? 

Ellen Gregory of Marketing 
Research Services cites a tudy she 
was involved with where, at the end 
of a 16-week home-use test, respon­
dents were asked to return a scale 
they ' d been given to weigh the test 
product. One of Gregory 's employees 
called a respondent to inquire why 
she hadn ' t kept her sc heduled 
appointment that morning to return 
the scale. The woman explained that 
the police were in her home at that 
very moment, and since both she and 
her husband were being arrested, she 
would not be keeping the appoint­
ment - at which point Gregory 's 
dedicated employee asked if she 
could meet her outside the jail and 
retrieve the scale. The respondent 
considered the offer, but declined. 

Gregory also recall s a project where 
she herself was conducting the final 
visit of a door-to-door study involving 
a home-use test. Late in the afternoon 
she was greeted at the door by a visi­
bly embarrassed woman whose hair 
was a me s and whose clothes were 
wrinkled. She apologized for her 
appearance, but asked Gregory in to 
do the interview. 

Toward the end of the interview 
Gregory needed to observe the torage 

of the product, so the woman led her 
to the bathroom, where the product 
was located. They had to travel 
through the bedroom, where a young 
man, hair messed, sat in bed, under the 
covers. Gregory could tell the man 
was not wearing a shirt. She couldn't 
tell what else he wa n' t wearing. 

The woman did not introduce the 
man as her husband. 

Gregory quickly a ked the re t of 
her questions, then scrammed out of 
there. (Market researchers are so con­
siderate of other people's needs!) That 
was the last time Gregory agreed to do 
a door-to-door project. 

That woman at least was embar­
rassed about what she had been doing. 
Not o the woman remembered by Pat 
Sabena of Patricia Sabena Qualitative 
Research Services. In a focus group 
sess ion about contraceptives, 
Sabena's young respondent gleefully 
revealed that she wore different hair 
ribbon s to match the different bed 
sheet for her different lovers. 

Sabena did not probe further into 
that re ponse. 

In future issues, we'll report on 
more quirky, loopy, and strange hap­
penin gs in the world of market 
research. If you'd like your story to be 
told - anything related to research is 
usable, from pilling soup on your 
client' new suit to cute answers 
respondents provide on question­
naires- please e-mail me at artshul­
man @ao l. com. rp,j 
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Sorensen Associates Raised The Standards 0 

Over twenty years of quality in-store research 

(20 years ago) Interviewer Certification: An early component 
of Sorensen Associates quality program was our unique 
interviewer certification program. Since the majority of our 
research is based on data collected at the point-of-purchase, 
we started a certification program for trained in-store 
interviewers from MRA member field services . Professional 
data collection in the retail environment requires training as 
"customer service representatives" in addition to standard 
interviewing skills. Besides knowing the interviewers on 
every project, we monitor their individual performance on 
every single study. 

( 10 years ago) Field Auditing (Mystery Shopping): We deploy 
an independent force of trained "auditors" in each of our markets. 
Each study is shopped by having one of these decoys "break-in" 
to the study (according to our directions) and then complete 
an evaluation of the interviewers performance. 

(2001) ISO 9001:2000 Certification: Sorensen Associates was 
independently assessed by Perry Johnson Registrars and found 
in strict conformance to ISO 9001:2000 quality standards . 
An important aspect of this program is our Client Satisfaction 
Measure. The final mile in delivering quality research to clients is 
understanding marketing issues and providing actionable analysis: 
• Interviewer Certification and Auditing 
• Respondent Validation 
• Client Satisfaction Measures 

www.sorensen-associates.com 

Soren se n As so c iates the in-store research companyTM 

Oregon: 1.800.542.4321 Minnesota: 1.888.616.0123 



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. 

Are you leveraging the expertise 
of your focus group moderator? 

Editor's note: Tom Greenbaum is 
president of Groups Plus, a Wilton, 
Conn., research firm. He can be 
reached at 203-834-1126 or at 
tlg@ g roupsplus. com. 

Consider this: You are about to 
undergo a dental procedure and 
the denti st indicates that you 

need to have a crown due to the 
decay that has eaten away at your 
tooth. You di sagree with the dentist 
and tell him to do an inlay because 
that's what you've had in the past 
and it 's worked well for you. 

Or you hire a caterer for a party 
and they provide you with a sug­
gested list of menu items. In review­
ing their recommendations, you 
think about a recent party you 
attended where they served a won­
derful di sh, but it does not appear 
on the caterer's li st. You ask the 
caterer about this and they indicate it 
is not an item they normally recom­
mend, as they haven 't had good 
responses to it in the past. You 
decide to have this dish anyway as it 
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By Tom Greenbaum 

was so ta ty at the other party. 
In both of the above situations , 

you have contracted with a special­
ist who has experience and exper­
tise in a specific area. It is a sumed 
that you went to the i ndi vidual 
because of their capabilities, and you 
are anticipating a positive outcome 
from your involvement with them. 
Howev er, in both situations you 
chose to ignore their professional 
recomme nd ations based on your 
own prior experience. The chances 
are that you wiiJ be proven wrong in 
the end, and this will not serve to 
foster a good future relationship with 
either the dentist or the caterer. 

Many companies do the same 
thing when working with modera­
tors in planning qualitative research 
projects. The organization often wiJJ 
go to great pains to find the best 
moderator for their orga ni zation, 
using RFPs, Web inquiries, person­
al interviews, and recommendation 
from peer to ensure that they make 
the be t decision. Then when the 
actual project is conceptualized, the 

client contact is unwilling to accept 
the recommendations of the research 
professional relative to the overall 
methodology, the approach, or the 
content flow. This often places the 
moderator in a very difficult situa­
tion, as he or she can be "forced" to 
conduct research in a way that is less 
than optimal. The moderator is left 
with two choice :either resign from 
the a ignment or conduct a study 
that he or she feels will be substan­
dard. The end result of this exercise 
could easily be a disappointing out­
come and a damaged c li ent-modera­
tor relationship. It's a lose-lose for 
everyone. 

What then, can client organiza­
tions do to avoid compromising their 
own need s and giving in to recom­
mendations of the research profes­
siona l that they feel are not in the 
best interest of the project? 

First, it is essential that the c li ent 
company carefully research the per­
son/organization hired to conduct 
the research, to ensure that the sup-

continued on p. 97 

www.quirks.com Quirk's Marketing Research Review 



Decision Analyst, an 

innovator in marl~eting research 

methods for over two decades, 

is at the forefront of Internet 

resear ch with these worldwide 

online panels: 

• American Consumer 
Opinionn' Online 
An internet panel with over 1,000,000 
consumers in the U.S., Canada, Europe, 

Latin America, and Asia . 

• The Technology 
Advisory Boardn' 
A worldwide Internet panel of scientists, 
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technology executives . 
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doctors and surgeons, including general 

practitioners and specialists . 
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Editors note: Peter Gurney is man­
aging director of Kinesis, a Seattle cus­
tomer experience management firm. He 
can be reached at pgurney@ kinesis­
cem.com. 

ystery shopping seems 
like such a good idea: send 
people into sto res to 
observe service and report 
what they see, then use the 

observations to reward managers, coach 
employees, track improvements, and 
compare service levels across the com­
pany. 

Why, then, are so many managers 
tearing their hair out in frustration over 
their companies' mystery shopping pro­
grams? Despite the fact that many busi­
nesses spend thousands of dollars annu­
ally on such research, an astonishing 
number of mystery shopping programs 
fail outright or limp along year after 
year, perennially under-performing 
against expectations. 

Companies recite a litany of com­
plaints, including: 

• disputed findings by employees and 
managers; 

• questioning of mystery shoppers' 
skills and credibility; 

• more internal administration than 
planned; 

• flat trend lines and undifferentiated 
scores; 

•little or no correlation between mys­
tery shopping results and customer sat­
isfaction ratings; 

• lack of timeliness and responsive­
ness from mystery shopping vendors; 
and, 

• difficulty demonstrating return on 
investment. 

There is nothing inherently faulty 
about the mystery shopping methodol­
ogy, which is simply a type of observa­
tional research. It can and does provide 
tremendous value when it is designed 
and executed well. 

So who is responsible for the fact that 
so many mystery shopping programs go 
bad? 

Let's examine the suspects: 
The industry. Despite the fact that it 

has been around for at least 60 years, the 
mystery shopping industry is still imma­
ture. It's highly fragmented with many 
small regional or specialty frrms and rel­
atively few large national players. There 
are as yet no generally accepted proce­
dures for the selection, training, or cer­
tification of mystery shoppers, nor 
are there clear standards of quality 
control. As a result, the reliability of 
the data collected is sometimes ques­
tionable. Data quality may vary con­
siderably, not only from vendor to 
vendor, but also from shopper to 
shopper within a single study. When 
employees who have been mystery 
shopped dispute the results (as they 
inevitably will, particularly when the 
data are linked to incentives) it can 
be difficult to argue that the mystery 
shoppers know what they are doing. 

This situation appears to be chang­
ing. A trade group called the Mystery 
Shopping Providers Association 
(MSPA) has been formed, with the 
express goal of "instilling confi­
dence in the business community 
that mystery shopping is performed 
in a professional and fair manner." 
The MSPA holds conferences twice 
a year and provides information and 
resources for mystery shopping ven­
dors and users. 

An equally promising develop­
ment is that independent mystery 
shoppers have begun to organize and 
police themselves, using online chat 
rooms and Web sites as their com­
munication channel. Dozens oflocal 
and regional mystery shopping groups 
have been formed in the past few years. 
Members of these loose-knit organiza­
tions share experiences, discuss tech­
niques and compare the practices of the 
mystery shopping vendors they work 
with. Some groups go so far as to rate 
vendors and even blackball companies 
that are slow to pay or exhibit question­
able ethics. In effect, a grassroots guild 
of mystery shoppers is developing 
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MysteryShopping 

through the medium of the Internet, cre­
ating standards and practices that the 
industry has heretofore failed to pro­
vide. 

The vendors. Mystery shopping is a 
highly labor-intensive activity, and the 
vendors who supply this service typi­
cally possess considerable logistical acu­
men. Their skills lie in the hiring, sched-

uling, deployment, and management of 
a distributed workforce. Unfortunately, 
they're typically less sophisticated 
when it comes to other important fac­
tors necessary to the success of mystery 
shopping programs, such as research 
design and analysis , development of 
enterprise-wide service initiatives, inte­
gration of data across methodologies, 

continued on p. 57 

21 



MysteryShopping 

Editor's note: Rachael Narsh is a 
freelance writer based in St. Louis. 

ystery shopping research has 
long been used at the retail 
outlet level to monitor oper-

ating standards set at the corporate 
level. But in an era where the cus­
tomer is king- and always right­
such a tactical approach to perfor­
mance measurement fails to account 
for the unwritten standards of the cus­
tomer. What does the customer con­
sider to be important to the experi­
ence? And what does the customer 
actually experience? 

This is what sparked the idea 
behind St. Louis- based Mari tz 
Research's recent research endeavor 
involving the quick-service (or fast-
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food) restaurant (QSR) industry. 
While it's good to know if a compa­
ny's stores and employees are per­
forming up to company standards, it's 
even better to know if they are living 
up to the standards of those that keep 
them in business. 

Organizations often commission 
customer satisfaction and mystery 
shopping research studies separate­
ly. While each methodology can stand 
on its own, Maritz believed that the 
two could be greatly strengthened 
when used in tandem, providing a 
more rounded approach. "To prove 
it, we combined the two methodolo­
gies to take a closer look at the fast­
food industry," says Al Goldsmith, 
vice president of Maritz ' s Virtual 
Customers division. "We chose this 

• y sr1oppJrJg 
irJdus·r y 

particular industry because it really 
lends itself to this type of research. 
There are so many outlets and so 
many standards and brand attributes 
that are heavily advertised. The fast­
food industry also has many measur­
able attributes that other service 
industries just don't have." 

For the customer satisfaction por­
tion, Maritz first conducted a Maritz 
Poll of consumers on QSRs to find 
out customer expectations and what's 
important to them when they dine at 
a fast-food restaurant. Virtual 
Customers followed this up with a 
Maritz Shop, or mystery shop, to the 
top fast-food chains to see what peo­
ple actually experience. By compar­
ing the results of the two, Maritz 
believed it could determine if people 
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do indeed get what the want when 
they visit a fast-food establishment. 

Cooking up the study 
For the first part of the project, a 

phone interview questionnaire was 
developed based on input from cur­
rent and past Virtual Customers pro­
grams. Approximately 800 QSR cus­
tomers (those who had patronized a 
QSR establishment at least once in 
the past month), roughly 400 men and 
400 women, across the country were 
randomly called and interviewed 
about their expectations when they 
go to a fast-food restaurant. Interview 
questions covered a list of attributes 
that vary in importance to the inter­
viewee, including cleanliness of the 
facility, professionalism of the 
employees, quality of the food, and 
speed of service. 

The feedback from the telephone 
portion was then used to drive the 
development of the Maritz Shop eval­
uation, or the mystery shopping por­
tion of the research, in which approx­
imately 400 customer visits were paid 
to the nation's top 10 fast-food restau­
rants to compare expectations to the 
actual experiences. The shoppers 
were asked to evaluate interior and 
exterior cleanliness, customer ser­
vice, and food quality, among other 
things. Separate questions were cre­
ated for drive-thru shops. 

The sample was based on the recent 
Restaurant Review market share 
rankings. The top 10 market share 
ranking leaders in the U.S. were 
selected to be shopped, meaning that 
if McDonald's owns 50 percent of the 
market share, 50 percent of the mys­
tery shopping sample was randomly 
selected McDonald's restaurants. The 
restaurants shopped were 
McDonald's, Burger King, Wendy's , 
Taco Bell, KFC, Subway, Arby's, 
Dairy Queen, Hardee's, and Jack in 
the Box. (Though specific restaurant 
franchises were selected for the study, 
the results were not intended to be 
restaurant-specific.) 

The shops were distributed among 
the three primary day parts for fast­
food service (breakfast: 6-9 a.m., 

lunch: 11 a.m.-2 p.m., and dinner : 4-
7 p.m.), and included both dine-in 
and drive-thru shops. These shop 
rotations were selected from data col­
lected in the telephone portion of the 
study. 

Would you like a clean restroom 
with those fries? 

So what did the research uncover? 
The Maritz Poll found that 80 per­
cent of Americans rate interior clean­
liness their No. 1 consideration when 
it comes to selecting a fast-food 
restaurant. This was followed close­
ly by food quality (79 percent). Order 
accuracy and cleanliness of the 
restroom were also big concerns to 7 5 
percent of respondents. 

"Fast-food industry executives 
were surprised to find out that interi­
or cleanliness was the absolute top 
concern for their patrons," says 
Goldsmith. "We would have never 
guessed it would be No. 1. This is 
just one great example of what dual 
methodologies will uncover. 

"Knowing what is important to 
measure going into the research 
makes the mystery shopping much 
more worthwhile," Goldsmith says. 
"Based on our results, we now know 
to track that attribute more thorough­
ly in future store visits." 

Low-scoring motivators included 
value/combo meals (27 percent) and 
children's play areas (17 percent). 
And despite millions of dollars spent 
on promotional giveaways, games 
and special signage, only 11 percent 
of those surveyed claims to really 
care about them. 

"Apparently the money being spent 
to advertise and market promotional 
giveaways and games is not having 
the intended impact on retention or 
customer satisfaction," says 
Goldsmith . "The basic conclusion we 
can draw from these results is mop 
the floor s, keep the tables and 
restrooms clean, and deliver a quali­
ty product, and customers will glad­
ly come back." 

Have it your way 
As a fast-food jingle of yesteryear 
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suggested, it seems that customers 

really are having it their way when 

visiting a QSR. The Maritz Shop 

results found that fast-food restau­

rants are indeed meeting the expec­

tations of Americans who desire 

cleanliness, good service, and quali­

ty food. Eighty-six percent of shop­

pers reported that the tables were 

clean and free of spills and trash. The 
restrooms were clean and in working 

order, according to 83 percent of eval­
uators. Orders were filled correctly in 

96 percent of the visits, while 92 per­
cent reported that the food met their 

expectations. 

"Our Virtual Customers ratings go 

against some of the common percep­

tions of fast-food restaurants," 

Goldsmith says. "The quick-service 

restaurants appear to be delivering on 

their promises. However, there's cer­

tainly room for improvement. It 's 
worth noting that 14 percent of the 

restaurants shopped did not have 

clean tables. To a large fast-food fran­

chise, this could mean that thousands 

of their outlets are failing in this cat­

egory, and therefore not living up to 

customer expectations. Because this 

is so important to customers, revisit­

ing the establishments in six months 
and developing ongoing measure­

ment systems would be beneficial." 

Nee d a combo deal for you r 
research appetite? 

On its own, mystery shopping is a 

great operations tool. But when 

paired with customer sa tisfaction 

research, it becomes an even better 
performance improvement tool. 

Knowing what's happening in the 

outlets, along with what 's important 

to customers, gives restaurant man­
agers the ability to drive performance 

improvement in those areas that real­

ly matter to the customers. This, in 

turn, helps to determine the order of 

priorities when it comes time to make 

improvements. Investments can be 

targeted to those areas that wi II have 

the biggest impact on the likelihood 

of the customer to return , driving 

improvements right through to the 

bottom line. rli.J 
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Editor's note: Peter Thorwarth is 
president ofBMA Mystery Shopping, 
Phoenixville, Pa. He can be reached 
at 800-355-5040. 

hen the client says ... 
"Good news - the mystery 

shopping program has just 
been approved and now people here 
are very excited about seeing results 
as soon as possible. How soon can 
you have the shoppers in the stores? 
Can it start full-force on Monday?" 

... what hould you do? Jump 
ahead and get the mystery shopping 

in the field right away? Or strongly 
recommend a brief delay, in order to 
test and fine-tune the survey form, 

guidelines, scenarios and Internet 
online elements? 

Firms like ours have faced this 

temptation time and again: a full­
service or field-service client has a 

draft of a mystery shopping form that 

looks right to the people there and 
they want to start a large mystery 

shopping project right away. It 
would be easy to give in and throw 
it out in the field. But it's really not 
in anyone's best interest to do so. 

We know from hard-won experience 
that we shouldn't mystery shop hun­
dreds or thousands of locations with­

out first testing the form. 
One key reason to do a pretest is 

expressed well by Bill Green of 

Shoppers Critique International: 
"Mystery shopping providers rely in 

many cases on the information our 

clients divulge with respect to the 
nature of their business and method 

of operations. Many times, the client 
[unintentionally] does not provide 
details that are critical to us and 
unfortunately we may not find out 
until the program is underway." 

A related reason is that the mystery 
shopping experience may not flow as 
expected. As a result, some ques­
tions on the survey form may need 
"N/A (not applicable)." Looking at 

www.quirks.com Quirk's Marketing Research Review 



COMPLETE FOCUS GROUP FACILITIES 

CONSUMER, EXECUTIVE, AND MEDICAL RECRUITING 

PRODUCT AND TASTE TESTS 

CENTRAL LOCATION TESTS 

MOCK JURIES 

WEBSITE USABILITY TESTING 

STORE AUDITS 

CENTRAL LOCATION INTER V IEW ING 

INTERCEPT INTERVIEWING 

CATI INTERVIEWING 

IN -STORE MERCHANDISING AND DISTRIBUTION 

MYSTERY SHOPPING PROGRAMS 

COUPONING AND DEMONSTRATIONS 

Schlesinger Associates 

A Marktting Rtstarch Corporation 



selling/retail situations, for example, 
we've learned that some clients 
assume that salespeople in their 
stores will at least follow the gener­
al training guidelines. The truth we 
discover, thanks to the pretest, is that 
some sales associates make almost 
no effort at all to as ist customers, 
even those who seem very interested. 

Associates like that make it impos­
sible for the mystery shopper to 
answer some of the questions. Faced 
with that situation, individual mys­
tery shoppers nationwide would have 
been stumped and calling our 800-
number for instructions. 

I'm sure the same is true in restau­
rants, hotels, banks, and other mys­
tery shopping venues: testing and 
correcting the form in advance pre­
vents headaches and delays. 

How to conduct a pretest 
A pretest is a very simple endeav­

or. In essence, it is just sending top­
level shoppers to actual stores in 
order to act out the scenarios, follow 
the guidelines, and fill out the forms 
(paper forms and, where applicable, 
online forms). After that, debrief the 
pretest shoppers and review their 
results. Use those findings to 
improve (or at least fine-tune) the 
scenarios, guidelines, and form. 

Simple though it may be, a pretest 
can make the difference between 1) 
a research project that is successful 
and 2) a haphazard comedy that frus­
trates everyone and has few action­
able results. It requires a small effort 
and it pays significant dividends. 

Pretest elements 
First, consider the survey instru­

ment, i.e., the mystery shopping 
form. Is there anything wrong with 
any of the following questions? 

• "Were all associates wearing 
nametags?" 

• "Was the sales associate friendly 
and helpful?" 

• "Did you see (manufacturer 
name) rebate forms?" 

• "Was the video display showing 
the demo tape?" 
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• "How many tires were missing 
from the display wall?" 

Yes, it turns out they were all 
flawed. 

1) During the pretest, some sales 
associates were wearing nametags 
that were not meeting the client's 
needs, because they were under 
aprons or sweaters and could barely 
be seen. 

Solution: "Were all associates 
wearing nametags that were plainly 
visible?" 

2) During the pretest some sales 
associates we encountered were 
friendly but not helpful. 

Solution: We made it into two 
questions - "Was the sales associate 
friendly?" "Was the sales associate 
helpful?" 

3) During the pretest, expired 
rebate forms were found in some 
stores, which would have given the 
client a "false positive." 

Solution: "Did you see (manufac­
turer name) rebate forms that were 
current/not expired?" 

4) During the pretest some stores 
had no video display at all. 

Solution: Again, we volunteered 
that two questions would better serve 
the client: "Was there an operating 
video display? If yes, was it showing 
the demo tape?" 

5) During the pretest, it was noted 
that some stores also had tires on dis­
plays on columns and on freestand­
ing units, in addition to the display 
wall. In some cases, those displays 
were missing tires . 

Solution: "How many tires were 
missing from the display wall or 
other tire displays?" 

The most common improvement, 
as noted above, is to take one ques­
tion and break it into two separate 
questions. Every question on every 
form should be examined and tested 
to see if this would improve the accu­
racy of the data gathering. 

Second, consider who should actu­
ally go to the stores to perform the 
pretest. We recommend using two or 
three very experienced mystery 

shoppers from diverse parts of the 
country. A New York shopper might 
spot something that won ' t flow as 
expected in the New York stores , 
while a Mi ss iss ippi shopper might 
spot something that doesn't apply to 
small-town stores. 

The pretest shoppers should only 
be given the training materials, 
guideline , and survey form , with­
out extra background information. 
They should be no more informed 
about thi s particular survey than the 
average shopper would be, using the 
materials provided. As part of the 
debriefing , the pretest shoppers 
should be encouraged to point out 
anything they feel is confusing or 
insufficiently specific. Preventing 
misunderstandings is an important 
key to a successful mystery shopping 
program. 

Third , have the pretest shoppers 
use the actual systems that the rest of 
the shoppers will use to deliver the 
results data to the mystery shopping 
provider. If the shoppers will send 
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the results via a Web site, for exam­

ple, have the pretes t shoppers use 

and critique that Web site. 

Fourth , test the methods by which 

you w iII delive r the res u Its to the 

client. Thi s is not an issue if you will 

be delivering the data in Excel or on 

paper, but it matters a great deal if the 
client will be accessing re s ult s 

online. 
Rob Schneider, president of 

Archon Development, a firm which 

provides online services for mystery 

shopping companies, says, "From an 
online technical standpoint, pretests 

give you tremendous advantages and 

resolve important questions." Such 

as: 
1. Is the end-client behind any fire­

walls or proxy servers that need to be 

addre sed prior to launch? 

2. Is the end-client usi ng an ISP or 
operating system that isn' t fully sup­

ported by your online sys tem and 

needs to be? 

3. Are all end-user logi ns, triggers, 

and other capabilities fully function­

al prior to mass use? 

4. Is all form sco ring and report 

scoring perfect? 

5 . Has the end-client given all of 

the correct information relating to 

locations (i.e., zip codes, names of 

locations, management hierarchy, 

etc.) 

"The biggest benefit and reason for 

conducting a prete t from a technical 

view is simple," Schneider says . "If 
you first test a handful of users with­

in a company, you will find that the 

majority of technica l questions and 

problems can and wi II be addressed 

prior to thousands of users having 

those same questions and problem 
with a full-blown projec t launch ." 

Accept the importance? 
Will clients around the 

accept the importance of a pretest? 
For everyone's sake, we hope they 

do . Showing them thi articl e might 

help them see the light. Bill Green 

points out the economic benefits : "It 

is more cost-effective to start the pro­

gram right the first time than to make 

modification s to programming, 

guide lines, and forms after the fact , 

which certainly permits shoppin g 

companies to provide lower-cost pro­

g rams." 

Non-U.S . clients will benefit just 

as much from taking th e tim e to 

a llow a pretest, says Per Bjorkman of 
Reta il Services in Stockholm, 

Sweden. " We always include a 

pre test in our offering /quotation s, 
to avoid any mi under tanding and to 

improve the results of the mystery 

shopping for our clients. Most clients 

accept the idea of pretest when we 
explain why. We are currently mys­

tery shopping the public transport 
system in Stockholm [all ubway 

trains, other trains , and bu es plus 

three stations]. The client agreed to 
do a pretest, after some convincing, 

and now the whole project is now 
working 99 percent perfectly." r~ 

r-----------------------------------------------------------
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Editor s note: Chris Causey is the 
sales manager at TrendSource, a San 
Diego mystery shopping firm. He can 
be reached at619-239-2415 ext. 104 or 
at marketing@ trendsource. com. 

When consumers and corporate 
leaders envision mystery shop­
ping, they often picture a wig­

wearing woman in sunglasses, suspi­
ciously circling the discount rack in an 
attempt to observe the front lines of a 
business operation. Actually, nothing 
could be further from the truth. 

Today, mystery shopping is a leading 
industry in its own right, giving com­
panies, consumer groups, and govern­
ment watchdogs vital tools to ensure 

32 

that an organization operates as it 
should. Whether a shopper weighs and 
measures food products, examines the 
cleanliness and maintenance of facili­
ties, or notes the cheery grin s and 
knowledge of employee , mys te ry 
shopping provides one of the most 
valuable- yet difficult to obtain -
commodities in business: unvarnished, 
accurate information. 

Unknown to many business leaders, 
however, is the expanding role of mys­
tery shopping . Shoppers and retail 
experts are playing an increas ing ly 
important role in helping companie 
deliver better products, more accurate­
ly serve consumers, and rate the street­
level appeal of their companies and 

their products. 
Mystery shopping is not just a busi­

ness tool for the rich. It 's used every day 
by companies of all sizes, and can help 
firms from the corner grocery to the 
bi II ion-dollar retailer ac hi eve their 
goals. Where once mystery shopping 
told companies what they were doing 
wrong, today it is telling them what 
they are doing right and wrong- and 
offering suggestions to make their oper­
ation better. 

Here's a look at some of the effective 
products mystery shoppers can provide. 

Rewards and recognition 
Simply put, so-called "reward and 

recognition" programs charge mystery 
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shoppers on the front lines with testing 
employees to ensure they are doing 
things right. Also called an awards­
incentive program, in this undercover 
role, a mystery shopper examines spe­
cific aspects of a customer service or 
salesperson's role in the customer trans­
action. Then, the information is com­
piled, analyzed and presented to busi­
ness leaders. Either immediately on the 
spot or at a later date, employees are 
rewarded for doing what is an often­
thankless task: doing their job right. 
Businesses and employees can benefit 
by using this service to fine-tune their 
operations and to support employees 
who work hard day in and day out. 

Typically, rewards distributed to 
effective employees run the gamut from 
cash handouts to various prizes, from 
cars to sporting event tickets- nearly 
any incentive that can both pique an 
employee's attention and motivate their 
colleagues. This corporate practice is 
not new, but this method of implemen­
tation is. Companies up and down the 
Fortune 500 offer various incentives to 
employees. Mystery shopping now pro-

vides an objective and efficient means 
for determining the recipients. 

Minding Ma Bell 
Technology has revolutioni zed our 

lives- and at the same time given us 
the dreaded automated answering ser­
vice. These systems help companies 
save money on telephone customer ser­
vice staff but they can also frustrate 
and alienate consumers. 

As companies increase centralized 
operations and decrease once-popular 
field branches, more and more calls 
from consumers are routed to central 
hubs. Rooms full of operators juggle 
dozens, sometimes even hundreds of 
calls per day. Companies must then 
evaluate the quality, consistency, and 
effectiveness of these operations know­
ing that every dollar counts, and every 
poor quality call may lead to a disap­
pointed customer. 

Providing objective quality control of 
calls is a key role of the mystery shop­
ping industry and a role best often 
played by an outside firm. No employ­
ee wants to know that one of their own 

colleagues is playing Big Brother by 
monitorin g their eve ry mo ve. 
Outsourc in g this serv ice typically 
decreases costs and internal resource 
usage, while objecti ve ly reviewing the 
bas ics of the customer-employee 
encounter. 

Industry-wide studies 
Competition within many industries 

is fiercer than ever, especially in areas 
where technology firms, new manu­
facturing, and professional services 
remain strong. Determining a compa­
ny 's role among the masses is a vital 
s tep for most cor poration s . 
Unbeknownst to many, mystery shop­
ping is not just about retail. Many firms 
in our indu stry provid e economic 
analysis, industry services, and studies 
on a variety of issues . Small business­
es daunted by the hi gh-dollar consult­
ing fees from traditional firms would be 
wise to examine the options available 
from mystery shopping firms. 

Analyzing a market can produce 
clear results on a host of topics includ­
ing pricing, performance, product vari-

RESEARCH 
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ety and availability, compliance, mer­
chandising, marketing and service. If 
you think your business i successful , 
it probably is. And it 's a near-guarantee 
that the competition agrees. That means 
they ' re watching you, and may be emu­
lating the steps you take to stay ahead 
of the pack. A close examination of 
your industry can offer a revealing 
glimpse of your strengths, weaknesses 
and potential traps. 

Merchandising verification 
Bar codes, magnetic tag , wireless 

door monitors and simple pen-and-pad 
inventory give sellers and suppliers an 
accurate view of what sells and what 
doesn' t. Even with this high technolo­
gy, many companies still do not have 
vital information about their products 
that sell , uch as to whom they are sold, 
and was the product sold with the "help 
or encouragement" of the sales staff? 

Sales pros will tell you: most cus­
tomers want to buy - if they didn ' t, 
they wouldn ' t be in the store. Sadly, 
retail professionals need to hone and 
practice their skills daily, just like ath-

letes and actors. Mystery shoppers are 
often employed to monitor not just the 
type of product sold, but the circum­
stances - weather, display tactics, 
appearance of product, positioning, 
staff presentation- which often dic­
tate the likelihood of a sale as much as 
quality and price. Mystery shoppers 
help retailers and manufacturers alike 
in determining what strategie can best 
help them improve sale , expand mar­
ket hare or alter product and display 
appearance. Shoppers are profe sional 
shoppers not just because they enjoy 
the job, but because they know what to 
look for as savvy marketers and smart 
con umers. 

Marketing verification 
Mystery shoppers examine not just 

the point-of-sale criteria used by a 
shopper, but also the marketing influ­
ence that shaped their decision. Were 
adverti ements strategically placed 
near stores? Were appropriate market­
ing material available as promi ed? 
Were ervices in the marketing arena 
delivered as contracted? All of these 

questions and more are the lifeblood 
of the modern mystery shopper. 
Companies positioning themselves in a 
new marketplace or with a new product 
have shareholders and principals that 
demand accurate line-by-line account­
ing of their hard-earned finances. 
Mystery shopping arms companies 
with accurate information and data to 
help them monitor expenses and ser­
vices to help meet their goals. 

Solid plan 
In the past, mystery shopping was 

a niche industry, serving mainly retail 
clients at the point of sale. And while 
that service remains the bread-and­
butter of our industry, mystery shop­
pers today provide vital market 
analysis, product testing, and con­
sulting on a wide array of services 
and relationships . The savvy busi­
nessperson will not expand her firm 
without a solid marketing plan- and 
today, she would not move forward 
without a similar plan (and a team) 
provided by a reputable mystery 
shopping firm. r~ 

PEACE OF MIND 
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Myste ryShopping 

Editor's note: John Swinburn is the 
president of the Mystery Shopping 
Providers Association. He can be 
reached at 972-406-1104 or at 
injo@mysteryshop.org. 

Asluggish economy, widespread 
layoffs, and other significant fac­
tors have laid the foundation for 

a weak economic year. Companies 
are looking for efficient ways to 
obtain information, decrease travel 
costs, analyze competitors and fine­
tune their business operations. 

Solving these problems is the job of 
the mystery shopping industry. Sadly, 
many companies - particularly 
smaller companies - are not aware 
of how mystery shopping can benefit 
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them, and how in the midst of a slug­
gish economy, they can use mystery 
shoppers to help their companies 
thrive. 

Below are three scenarios we have 
experienced in recent weeks that give 
executives at all levels a firsthand 
account of how mystery shopping can 
benefit a company, and help them 
thrive in lean times . 

Flight anxiety 
Thousands of Americans, from top­

level executives on down to families 
separated by great distances, have 
expressed a concern about flying. 
While tough for the airlines, it's even 
more difficult for businesses that 
must meet goals, but often do so with-

out dispatching a key worker to hop 
from location to location to location. 
One year ago, it was not uncommon 
for consultants and executives to plan 
weekly road trips from site to site; 
today however, many businesses sim­
ply don't want to put employees or 
themselves in an awkward situation. 

For these and others, mystery shop­
ping presents a practical alternative. 

Top my s tery shopping firms 
employ pools of talent in cities across 
the country. With a little creativity, a 
management tour or site survey can 
be arranged through a mystery shop­
ping firm. Working directly with 
mystery shopping executives, corpo­
rate leaders can outline key criteria, 
standards and goals for a visit. 
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"SSI is a key Internet research sampling 
resource.'' 

Dan Peterson, 
Insight Tools 
(Insight Tools is a joint 

venture between 

General Mills and 

MarketTools, offering 

Web-only research for 

clients outside the General 

Mills families of brands.) 

"When you think about who is 

going to be in the leading position for providing quality 

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

figures out how to provide Internet sample, SSI has 

already helped many major research companies. SSI is 

the source. 

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

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

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

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

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

lists, taking that worry off my plate. 

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

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

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

ity, timing, and quality." 

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

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

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

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



Take for example the executive 
with a national retail chain. Her job 
usually includes regular visits to 
examine all functions within her 
operations area. Her firm however, 
has concerns about their executives 
traveling - but still must meet the 
same financial, supply, marketing , 
and sales goals. 

This executive can turn to a mys­
tery shopping firm to resolve the si t­
uation. Paired with a team of experts 
within her operations area, the exec­
utive could first outline her goals for 
the visit, and then detail with the team 
of mystery shoppers exactly how to 
achieve them. 

In this situation, mystery shoppers 
offer a range of services, including 
marketing analysis, store examina­
tions , shopper profiles , inventory 
controls and surveys about customer 
service personnel and consumer inter­
actions. 

Improving customer service 
Companies are not alone in navi­

gating through tough economic times. 

Consumers in cities across the coun­
try are growing uneasy - and sales 
figures reflect this. Add the competi­
tion from online and television shop­
ping outlets and traditional retail out­
lets face tough times. The situation is 
often more difficult for smaller mom­
and-pop operations that are not locat­
ed in a high traffic area. 

For stores to lure shoppers back, 
they must focus on the core shopping 
experience and on treating their cus­
tomers well. 

An example: With consumers 
spending less, stores must step up 
even higher than their competition in 
order to generate income from a 
smaller pool of customers. Many 
retailers fall back on the basics -
including top-notch customer service. 

Determining just what level of ser­
vice to offer, how it compares to other 
stores, and how much it will cost is a 
job in itself. Mystery shoppers are 
well-suited for this role. Working 
with company executives , they can 
determine what is lacking, and what 
is needed - and most importantly, 

Weh-Survent 
CATI ON THE INTERNET 

CIMC 
SURVENT 

COMPUTERS FOR MARKETING CORPORATION 

SAN fRANCISCO: ( 41 5) 777-0470 • DENVER: (303) 860· 181 1 
NEW YORK: (212) 777-5120 • PARIS: (1) 40·84·84·85 

Contact CfMC at salcs@cfrnc.com 
or visit our website at http:/ /www.cfmc.com 

what customers want. 
A second role of mystery shoppers 

in thi s scenario is their work directly 
with employees. The customer expe­
rience may be shaped by the "good­
ies" given, or services offered, but 
the customer will remember much 
longer the treatment received by tore 
employees. This survey however, is 
usually best handled by an objective 
third party. 

Mystery shoppers can play an inte­
gral role in helping stores administer 
a quality control operation on their 
most important asset: their people. 
Shoppers often reward employees on 
the spot who go beyond the call, take 
extra time with customers, or make 
any accommodation to help a cus­
tomer. Time and again, this tactic has 
proven successful for companies 
looking to get an edge on the compe­
tition. 

New industries 
Traditional retail and service com­

panies are not alone in suffering 
through tough economic times- and 
they are not alone in their use of mys­
tery shoppers. 

Another key sector where mystery 
shoppers play a key role is in the non­
traditional service sector. These new 
industries are making an increasing 
number of requests for mystery shop­
ping services, all with the same goal 
in mind - delivering the best cus­
tomer service to consumers. 

Financial service companies , 
banks, automotive, insurance and 
real estate businesses all rely on new 
customers to keep their businesses 
booming. These firms need accurate 
feedback from customers, from 
shoppers and from associates about 
their service and effectiveness. 
Mystery shopping can be an effec­
tive way to obtain this information 
and disseminate it to company deci­
sion-makers. 

Today, mystery shoppers are being 
used by corporations large and small 
to monitor all level s of the customer 
relationship . Ln an era when every 
customer's dollar counts, my stery 
shoppers are proving again that the 
most powerful weapon in business is 
information. r~ 
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more than 350 publishers right from 
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MysteryShopping 
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Editor's note: Sheldon Dill is direc­
tor of sales and marketing at 
Development II, a Woodbury, Conn., 
research firm. He can be reached at 
sheldon@development2.com. 

There are many marketing profes­
sionals who read this magazine 
who have little knowledge of or 

experience with mystery shopping. It 
is no wonder, for there are countless 
marketing research texts that contain 
no information about mystery shop­
ping, and the debate still rages if mys­
tery shopping should even be consid­
ered a research methodology. 

Originally, mystery shopping was 
used as a tool to uncover dishonest 
employees. As such, it was immense­
ly disliked by employees. 

As our economy shifted from man­
ufacturing to a greater emphasis on 
service in the 1980s, author Tom 
Peters focused on the significance of 
customer service and pushed for 
increased recognition of its impor­
tance. At the same time came the rise 
of mystery shopping as a tool for 
improving customer service. 

What is mystery shopping? 
Mystery shopping is essentially an 

informational gathering tool. It has 
three main uses: 

• identifying characteristics about 
an organization and how it treats its 
customers; 

• monitoring the competition; 
• accumulating pricing and invento­

ry information. 
With data derived from mystery 

shopping, companies can establish 
customer service levels and monitor 
them, as well as identify poor to excel­
lent customer service. It can also be an 
effective tool for monitoring competi­
tion and accumulating pricing and 
inventory information. In this article 
most of the emphasis will be on mys­
tery shopping to identify characteris­
tics about an organization and how it 
treats its customers. 

Advantages: 
• Mystery shopping helps compa-
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Seminar Dates and Locations from january-December 2002 

101. Practical Marketing 
Research 

New York ....................... .. .Jan 7-9 
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with Children 
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401. Managing Marketing 
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501. Applications of 
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505. Market Segmentation 
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New York ......................... . Feb 5-6 
Chicago ........................... .June 4-5 
Los Angeles ............ Sept 30-0ct 1 

5o6. Customer Satisfaction 
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New York ...................... Feb 25-26 
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507. Analysis and 
Interpretation of 
Customer Satisfaction Data 

New York ...................... Feb 27-28 
Chicago ........................ Sept 12-13 

5o8. Positioning Research 
New York ............................ Feb 7 
Chicago ............................. .June 6 
Los Angeles .......................... Oct 2 

509· Pricing Research 
New York ....... .......... .. ......... Feb 8 
Chicago ............................. .June 7 
LosAngeles .......................... Oct 3 

6o1. Data Analysis for 
Marketing Research: 
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New York ..................... .Jan 28-29 
Chicago ........................ Apr 15-16 
Los Angeles ............... .July 15-16 
Cincinnati ...................... Oct 28-29 
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6o2. Tools and Techniques 
of Data Analysis 

Cincinnati ....................... .Jan 8-11 
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Denver ........................ .. May 7-10 
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6o3. Practical Multivariate 
Analysis 
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6o4- Translating Data Into 
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A Hands-on PC 
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nies retain existing customers, and it is 
far more cost-effective to retain cus­
tomers than to attract new ones. It is 
also an excellent tool for training 
employees. It can be used as a basis for 
recognition and rewards. 

• My s tery shopping re sults are 
immediate and you have the ability to 
control when the shoppers will com­
plete the surveys. For example, you 
can have mystery shops done at a par­
ticular time and location with specific 
employees. 

Disadvantages : 
• Mystery shopping studies are sti ll , 

for the most part, qualitative research. 
Whether you do one, f ive, or even six 
shops at a spec ific locat ion, it st ill has 
the limitation of providing too littl e 
research to form s tati st ica ll y va lid 
assumptions. That can be magnified 
further when an indi vidual employee 
might be shopped only once or twice in 
a given time period and promotions 
and bonuses mi ght depend on onl y a 
handful of shops . It is importan t to 

This is not 
what we mean 

by field 
management 

GroupNet is an association of the 
best qualitative research facilities 
anywhere. Take advantage of one 
point of contact, to represent you for 
all your qualitative research needs. 

"We're outstanding in the field. 

GroupmJNe-r. 
The Qualitative Experts 

Simple. Effective. Smart. 
~ 

GROUP - NET.COM 

Atlanta - Jackso n Associates, Inc. 

Baltimore -C hesapeake Surveys, Inc. 

Boston - Boston Field & Focus- Perform ance 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 Dara Resea rch , Inc. 

Cincinnati - QFacr Marketing Research, Inc. 

Dallas - Focus on Dallas, Inc. 

Denver - Accudata Market Research , Inc. 

Detroit - MORPACE International 

Ft. Lauderdale - WAC of Sou rh Florida, Inc. 

Houston - Opinions Unlimited , Inc. 

Indianapolis - Herron Associates, Inc. 

Las Vegas - MRCFocus 

Focus Vision 1-800 - 288 - 8226 

Los Angeles - Beverly Hills - Adept Consumer ' lesting, 

Los Angeles- Encino - Adept Co nsumer Testing, 

Memphis - Accudara Market Resea rch, Inc. 

Minneapolis - Focus Market Research, Inc. 

New York - WAC of ew York 

Philadelpia - Group Dynamics in Focus, Inc. 

Phoenix - Focus Marker Resea rch, Inc. 

Portland - Co nsumer Opinion Services, Inc. 

Providence - Performance Plus 

San Diego - 13ylor Research 

San Francisco - ich ols Research, Inc. 

San Francisco- Concord - Nichols Research, Inc. 

San Jose - ichols Research, Inc. 

Seattle · Co nsumer Opinion Services, Inc. 

Tampa - The Herron Group ofTampa, Inc. 

Washington, D.C. - hugoll Resea rch, Inc. 

United Kingdon - London - MORI'ACE lnrernarional 

keep in mind that mystery shopping is 
a source for gathering information, not 
a means for doing customer satisfac­
tion research . 

• Often the first step in a mystery 
shopping program is to conduct a base­
line study to be used as a point of ref­
erence, or yardstick for future mystery 
shops. Again, one shou ld be cautious 
when trying to draw comparisons in 
mystery shops, especial ly when there 
may not be enough data to quantify 
the results. 

Objectivity and the quality of shop­
pers 

The shoppers, whether through ven­
dors, independent contractors, or one's 
own employees, must be objective and 
fair. Finding objective shoppers is not 
as easy as it sounds. 1 have had to 
remove shoppers who were biased 
towards certa in employees because 
those employees reminded shoppers 
of friends or relatives; in some cases, 
shoppers did not like a certain compa­
ny or product. 

It is also necessary to train the shop­
pers properly. This often means going 
out into the f ie ld with them to insure 
that they have a clear understanding of 
what is expected from them. 

Embarrassment and fai lure can 
result if a mystery shopper is "discov­
ered ." It happens even to good shop­
pers. ff not handled quickly, it can 
adverse ly taint results and objectives. 
To he lp avoid such problems, r care­
fully meet with all shoppers and review 
results daily. 

The shopper forms shou ld be as free 
as possible from subjective questions. 
Instead, there shou ld be a wide variety 
of yes and no answers . Questions such 
as, " Did the employee stand?" or " Did 
the emp loyee ask you for the busi­
ness?" will g ive you objective and fa ir 
responses. Shopping results shou ld be 
rev iewed as soon as possible to check 
for objectivity as well as for com­
pleteness and clarity. 

Should employees be told they are 
being shopped? This is a very sensitive 
issue. Many have questioned whether 
employees should be told that they are 
being shopped. Advance knowledge 
may bias survey results. Thi s was best 
shown in the famous Western Electric 
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Hawthorne Studies. 
The Hawthorne Studies were done in 

the 1920s at the Hawthorne, Ill. , plant 
of the Western Electric Company. 
There were two test groups experi­
menting with lighting leve ls. In one 
group, lighting levels were adjusted to 
improve productivity. In the other 
group, nothing was done. The result 
was that producti vi ty rose in both 
groups. After 18 months of analysis it 
was determined that the high produc­
tivity was due in great part to the atten­
tion that was paid to workers and not 
due to the lighting. 

On the other hand, if mystery shop­
ping is to have the desired effect, your 
employees must know what you are 
doing. They should be told that mys­
tery shoppers will be evaluating them 
to make ure they are effectively doing 
their jobs and serving their customers. 
It is very important that employees buy 
in to the mystery shop. While it might 
bias the shopping results by telling 
employees that they are being shopped, 
a benefit might be better customer ser­
vice as they are being shopped. 

Mystery shopping 
studies are still, for 

the most part, 
qualitative research. 
Whether you do one, 

five, or even six shops 
at a specific location, 

it still has the 
limitation of providing 
too little research to 

form statistically valid 
assumptions. 

How is it effective? 
To have value as a research tool , 

mystery shopping needs to be part of 
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an overall sales program to provide 
rewards for improvement. Those 
rewards should include training eval­
uations and financial incentives, after 
sales goals have been met. Of great 
importance is that the sales goals are 
specific and achievable. 

The most effective mystery shop­
ping programs are done in conjunction 
with other research methodologies, 
whether it is focus groups to gather 
more qualitative research, or tradition­
al quantitative methodologies, such as 
telephone or mail surveys, for quan­
tifiable or measurable results. 

Done correctly, mystery shopping 
will help employees with feedback do 
their jobs better as part of an overall 
program. They must know that my -
tery shopping will be fair, objective, 
and equitable. Employees will learn 
valuable information about their faults 
and their skills. They will learn where 
improvement is necessary and how to 
make improvements through a specif­
ic training program. Both good per­
formances and improvements will be 
rewarded. r~ 
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Editor's note: Hal Daume is man­
aging partner of the Inter-National 
Consulting Group LLC, a Berkeley 
Heights, N.J., consulting and 
research finn. He can be reached at 
908-322-9726. 

e all want our projects -
marketing, research, adver­
tising, promotion, product 

development- to run smoothly. But 
if you think technical expertise or 
business smarts is enough to keep a 
project running smoothly, think 
again! Running a frictionless project 
takes some very important skills that 
we sometimes overlook in our focus 
on the goal. 

Whether you're developing a new 
product or ad campaign, a research 
study, or any project that requires 
people to interact and share a vision, 
your technical or business knowledge 
means you know instinctively how to 
ru n it successfully, right? Well, 
maybe. But that's not necessarily 
going to win any points with your 
peers, management, clients, or ser­
vice providers when it come to the 
human ide of what makes for suc­
ce s. In fact, the main reason for pro­
ject failure is "people friction"- the 
stuff that interferes with acceleration 
and velocity. People friction has 
more to do with the succe s of your 
project than any other factor! You 
might be an Einstein when it comes 
to the subject matter, but if you're 
not a Winston Churchill when it 
comes to moving it forward, you and 
your project are doomed. 

1. Communicate a clear vision. 
And always maintain a po itive view­
point. You ' re the "flag carrier." Carry 
it high, and forward. Always tell the 
truth, of course, but tell it in the most 
positive way you know how. Whether 
you're introducing a new team mem­
ber, describing where the project is 
along its path, or even hifting direc­
tion, do it with a smile and a positive 
outlook. Keep everyone focused on 
the vision from the time you begin 
until the job' done, and don't let 

www.quirks.com Quirk's Marketing Research Review 



Scientific Telephone Samples (STS) offers a 

comprehensive array of random digit (ROD). 

listed, and business samples for marketing 
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other points of view push you away 
from your own. After all, if you don't 
show your belief in success, who 
will? 

2. Compassion means being firm, 
tool Or, as a colleague once told me, 
"Make your decisions compassion­
ately; execute them ruthlessly." As 
the project leader, you need to be sen­
sitive to the crosscurrents that sur­
round your project and influence its 
life. If you get stalled by this kind of 
friction, so will the project. To keep 
it moving, keep moving, and stay res­
olute. 

3. Be specific. Most projects fail 
because "Well, someone else can deal 
with the details." This is how stuff 

Name Creation: 
Name Testing. 

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

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

llr.unl':! l1ul':!st · 
The Science ol Nome (reotion 

slips through the cracks. But it does­
n't disappear. It gets wedged there, 
and creates friction. By your exam­
ple, everyone has to dot the i 's, cross 
the t's. This is one place where being 
"pathologically retentive" is actually 
an advantage! 

4. Get commitment. As the project 
leader, you're the deal-maker and 
deal-closer. Half your job is to get 
and keep management 's buy-in to 
what you and your team are doing. 
The other half is to keep your team 
itself in a buy-in mode. If the team 
starts drifting, you're going to hit a 
stall situation, and it always takes 
twice as much energy to get the pro­
ject moving again than it does to keep 
it moving. How well you keep your 
team, management, suppliers, and 
anyone else you depend on commit­
ted to success will determine how 
successful you're going to be. 

5. Give the respect you want! 
Treating others with respect and dig­
nity is always more important than 
timelines, resource responsibility 
matrices, budget modifications, or 

• More 
ts more 

We have eleven mall offices (including our newest at Capitol 
Mall in Olympia, Washington) which means you have a wide 
range of choices for data collection. You can choose from the 
midwest in Chicago to the west coast in Seattle, Portland, or 
San Jose with mountain state offices Boise, Salt Lake City, and 
Spokane in between. 

So while we understand the expression "Less is more", when 
it comes to data collection ... more is more. 

Call us with your next data collection assignment. 

' Consumer Opinion Services " -------we answer to you 
12825 1st Avenue South Seattle, WA 98168 www.cosvc.com 206-241-6050 

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

anything else. Projects can hit a low 
morale friction block when the leader 
is aloof, inconsiderate, or overbear­
ing. Leave irony, sarcasm, innuendo 
and back-biting at the door. 
Frictionless projects are those where 
people feel that their opinions are 
valuable and their contributions are 
making a positive difference . 

6. Be consistent. If you start getting 
wishy-washy on the small stuff, you 
lo e the confidence of your team and 
they begin to worry that you'll waf­
fle on the big stuff. The most impor­
tant characteristics a true leader can 
have are universal and unswerving 
fairne , and sticking to the basic 
rules. Uncertainty is the bane of team­
work, because your people become 
un ure of what to expect from you 
(this is where the deadly "CYA" 
memos and e-mails begin to flour­
ish). 

7. Persuasion is a tool, not a 
weapon. If you can't per uade others 
of the merits of your project, how do 
you intend to get buy-in and com­
mitment? We're not talking about 
Pollyanna here, but true , fact-based 
persuasion that convinces others to 
contribute, perform, achieve, plan , 
control, evaluate, re-think, and then 
sweat the details! 

8 . You ' r e the peacemaker . 
Roadblocks will be hit. People who 
started out getting along just fine can 
be at each other's throats in short 
order. Others on whom your team was 
relying will drop the ball. This is 
where you defuse the "pi tols at 
dawn" atmosphere that's bound to 
arise sometime along your path to 
success. Remember: adversity is the 
fuel of success. This is where you 
turn "We can't" into "How can we" in 
the mo t positive way you know. 
Allow excuses and finger-pointing 
and the project stalls. Browbeat and 
it stop . Grovel and the whole project 
structure coll apses . This is the time to 
lead from the front and take the hill. 
Keep your people moving forward. 

9. Communicate, and communicate 
again! Keep everyone - your team, 
management, supplier , everyone­
inform ed of where you are, what 
you've ach ieved so far, and where 
you're headed. If someone mis es a 
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meetin g or conference ca ll , don ' t 
" puni sh" them by withholding memos 
or reports - get them back on the 
same page as fast as you can. People 
aren't part of the process; they are the 
process! 

I 0. Share the glory. Your project' s a 
success! You want the accolades that 
should rightly accompany that mile­
stone! Don ' t hoard them. Give them 
away instead. Give them to your peo­
ple for their efforts, your management 

Frictionless 
projects are 
those where 

people feel that 
their opinions 

are valuable and 
their 

contributions 
are making a 

positive 
difference. 

for their support, your vendors for their 
flexibility, to anyone and everyone 
who's helped make it all happen. Do 
this and you become bigger than the 
project and its success . When King 
Arthur invited hi s kni ghts to share the 
Round Table with him, he was sharing 
the glory. Think thi s didn 't work? Then 
try naming another Engli sh king that 
has more stories and myths surround­
ing him than Arthur! 

Final thought: If all's go ne well 
with your people (first) and your 
project (the end-result of their think­
ing and work), you ' II have had fun 
doing it, and so will your team. Fun 

that 's certainly hard work, and inten­
sive. But isn' t fun counter-cultural in 
a corporation? I don ' t think so . I'm 
not talking about humorous or silly 
kinds of fun- I'm talking about the 

'I Q Research 
lrl..'!! ....... ~ S o I u t i o n s., 
The Source For Consumer Product Testing & CATI 

joy of uccess when teamwork 
works! To paraphrase John Ruskin: 
The highest reward for what you do 
isn ' t what you get for it; it 's what 
you become by it. r~ 
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OnlineResearch 

Editor's note: Steve Ellis and 
Pamela Ellis are founders/partners at 
Inverse Ratio, Inc., an Irvington, N.Y., 
research firm. They can be reached at 
914-674-4411 or at steve@inversera­
tio.com or pamela@inverseratio.com. 

First some numbers: Net Effect 
reports that 67 percent of Web 
shoppers click out of the shopping 

cart before completing a purchase. 
Accenture says that 35 percent of peo­
ple who experienced problems on a 
particular site will immediately leave 
that site for another. Bo ton Consulting 
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By Steve Ellis and Pamela Ellis 

group has shown that 45 percent of 
users abandon Web sites with poor 
navigability, slow download times, or 
confusing content. 

Fortune l 000 companies will spend 
an average of $2 million this year on a 
single Web site redesign, without actu­
ally knowing if the redesign will even 
begin to address these critical customer 
experience problems. How has this 
happened? 

We think it 's becau e marketers 
aren't paying enough attention to the 
most important aspect of any success­
ful Web site - its usability. Bottom 

line: Can your customers accomplish 
quickly and easily what they are sup­
posed to do on your site? Do you real­
ly know? How would you find out? 
Surveys won't tell you. Focu groups 
won't tell you. All of these methods 
involve self- reported data that only 
measures preferences. It mea ures say­
ing, not doing. And usability is all 
about watching what people do and 
learning from it. 

Marketers need to know more about 
usability research. They need to know 
how to do it, when to do it, and how 
much it costs. We think the natural role 
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of the marketer on a Web team is to 
become the user advocate. Who else 
knows the customer better? Who has 
the budget to spend on research? Let's 
get Machiavellian: Who's likely to be 
held accountable for a poor customer 
experience in the long run? 

Making the business case for usabil­
ity research 

If it isn't scary enough that your Web 
site might make it hard to accomplish 
a basic task, like finding product 
information or making a purchase, 
there are hard numbers you can point 
to to make the business case for usabil­
ity research. Conversion rate, or the 
number of shoppers who become buy­
ers, is something on everyone's mind 
these days. Sites that have been 
improved through usability testing typ­
ically have higher conversion rates and 
less customer churn. 

Let's look at conversion rate. With 
an industry average of around 1.8 per­
cent there would seem to be nowhere 
to go but up. By increasing a conver­
sion rate of 2 percent to 3 percent, your 
revenues will increase by 50 percent. 
Studies have shown that the cost-ben­
efit ratio of a usability study can be as 
high as 1/400 (for every dollar spent 
$400 is saved or made). If you've done 
usability research in your organization 
(or a naysayer has) and didn't see a 
significant improvement in your con­
version rate, a reduction in churn, or 
efficiency improvements, you may 
have serious problems with how that 
research was done. 

What usability is and is not 
First, a few words about what usabil­

ity research is not. It is not focus groups 
with computers on the table, where 
participants are prompted to spout off 
opinions about what they like or don't 
like. It is not a post-hoc survey tacked 
onto a Web site with questions like 
"Did you find this feature usable?" It 
is not grabbing people from the 
accounting department and sitting 
them down in front of the developer's 
workstation and asking them what they 
think (although this would probably 
be better than nothing!). Usability 
research is not about preferences or 
opinions. It is not "I like this design" 
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or "This color scheme really stinks!" 
But don't worry. People will naturally 
tell you what they like and don't like. 

All good usability research i aimed 
at discovering what people are able to 
accomplish based on cognitive and 
physiological ability. If someone is not 
able to find the download button, typ­
ically it is because he or she cannot 
see the button or the button is difficult 
to click. It is for this reason that nar­
rowly defined usability studies are 
valid with as few as eight (some would 
say five) participants. As humans our 
cognitive and physiological abilities 
are not as variable as, say, our person­
alities, preferences, and opinions. So 
u ability research does not require larg­
er samples, as do opinion studies, to be 
predictive. 

Demographics and geography are 
not as relevant in usability research as 
they are for opinion-ba ed research. 
However, if the site is designed for 
automotive engineers, you are best off 
if you find those people. If you don't, 
it won't necessarily invalidate your 
data, because engineers (despite what 
some say) are still human, after all. 

What is important is that all of the 
users you get have a baseline of skill 
for using a mouse and a keyboard. 
Time spent teaching someone how to 
double click will not be time well 
spent. A good deal of our recruiting 
effort is directed toward screening for 
these often taken-for-granted skills. 
Almost nothing can undermine your 
credibility more than testing an appli­
cation for usability on someone who 
doesn't know how to use a mouse. 

Most of the usability research we do 
takes place one-on-one with a moder­
ator who walks (but doesn't lead!) a 
user through a set of predetermined 
tasks. We log what users do onscreen 
with video of their posture and facial 
expressions. Usually sessions last 
about an hour. Each session produces 
a rich dataset, which is analyzed and 
distilled so findings can be communi­
cated effectively. 

The way usability studies are con­
ducted is often a source of confusion 
for the uninitiated. Watching a usabil­
ity study for the first time can be vari­
ously funny, excruciatingly boring, 
depressing, and revelatory. The con-

fusion ari es from the fact that we are 
interested in trends across multiple 
users. To get evidence of a major prob­
lem you have to sit still and be atten­
tive for more than five hours at a time, 
something most people are simply not 
capable of. 

The different types of usability 
research and the development 
process 

All usability research is not created 
equal, which is not to say that some 
methods are necessarily better than 
others. Rather, different research situ­
ations and goals require different meth­
ods. The trick is knowing which 
method works best in what situation. 
Slightly more free-form and open ses­
sions make more sense early in the pro­
ject lifecycle when you want to know 
just as much about what users want to 
do as you do about how they do it. 
Here you can swap out different pro­
totypes repre enting different tasks and 
get immediate feedback about which is 
better. Keep in mind, as with all usabil­
ity testing, we're not as concerned with 
features that users say they want as we 
are with watching and learning from 
what they do. So having them interact 
with prototypes is key. 

A the project progresses and new 
version are created a more rigorous 
form of usability testing is appropriate. 
Here it makes sense to focus almost 
exclusively on tasks and people's abil­
ity to complete them. And here com­
paring an old version with a new and 
"improved" version will have the 
greate t impact. Sessions like these can 
be extremely effective in resolving dif­
ferences of opinion about the elements 
of the user interface that actually work. 
If the sessions are done well, it should 
also be po ible to provide hard num­
bers that how one design element is 
better than another. 

How Web development processes 
work and where the marketer fits in 

Marketers are frequently in the posi­
tion of hiring usability researchers. 
They have the research budgets and 
product development teams often go to 
them for help. More and more mar­
keters are taking a proactive role and 
actively participating in product devel-
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opment acting as the chief customer 
advocate. If you choose thi role (and 
we think you should!) be aware that 
you may be stepping into the lion's 
den. 

When you bring a usability special­
ist in make ure they meet all the right 
people from the team on day one. Your 
credibility is at stake and nothing 
makes a programmer unhappier than 
the prospect of someone telling him he 
is going to have to change his code. 
You and your usability researchers 
have to earn everyone's trust with your 
knowledge and confidence that what 
you are doing is critical to the pro­
ject's success. 

How much usability research costs 
Like any profe sional service, the 

cost of usabi I i ty research varies 
depending upon the project require­
ments. Contrary to what some believe 
you do not need a $100,000 usability 
laboratory to get results. It is prefer­
able that the research firm have its 
own means of logging the data it col­
lects in some sort of video format. We 
use a setup that fits in a suitcase that 
can be checked as baggage. Expect to 
pay between $10,000 and $20,000 per 
day of testing with eight to 10 partic­
ipants a day. This should cover every 
aspect of the testing, from recruiting to 
reporting, with costs per day going 
down for each successive day. Using 
an informal setting like an office or 
conference room can save money. 
Your goal hould be to keep costs low 
and to focus on testing successive iter­
ations of the design rather than blow­
ing it all on the all-encompassing per­
fect study. 

How to use the results of usability 
research to make real improvements 

Good usability re earchers don'tjust 
point out what is wrong with a Web 
site or application. They have an inti­
mate knowledge of the technology 
they are studying and are fully capable 
of making concrete recommendations 
about how to make it right once prob­
lems are discovered. If they don't have 
this knowledge, or waver for a 
moment when presenting their find­
ing when asked a question by an engi­
neer or developer, their credibility all 

but flies out the window, and so does 
the validity of the research. 
Developers have a strong tendency to 
disrespect anyone who is going to tell 
them how to do their job who doesn't 
know their job inside out (and is able 
to display that knowledge in touchy 
situations). 

All of this i to say that the worst 
u ability research, no matter how 
expertly done, is the kind that has no 
impact on de ign. The goal of all 
usability research should be to make 
changes that make a real difference to 
the customer experience. Everyone on 
the team needs to be dedicated and 
motivated to make this happen. Lead 
the way and reap the rewards! 

Establishing metrics and measur­
ing success over time 

Having hard numbers to point to 
when things get tough doesn't hurt. 
Numbers come in handy the most 
when two designs are being compared. 
If a study is designed correctly, it 
should be possible to show with num­
bers why one is better than the other. 

Success rate is a number that we 
often use when quantifying the results 
of a usability study. Simply stated, 
success rate is the percentage of peo­
ple who were able to complete a given 
ta k. Each task under consideration 
(such as purchasing a hat or finding 
product information) can have a suc­
cess rate associated with it. What qual­
ifie as "success" is up to the usabili­
ty researcher. The key is that the stan­
dard be applied consistently across 
participants and design iterations. 

Success rate captures information 
about tasks, but let's say you were 
interested in things that aren't direct­
ly related to a task, like the success of 
your navigation scheme, how many 
times a user encounters an error, or 
even whether users express a feeling 
of distrust while filing out your regis­
tration form. For things like this we 
have invented a metric called, appro­
priately enough, the pain factor. 
Unlike success rate, which you would 
like to see increase, pain factor always 
needs to be reduced. 

It's the subtleties 
It may sound completely crazy but 
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we find that the average Web site has 
more than 100 usability problems prior 
to undergoing a thorough review. This 
isn't to say that all of the problems are 
major problems. Things like an incom­
prehensible error message or poorly 
defined navigation category would be 
included in this long list. Most sites 
have three to five major problems that 
severely impact the overall usability. 
Here we would include things like task 
flow for critical tasks like registration 
and the location and style of global 
navigation. 

The point is that we have to rec­
ognize that creating a usable site is 
just as much about the little things as 
it is about the big things. The fact 
that the Web is an extremely mutable 
medium is both its blessing and its 
curse. The only thing that Web sites 
necessarily have to have in common 
are things like radio buttons, check 
boxes and text input areas. After that, 
all bets are off. Your navigation can 
be floating off to the left or in the 
upper right. Your link colors can be 
any one of 216 colors. While allow­
ing for a great deal of creative free­
dom, it ultimately confuses users. 
The goal is to become expert in what 
doesn't confuse people and be effec­
tive communicating that to the pro­
ject team. Implementing a customer 
experience program, of which usabil­
ity testing is a part, will be a major 
step in the right direction. r~ 

Development II, inc. 
Business Consulting & Market Research 

A relationship is a close 
partnership that continually 
evolves through mutual 
cooperation, common goals, 
and respect. 

Full Service Market Research 

Development II, inc. 
107 Middle Quarter 

P.O. Box 992 
Woodbury, CT 06798 

888-227-3244 fax 203-266-4697 
Email: info@development2.com 

www.development2.com 

51 



52 

Research Industry News 
continued from p. 15 

throughout Europe. Under the three­
year agreement, Autometrics will 
receive Nielsen!/NetRatings informa­
tion for all of the European countries 
covered by Nielsen//NetRatings. 

Awards 
Group Dynamics in Focus, a Bala 

Cynwyd, Pa. , research firm, has been 
recognized by the Greater 
Philadelphia Chamber of 
Commerce' s Small Bu s ine ss 
Excellence Awards as "service com­
pany of the year." Merle Holman, the 
firm's president, accepted the award 
at the Hyatt Regency Philadelphia in 
November. 

Chicago -based SPSS Inc. 's 
Clementine and AnswerTree data 
mining programs were named the two 
most popular data mining tool s by 
the readers of KDnuggets News, a 
data mining and knowledge di scovery 
industry e-newsletter. In a poll asking 
visitors to the KDnuggets Web site 
(www.kdnuggets.com) to name the 
data mining tools they regularly use, 
Clementine and AnswerTree finished 
first and second, respectively. In an 
identical poll publi shed last year, 
Clementine and AnswerTree also fin­
ished first and second . 

New accounts/projects 
Royal Philips Electronics of the 

Netherlands has selected SPSS BI, a 
division of SPSS Inc ., as its world­
wide preferred supplier of business 
intelligence software. The master 
supply agreement allows Philips loca­
tions in over 60 countries to secure 
SPSS data mining and stati stical soft­
ware by issuing a purchase order, 
with the pricing, terms and conditions 
negotiated in advance. 

Chicago-based ShopperTrak, a 
provider of retail technology solu­
tions, will install its Orbit II customer 
traffic counting systems in all Apple 
retail stores throughout the U.S. 

Nuremberg, Germany re searc h 

firm GfK has won contracts for two 
large projects with a total volume of 
approximately EURlO million for 
2002 and 2003. The projects will be 
carried out by GfK companies in the 
Consumer Tracking division in the 
Netherlands and Switzerland. The 
first contract is for an analysis of 
hou sing demand (Woningbehoefte 
Onderzoek 2002) for the Dutch 
Mini stry for Housing (Ministerie van 
Volk shui sves ting , Ruimtelijke 
Ordening en Milieubeheer). The sur­
vey will form the basis for planning 
at the Ministry as well as at a range of 
social and economic institutions at 
national and regional level. The sec­
ond contract is with Swiss retailer 
Coop and covers a project linking 
scanner data from Coop with panel 
data from IHA-GfK. Coop intends to 
develop a Web-based knowledge sys­
tem for promotional activities and 
new product launches which can be 
used in category management. 

The Social Research bu siness of 
Princeton , N .J.-ba se d Opinion 
Research Corporation has been 
awarded nearly $2.5 million in new 
contracts under its recently signed 
Multiple Task Order Contract with 
the U.S. Department of Education 
(DOE). The DOE Multiple Tas k 
Order Contrac t, also known as an 
Indefinite Delivery , Indefinite 
Quantity (IDIQ) Contract, extends 
through April 2006. This type of pro­
curement qualifies the company as 
one that is able to compete for DOE 
research, analysis, measurement and 
other si mil ar services. 

New companies/new locations 
Norman Stolzoff has launched 

Ethnographic Insight , a custom 
marketin g research firm, at 440 
Donovan Ave., Bellingham, Wash., 
98225. Phone 360-325-8166. E-mail 
nstolzoff@ home. com. 

Julie Fichtner and Tiffany Stewart 
have co-founded ACE Mystery 
Shopping at P.O. Box 11 , 
Warren sburg, Mo., 64093. Phone 
660-429-1135. Web www.acemys­
teryshopping.com. 
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Product & Service Update 
continued from p. 12 
channel usage by market segment and 
by product category; customer chan­
nel requirements (e.g., Web site fea­
ture/functionality , se rvice leve ls, 
response times, and de livery and fu l­
fillment); customer sat i faction leve l; 
and customer market segmentation 
and growth analysis. For more infor­
mat ion call Mike Ke ll ehe r at 30 1-
907-3800 or visit www.market­
bridge.com. 

New edition of Alberta 
Technology Report 

In late January, Ernst & Young LLP 
and Canada-based lpsos-Re id plan to 
re lease results of the 200 I Alberta 
Technology Report , a study based on 
an online survey of technology indus­
try deci sion-makers in the province of 
Alberta. Now in its third year, the 
Alberta Technology R eport asks 
CEO s and se nior exec utive s in 
A I bert a's information techno logy 

mercia! s pot s. In MRCGroup 's 

resea rch theater, re searchers can 

now compare multiple commer­

cials, trailers and/or pilot show s 

us ing trade-off comparisons as we ll 

as di sc rete , scale, and moment-to­

moment eva luation. For more infor­

mation ca ll Jim Medick at 702-734-

7511. 

Meneses Resea rch & Associates 

is offering the "Ask San Diego" 
Report 2001 , which include s 

re sults of a survey amo ng Hi spanic 

and non-Hi spanic consumers in San 

Di ego County, Calif. , on awareness, 

attit ude, and usage of products and 

service . For more information con­

tact Walter Meneses at 6 19-276-

5335. 

Germany-based agricultural mar­

ket re sea rch firm Kleffm a nn has 

introduced amis4you, which gives 

clients online access to agricul­
tural market research data from 

studies conducted with farmers in 

42 countries . For more information 

visit www.kleffmann .com. 

New York-based information firm 

CMR h as added six Canadian 
markets to its Broadcast 
Verification Service (BVS ), which 

tracks the occurrence of television 

programming and commercia ls 

within hour s of a irin g. The 

Canadian markets that BVS now 

se rves inc lude Toronto, Montreal , 

Vancouver, Calgary, Edmonton , 

Halifax, and 39 specialty cable tele­

vision networks. 

InsightFarm , a Livingston, N.J., 

media research and consu lting firm , 

has comp leted a study on media 

coverage and portrayal of two top­

ics in the biotech industry- genet­
ically modified foods and cloning. 
For more information contact Bruce 

Jeffries-Fox at 877-839-9770 or 

v isit www.insightfarm.com. 

sector to identify the tre nds, cha l- ~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 

lenge s and iss ue s facing the 
province' s IT companies. In addition 
to gathering annual base line infor­
mation, the study wi ll: examine the 
post-September II impact on human 
resource policies; look at e mploy­
ment opportunities, and corporate 
attraction and retention techniques; 
investigate the real or imag ined lack 
of venture capital and its importance 
to future industry growth ; quantify 
spending trends in the areas of sales, 
marketing, and research and devel­
opment; and ask CEOs to ci te specif­
ic initiatives that various levels of 
government might take to further sup­
port the industry. For more informa­
tion visit www.altatechreport.com. 

Briefly ... 
La s Vega s- based MRCGroup 

R esearc h In s titute n ow offers 

Perception Analyzer wireless tech­
nology for real-time behavioral 
response testing and ana lysis of 

movie tra ilers, network and cable 

television program pi lots, and com-

(!!z2nteractive 
Combine the qualitative insights 
of a focus group with the 
quantitative precision of a 
telephone survey ... 
easily, quickly and reliably. 

The Perception AnalyzerTM 

Without a doubt, the 
most comprehensive 
interactive group 
communication system 
on the market. 

Join the leader in Interactive Research 
www. perceptionana lyzer. com 

800.769.0906 or 503.225.8418 
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Survey Monitor 
continued from p. 8 
kids reporting candy purchases. 
Candy was an especially popular 
choice among younger kids (ages 6-
8), with 66 percent reporting buying 
it, as compared to older kids (ages 12-
14 ), who reported buying candy 49 
percent of the time. Older kids are 
significantly more likely to purchase 
beverages; 38 percent reported that 
they used their own money to buy 
beverages, whereas only 24 percent of 
younger kids reported buying bever­
ages. After food, younger kids prior­
itize buying toys, whereas older kids 
choose to spend their money on 
clothes and music. In fact, 58 percent 
of younger kids said one of their past 
three purchases had been a toy, com­
pared to only 18 percent of older kids. 
Likewise, older kids reported pur­
chasing clothes (37 percent) and 
music (21 percent) as compared to 
younger kids who purchase these 
items only 16 percent and 9 percent 
respectively. 

On average, kids claim to spend 
between $8-9 per week. Boys and 
girls tend to spend the same amount of 
money per week, but older kids are 
spending about twice as much as 
younger kids. While these relatively 
small purchases might not seem to 
amount to much, in reality, kids are 
spending more than $16 billion of 
their own money per year. 

And just how well do kids really 
understand the concept of money? 
They have a pretty good understand­
ing that while money is not the key to 
happiness, it is extremely important. 
Only 15 percent of the kids thought 
that people with money are the hap­
piest in life. However, kids do think 
that money has the potential to make 
them happier. Ninety-four percent of 
them thought they would definitely 
or possibly be happier if they woke up 
tomorrow with $10,000. Interestingly, 
more boys think that money will make 
them happier compared to girls. 
Seventy-five percent of the boys sam­
pled emphatically agreed that acquir­
ing more money would make them 
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happier, as compared to 64 percent of 
girls. 

When kids were asked in an open­
ended format what they would buy if 
they won $10 in a lottery, a typical 
response was toys. When that figure 
was raised to $1,000, many kids said 
they would buy more toys. And if kids 
won $1 million in a lottery, most said 
they would want to buy even more 
toys and also buy some things for their 
parents. 

In terms of being strategic or impul­
sive with their money, kids are pretty 
split down the middle. Boy s are 
slightly more likely to act impulsive­
ly with their money: 60 percent of 
boys said they would ru sh right out to 
buy something when they wanted it , 
while 51 percent of girls said they 
would rather save their money until 
the time was right. For more infor­
mation call Paul Metz at 312-828-
9200 or visit www.crresearch.com. 

Newspaper readership 
holding steady 

Newspaper readership in the top 50 
U.S. markets gained nearly a full per­
centage point in the Newspaper 
Association of America's Fall 200 l 
Competitive Media Index (CMI), an 
NAA analysis of market data from 
Scarborough Research for the period 
ending March 200 I . 

In the top 50 markets, 54.3 percent 
of all adults sa id they read a newspa­
per yesterday, a gain over the 53.5 
percent reported in the spring CMI 
report. Sunday readership held steady 
at 63.7 percent, compared to 63.8 per­
cent in the last CMl. 

"The newspaper industry has put 
tremendous effort and resources into 
shoring up its readership base, and 
it's encouraging to see a gain in our 
reach ," says NAA President and CEO 
John F. Sturm. "Further, since the sur­
vey period for this report ended in 

Top 10 Daily Newspaper Readership Markets 
(among the top 50 U.S. markets) 

1. Hartford/New Haven (65.3°/o) 
2. West Palm Beach (63.8°/o) 
3. Boston (63.6°/o) 
4. Cleveland (62.2°/o) 
5. New York (62.1 °/o) 
6. Providence/New Bedford (62.0%) 
7. Tampa/St. Petersburg/Sarasota (61.7°/o) 
8. Harrisburg/Lancaster/Lebanon/York (61 .0°/o) 
9. Philadelphia (60.4°/o) 
10. Pittsburgh (60.3°/o) 

Top 10 Sunday Newspaper Readership Markets 
(among the top 50 U.S. markets) 

1. West Palm Beach (75.6°/o ) 
2. Tampa/St. Petersburg/Sarasota (75.3°/o) 
3. Providence/New Bedford (73. 7°/o) 
4. Cleveland (73.5°/o) 
5. Hartford/New Haven (73 .1 °/o) 
6. Minneapolis/St. Paul (70.9°/o) 
7. Buffalo (70.8°/o) 
8. Philadelphia (70.5°/o) 
9. Milwaukee (69.9°/o) 
10. New York (69.6°/o) 
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March 2001, these numbers stand 
alone. They do not reflect the surge in 
readership we've heard about from 
folks picking up newspapers to help 
them comprehend the events of 
September 11 and their aftermath." 

When looking at a full week, the 
number of people who read a news­
paper increases significantly. Over 
five weekdays, newspapers reach 
more than seven in 10 (72.9 percent) 
adults, and over four Sundays, news­
papers reach more than three-quarters 
(77 .4 percent) of adults in the top 50 
markets. 

Other media held steady or showed 
slight declines from the spring CMI to 
the fall. The average half-hour of 
prime-time TV held steady at 38.8 
percent of adults, compared to 38.6 in 
the spring. The same block of cable 
prime-time reached 12.9 percent of 
adults, faring slightly better than the 
12.2 last spring. The average quarter­
hour of both morning and afternoon 
radio drive-time fell to 21.9 percent 
(from 22.9 percent) and 17.9 percent 
(from 18.5 percent), respectively. 

In addition to reporting newspaper 
readership trends, NAA conducted an 
analysis of data in the Audit Bureau of 
Circulations' (ABC) Fas-Fax report 
for the six-month period ending 
September 30. Based on ABC data, 
NAA concluded that for the 757 
papers reporting for this period, total 
daily circulation was 47,861,622; the 
593 Sunday papers saw total net-paid 
circulation of 52,596,972. 

Several ABC rule change affecting 
how newspaper report paid circula­
tion make it difficult to compare data 
from this Fas-Fax with that reported a 
year ago. Although this Fas-Fax 
reporting period includes the increas­
e in newspaper sales since September 
11, the data are averaged over a six­
month period ending September 30. 

"New definitions created by ABC 
for what constitutes paid circulation 
mean that comparing this report to the 
previous year 's numbers is unwork­
able," says Sturm. 

"NAA's core focus is readership 
and we will continue to report read­
ership analysis from the CMI twice a 
year," Sturm says. "Thi s is the last 
time NAA will provide an analysis of 

aggregate ABC data. We are hopeful 
that in the future ABC will report 
aggregate Fas-Fax totals." 

The chart shows a list of adult read­
ership in the top-10 daily and Sunday 
newspaper markets, according to the 
Fall 2001 CMI. 

The CMI is based on audience 
research data collected by 
Scarborough Research, New York, to 
which NAA subscribes. Scarborough 
measures 75 DMAs (including the top 
50). It collects data via telephone 
interview and a mailed consumer sur­
vey booklet and seven-day TV diary. 
Scarborough collected fieldwork for 
Release One 2001 from February 
2000 through March 2001. For more 
information visit www.naa.org. 

Ranks of women-owned 
firms keep growing 

The expansion in the number of 
women-owned businesses with 100 
or more employees, as well as those 
with $1 million or more in revenues, 
is outpacing the growth rate of all 
businesses of the same size, according 
to a new study from Center for 
Women 's Business Research (found­
ed as the National Foundation for 
Women Bu iness Owners), which was 
underwritten by Wachovia 
Corporation and conducted in coop­
eration with Dun & Bradstreet. The 
study also documents that women­
owned businesses are as financially 
robust and creditworthy as all busi­
nesses, regardless of size. 

The study, "Removing the 
Boundaries: The Continued Progress 
and Achievement of Women-Owned 
Enterprises," takes an in-depth look at 
the characteristics of commercially 
active women-owned firms in the 
United States between December 
1997 and December 2000, focusing 
on growth and financial strength. 

The study found that the number of 
women-owned firms with 100 or 
more employees increased by 43.9 
percent, which was 68 percent faster 
than all businesses breaking the 100-
employee mark during the 1997 to 
2000 period. The ranks of women­
owned firm with 500 or more 
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employees are expanding even faster. 
The number of these firms increased 
by 124.3 percent over the same peri­
od, nearly triple the growth rate 
among all firms of this size. Further, 
the number of women-owned firms 
with revenues of $10 million or more 
grew by 36.8 percent, more than three 
times the rate of comparably-sized 
firms. 

The study also reaffirms that 
women-owned businesses are just as 
financially robust and creditworthy as 
the average U.S. firm. 

"This new and compelling infor­
mation demonstrates women-owned 
firms' continuing vi tali ty and 
growth," says John Guy, small-busi­
ness segment executive for Wachovia. 
"There are no differences between the 
scores registered by women-owned 
firms and the scores of the average 
U.S. firm in three key measures -
bill payment, financial stress and 
overall creditworthiness. On a five­
point scale of financial stress, the vast 
majority of women-owned and all 
firms are at the low end of the scale, 
with 74.3 percent of women-owned 
and 70.6 percent of all firms under 
very low levels of financial stress. In 
addition, when assessing overall cred­
itworthiness, 65.7 percent of women­
owned firms have a low to moderate 
credit risk rating, compared to 62.9 
percent of all firms." 

Contrary to common perception, 
women business owners are no more 
likely than men to have home-based 
businesses. Just over one-fourth (27.9 
percent) of women-owned firms are 
home-based, as are 23.9 percent of all 
commercially active U.S. firms. 

The study also confirms that 
women own businesses in every 
industry and the rate of growth in the 
number of women-owned firms 
exceeds the industry average in near­
ly every major industry group. The 
growth in the number of women­
owned businesses is highest in agri-

~---------------------------
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culture/forestry/fishing (79.3 percent), 
engineering/accounting/research ser­
vices (30.4 percent), real estate (26.7 
percent), durable manufacturing (26 
percent) and other services (21.9 per­
cent). 

"Women-owned businesses also 
continue to start firms in every indus­
try, with one-third [33.6 percent] of 
women-owned firms being less than 
four years old ," says Ron Wesson, 
senior vice president for minority- and 
women-owned business solutions for 
D&B. "The industries with the great­
est share of women-owned startups 
over the past three years are health 
services [ 45 percent], retail trade/gen­
eral merchandise stores [ 44.4 per­
cent], finance and insurance [37.5 per­
cent], engineering/accounting/ 
research services [36.4 percent] and 
business services [36.2 percent]." 

Women-owned firms are as likely 
as all firms to remain in business. 
Two-thirds (65.5 percent) of the 
women-owned firms that were in 
business in December 1997 were still 
in business at the end of 2000, simi­
lar to 66.2 percent of all U.S. busi­
nesses. 

The age profile of women-owned 
businesses is moving toward that of 
all firms, although women-owned 
firms are still somewhat younger than 
the average U.S. firm. There is sig­
nificant growth in the number of early 
stage growth women-owned firms­
more than one-third (37 .7 percent) of 
women-owned firms are from three 
to 11 years old, compared to 29.6 per­
cent of all U.S. firms. 

Regional differences can be seen 
among women-owned firms in terms 
of growth, entry of new women­
owned firms, and financial strength 
and creditworthiness. 

In every region of the country -
with the exception of West North 
Central- the growth rate in the num­
ber of women-owned firms exceeds 
the regional growth rate among all 
firms. 

The regions with the greatest share 
of new women-owned firms are the 
Mountain and West South Central 
states ( 49.9 percent in each region 
are less than six years old) and the 
South Atlantic region (47.3 percent). 
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Women-owned firms in the North 
and East exhibit the best overall 
financial strength and creditworthi­
ness. On three measures- bill pay­
ment, financial stress and overall 
creditworthiness - women-owned 
firm in the Northeast and West North 
Central regions perform better than 
the national average. 

On an industry ba is , women­
owned firm in mining and 
finance/insurance/real estate have 
better than average ratings on all 
three measures of financial strength 
and creditworthiness. For informa­
tion contact the Center for Women 's 
Business Research at 202-638-3060 
or at www.womensbusinessre­
search.org 

Not afraid to fly 
A survey of 400 air travelers con­

ducted in late October 2001 by 
Milwaukee-based Market Probe 
found that 39 percent exhibited a high 
level of comfort in planning their next 
airline trip. Thirty-two percent 
showed a moderate level of comfort 
and 29 showed low levels of com­
fort. New York and Washington, D.C. 
were two cities most traveler are not 
comfortable flying to, followed by 
Los Angeles and Chicago. Among 
people who had flown since 
September 11, comfort levels were 
slightly higher. Forty-eight percent 
of those flying after September 11 

reported a high level of comfort in 
planning their next airline trip with 
another 32 percent showing moderate 
levels of comfort; 20 percent felt low 
levels of comfort. For more informa­
tion visit www.marketprobe.com. 

Energy issues not 
top-of-mind 

Americans appear to have turned 
their attention away from energy 
issues , based on the results of a ur­
vey conducted by International 
Communications Research , Inc. , 
Media, Pa., for Deloitte & Touche 
LLP between October 3 and October 
7. At the same time, the survey of 
more than 600 respondents indicates 

consumers have increased concern 
about fuel price, security and relia­
bility, with fewer survey respon­
dents in 2001 (39. 7 percent) being 
aware of cha nge s in the electric 
indu stry compared to 2000 (50.5 
percent). This reverses a five-year 
trend of increasi ng consumer aware­
ness of changes in the electric indus­
try. An even greater majority of sur­
vey re pondents in 2001 (56.2 per­
cent) versus 2000 (52 . 7 percent) 
expect th at electric rates will 
increa e rather than decrease due to 
deregulation. 

"Not only are consumers less 
informed, they appear to be more pe -
simistic about the benefits of electric 
deregulation ," say Gregory Aliff, 
managing partner of Deloitte & 
Touche's Energy Resources Group 
practice. "Our survey indicates that 
con umers continue to be concerned 
about prices, reliability and avail­
ability of electric serv ice in the 
future. Les than half the states have 
taken any action on electric deregu­
lation , so the survey reflects some 
backsliding from 2000." 

Survey resu lts for awarenes varied 
widely in part because there is no 
national policy concerning consumer 
choice of electric supplier. The deci­
s ion to introduce competition for 
electric sup ply to consumers is 
reserved for state-by-state determi ­
nation . Currently about half the states 
have passed legislation or taken reg­
ulatory action. 

" For th e 200 1 sur vey, we also 
added questions concerning nuclear 
power and increasing domestic oil 
and gas consumption," says Branko 
Terzic , director of the regulatory 
services at Deloitte & Touche. 
"Respondents were overwhelming­
ly for increasing domestic energy 
production [73 percent "yes"], but 
were almost evenly split [42.3 per­
cent for, 47.6 percent against] on 
the issue of resuming nuclear power 
plant construction when consider­
ing the margin of error in the sur­
vey." For more information contact 
Sally Wil son at 703-251-4333 or visit 
www.us.deloitte.com. 
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Shopping goes bad 
continued from p. 21 

and the linking of performance data to 
incentives and training. Mystery shop­
ping vendors tend to view their product 
as a commodity- an attitude reinforced 
by the vendor election process used by 
many companies. As a result, they often 
function as order-takers rather than part­
ners in the development and execution 
of strategic quality initiatives. 

Mystery shopping suppliers also have 
an unfortunate tendency to over­
promise. This may be perceived a nec­
essary to win accounts, but it results in 
unrealistic expectations and inadequate 
planning by the purchasing companies. 
Vendors somet imes make inflated 
claims about the rigor of their shopper 
selection and training, the number of 
shoppers who work for them, their abil­
ity to field shops in a timely manner, 
and the speed with which they are able 
to provide data. As a result, vendors fre­
quently get in over their heads, and a 
relationship of defensiveness and fin­
ger-pointing develops between the ven­
dor and the purchasing company. This 
situation is not likely to change until 
purchasers become more knowledge­
able and realistic about the limitations of 
mystery shopping and until vendors 
mu ster the courage to turn down 
accounts they know are potentially trou­
blesome. 

specific objectives, departmental man­
agers will create programs that serve 
their own needs but that are not neces­
sarily coordinated with the broader ini­
tiative. Thus, people in the operations, 
marketing, training and human resources 
departments may all end up running 
overlapping service quality programs 
that provide redundant data without 
being effectively integrated. For exam­
ple, marketing typically "owns" cus­
tomer satisfaction, branding and image 
re earch, while operations owns mystery 
hopping, call-monitoring and other per­

formance measures. Seldom are these 
programs brought together in a coherent 
architecture that creates useful syner­
gies and provides an optimal return. 

In short, company executives have a 
tendency to launch big ervice initia­
tives without thinking them through. 
Companies may be surprised when their 
mystery shopping results don ' t corre­
late well with customer satisfaction , 
increased revenue, or lower costs. But 
unless these variables are factored into 
the program design from the beginning, 
it 's unlikely that strong correlations will 
result. 

Managers. Mystery shopping should 
make life easier for managers. It should 
provide reliable, ongoing data for assess­
ing performance, coaching employees, 
and increasing profitability. Over time 
the value of mystery shopping should far 
exceed the effort required to set up and 

administer the program. However, 
achieving this level of value requires 
specialized knowledge that most corpo­
rate managers lack. 

This information deficit comes at a 
high cost. Mystery shopping programs 
frequently suffer from ambiguous objec­
tives, poor design, lack of buy-in from 
the field and inadequate internal admin­
istration. As a result, managers may 
spend an inordinate amount of time han­
dling internal complaints and wrestling 
with their mystery shopping vendors. 
Employees and field supervisors who 
should be using the data to improve their 
ervice kills instead expend their ener­

gy exposing shoppers and discrediting 
the program. Employing a "shoot the 
messenger" strategy, corporate man­
agers react by churning through mystery 
shopping suppliers instead of re-evalu­
ating their approach. As a result they 
repeat the same mistakes year after year 
with vendor after vendor. Eventually 
they lower their expectations to the point 
where a successful program is defined 
not by its benefits, but by how few 
headaches it creates. 

Such a scenario is common but far 
from inevitable. Corporate managers 
can achieve great value and success 
from mystery shopping by following a 
few guidelines: 

• Define clear objectives. Considering 
the high price tag that comes with mys­
tery shopping research, it's incumbent 

On the positive side, a few mystery ,-------------------------------

shopping companies are now becoming 
more sophisticated and rigorous in their 
approach. Some have designed Web­
based programs for hiring, training, cer­
tifying, and deploying mystery shop­
pers, resulting in wider coverage, greater 
consistency and better quality control. 
These sys tem s also provide online 
reporting within hours instead of weeks, 
making the data considerably more use­
ful to purchasing companies. 

Executives. Mystery shopping pro­
gram are typically de ve loped in 
response to broader service quality ini­
tiatives. Conceived at the top tiers of the 
organization, these initiatives may be 
well-intentioned but they are often vague 
about deliverables; it is up to the middle 
level of the organization to work out the 
details. Lacking a clear roadmap and 
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upon company managers to define their 
goals in specific and measurable terms. 

• Keep it simple. In the interest of 
internal consensus, mystery shopping 
programs are often designed by com­
mittee, which can lead to the program 
becoming hopelessly complicated and 
cumbersome. Unrealistic scenarios and 
long, complex questionnaires are com­
mon, creating great frustration for mys­
tery shoppers and program administra­
tors. In such cases the likelihood of shop­
per exposure is increased and the accu­
racy of the observations suffers. Simpler 
designs work better and provide more 
value. 

• Hire a vendor that can be a partner. 
Large companies often employ an 
excruciating bidding process that rarely 
identifies the best vendor for their needs. 
They issue lengthy RFPs for mystery 
shopping that are meant to weed out the 
weake t contenders, but by asking bid­
ders to commit to overly detailed and 
inappropriate specifications they effec­
tively eliminate more sophisticated com­
panie at the same time. The typical RFP 
process creates an environment in which 
mystery shopping vendors over-promise 
in order to make the first cut, thus setting 
themselves up for failure if they win the 
account. In addition, it treats mystery 
hopping research as a commodity, 

regarding it as a bulk purchase of data 
rather than a high-value quality improve-

ment tool. Companies have more uc­
cess when they research the market care­
fully and identify the companies that 
have the knowledge and commitment 
to help them build a truly valuable pro­
gram. 

• Obtain buy-in from the front-line. 
When mystery shopping initiatives fail 
to meet their potential it is often becau e 
the people who are accountable for the 
results- front-line employees, super­
visors, store managers, and regional 
managers- were never properly intro­
duced to the program. A a result there 
may be internal resistance, creating an 
unnecessary distraction from the 
achievement of the company's service 
improvement goals. If an incentive tie­
in i introduced to the program this sit­
uation becomes magnified. To ensure 
success, employees throughout the orga­
nization must be fully informed and 
bought into the mystery shopping pro­
gram before it is launched. Pre-launch 
efforts should include training on how to 
read mystery shopping report , how to 
use the information effectively, and how 
to set goals for improvement. 

• Provide adequate internal adminis­
tration. Few companies anticipate the 
amount of administration necessary to 
run a successful mystery shopping pro­
gram. A common mistake is to assign 
young, inexperienced personnel to han­
dle the program- a sure prescription 
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Fax: 216-901-8085 or 216-642-8876 
Web: www. focusgroupsofcleveland.com 

for chaos. It requires a strong adminis­
trator to keep the company focu ed and 
on board, and to make sure that recalci­
trant field managers are not able to 
undermine the program before it stabi­
lizes and begins to realize its potential 
value. 

• Plan for change. Even well-designed 
and administered mystery shopping 
research requires periodic adjustment. 
Performance scores eventually flatten 
out or cluster together, diminishing the 
value of the program as a tool for 
rewarding top performers and continu­
ously improving quality. Periodic 
reviews should be worked into the pro­
gram design so it can be kept relevant 
and useful, and so the bar can be repeat­
edly raised on ervice quality and 
employee performance. 

Meeting the demand 
The consumer demand for better ser­

vice is growing all the time. Companie 
struggle to meet this demand in the face 
of high employee turnover, shrinking 
profit margins, and increasing competi­
tion. At the same time the business land­
scape is becoming more and more com­
plex, with 24-hour, multi-channel er­
vice now a basic consumer expectation. 

My tery shopping is among the more 
powerful tools available to companies 
seeking to improve their service quali­
ty. Providing objective data about ser­
vice execution across location and 
delivery channels allows managers to 
identify specific areas for improvement 
and to reward employees in a consis­
tent, relevant manner. Despite the prob­
lems many companies have experi­
enced with mystery shopping, the need 
for this research will only increase as 
customer demand for high-quality ser­
vice grow . 

Improving the way mystery shop­
ping is conducted will benefit con­
sumers, companies, and suppliers. 
Changes in the mystery shopping 
indu try and in the capabilities of some 
vendors are leading to better data col­
lection practices, but much progress 
remains to be made. On the other side 
of the equation, if companies are to 
benefit from these changes they need to 
improve the process by which they ini­
tiate, design, and administer my tery 
shopping program . r~ 
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Consultants Assoc. (ORCA). 
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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 
ORCA!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 
Fu/1-Svc. Qual. & Quant. High- Tech., 
Media, Ent. 

AutoPacific, 
AutoPacific , Inc. 
2991 Dow Ave. 
Tustin . CA 92780 
Ph . 714-838-4234 
Fax 714-838-4260 
E-mail : gpeterson@autopacific com 
www.autopacific.com 
Contact George Peterson 
Auto Marketing & Product Experts. 
2,000 Groups Moderate & Recruit. 

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. 
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Burr Research/Reinvention Prevention 
4760 Fremont Ave. 
Bell ingham, 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. 
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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: Amy Fliegelman 
Leading Supplier Of Qual. Rsch. In The 
US. 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. 

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. 

www.quirks.com 

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

Chamberlain Research Consultants, Inc. 
710 John Nolen Dr. 
Madison, WI 53713 
Ph . 608-246-3010 
Fax 608-246-3019 
E-mail : crc@crcwis.com 
www.crcwis.com 
Contact: Sharon R. Chamberlain 
Contact: Tyler J. Walker 
Fu/1-Svc. Ouai./Ouant. Experience With 
Cons., B2B, Gov't. , Mock Trials, Prod. 
Placement & Testing. 

Competitive Edge 
309 Calle Neblina 
San Clemente, CA 92708 
Ph. 949-498-0122 
Fax 949-498-0122 
E-mail: sheilake@aol.com 
www.CompetitiveEdge.com 
Contact: Sheila Kessler, Ph.D. 
B2B; Hi- Tech; Full-Service; Customer 
Needs/Satisfaction; Focus; ISO. 

Consumer Focus LLC 
660 Preston Forest Center, #1 97 
Dallas, TX 75230-2718 
Ph. 214-542-8787 
Fax 214-691-6021 
E-mail : 
sstewart@consumerfocusco.com 
www.consumerfocusco.com 
Contact Sue Stewart 
20 Years of Experience in Financial 
Services Direct Marketing. 

ConsumerSpeak 
4565 Lanercost Way 
Columbus, OH 43220 
Ph . 614-326-2107 
Fax 614-326-2107 
E-mail : kpopp@columbus.rr.com 
Contact: Kathy Popp 
Expert Moderator & Marketer with More 
Than 15 Years of Experience! Great 
Groups, Insights & Reports! 
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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. 

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 61 0-459-4825 
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 10510-101 7 
Ph. 914-923-0266 
Fax 914-923-3699 
Contact Sharon Driver 
Actionable Results To Drive Your Market 
Decisions. 

Design Forum Research 
7575 Paragon Rd. 
Dayton, OH 45459 
Ph . 937-439-4400 
Fax 937-439-4340 
E-mail: pvanderburgh@designforum.com 
www.designforum.com 
Contact: Paul Vanderburgh 
Design Forum Is Your Full-Service Source 
For All Your Consumer or B2B Research 
Needs. 
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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. 

0/R/S Health Care Consultants 
121 Greenwich Rd ., Ste. 209 
Charlotte, NC 28211 
Ph . 704-362-5211 
Fax 704-362-5216 
E-mail: drs imon@mindspring.com 
Contact: Dr. Murray Simon 
Qualitative Market Research By A 
Former Provider. 

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.etceth nic.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 
161 7 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. 
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FOCUS PLUS 
Focus Plus, Inc. 
79 5th Avenue, 5th fl. 
New York, NY 1 0003 
Ph . 212-675-0142 
Fax 212-645-3171 
E-mail : focusplus@msn.com 
www.focusplusny.com 
Contact: John Markham 
Innovative, Reliable Full-Service Qual. 
Research. 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: qui rks@focused1 .com 
www.focusedmr.com 
Contact: Vern Dougherty 
Insightful Analysis & Actionable 
Reports. Consumer, B-to-B, Internet, Rx 
& Pets Products. Call Us Today! 

Franklin Communications 
200 Valley Rd . 
Mt. Arlington , NJ 07856 
Ph. 973-601-01 11 
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 503-784-511 0 
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/Online 
For Technology & Telecomm. Also Edu., 
Utilities, Gov't. , Health care. Design/ 
Mgmt./Recruit!Mod./Analysis/Report. 
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Graff Group 
1 01 78 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 Springfie ld 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. 

~H Y P N 0 SIS 
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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.hypnosisfocusgrou ps.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. 

Insight Research Associates 
500 N. Wells St. , Ste. 300 
Chicago, IL 60610 
Ph . 312-595-9500 
Fax 312-595-9980 
E-mail : insight@insightresearch.net 
www. i nsightresearch. net 
Contact: Mark lngwer, President 
Full-Service Qualitative Research. 
B2B, Kids/Teens, Financial, Healthcare, 
Technology, Niche & Media. 

www.quirks.com 

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/828. 

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. 

Loretta Marketing Group 
13935 S.W. 102 Court 
Miami, Fl 33176 
Ph. 305-232-5002 
Fax 305-232-8010 
E-mail : lmg801 O@bellsouth .net 
Contact: Jim Loretta 
U.S. Hispanic/Latin Amer. Consumer 
Rsch. 25 Yrs. Exp. Bilingual/Bicultural. 
Born in Mexico/Educated in the U.S. 

Low+ Associates , Inc. 
5454 Wisconsin Ave. , Ste. 1400 
Chevy Chase, MD 20815 
Ph. 301-951-9200 
Fax 301-986-1641 
E-mail: nrussell@lowassociates.com 
www.lowassociates.com 
Contact: Nan Russell, VP Mkt. Intel. 
Health/Fin./Cust. Sat. Upscale FG 
Facility. Recruit from MD, DC, N. VA. 
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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. 675 
Los Angeles, CA 90064 
Ph. 310-842-8312 
Fax 310-842-7212 
E-mail: moran@markmatrix.com 
Contact: Marcia Selz, Ph.D. 
Foe. Grps., In-Depth lntvs. & Surveys For 
Financial Svce. Companies. 

Quirk's Marketing Research Review 
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MCC Qual itative Consulting 
100 Plaza Dr. 
Secaucus, NJ 07094 
Ph. 201-865-4900 or 800-998-4777 
Fax 201-865-0408 
E-mail: aschrager@meadowcc.com 
Contact: Andrea Schrager 
Insightful, Innovative, lmpactful, Action­
Oriented Team Approach. 

Meczka Mar1<eting/Research/Cnsltg., Inc. 
5757 W. Century Blvd., Lobby Level 
Los Angeles, CA 90045 
Ph. 310-670-4824 
Fax 31 0-41 0-0780 
E-mail : adiaz@mmrcinc.com 
www.mmrcinc.com 
Contact: Anthony Diaz 
Ouai./Ouant. 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 

.dcY.f1chelson 
~;;ociates,lnc . 
Strategic M arketing Research 

Michelson & Assoc iates, 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 Resea rch , 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'/. & lnt'l. Focus Groups, Executive 
Interviews, Fast Turnaround. 

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. 
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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. 

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. 

Planet Latino Market Intelligence, Inc. 
4837 S.W. 14 7th Place 
Miami , FL 33185 
Ph . 305-480-0096 
Fax 305-480-7732 
E-mail: latinoplanet@aol.com 
www.marketplanetlatino.com 
Contact: Horacia Segal, President 
Dual. Rsch. Specializes in U.S. 
Hispanic/Latin America. All indus. 
Consumer/Prof./Bicu/. Teens. Ads. 

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

The Research Department 
220 E. 73rd St. , Ste. 7D 
New York, NY 10021 
Ph. 212-717-6087 
Fax 212-717-6382 
E-mail : alexabsmith@earthlink.net 
Contact: Alexa Smith 
Experienced Specialist in Fuii-Svc. Dual. 
Rsch. - Focus Grps., lndiv. Depth 
Interviews, Mini Grps. Skilled High 
Duality 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 : jay@jlrothassoc.com 
Contact: Jay L. Roth 
Expert Moderator & Marketer Delivers 
on Promises! More than 20 Years 
Experience! Great Groups, Insights & 
Reports! 

www.quirks.com 
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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, Dual. & Quant., 20+ Years 
Exp., Strategy, Image, Branding, B2B, 
B2C, In-Person & Online. 
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Paul Schneller Qualitative LLC 
300 Bleecker St. , 3rd fl. 
New York, NY 1 0014 
Ph . 212-675-1631 
www.gis .neV-answers 
Contact: Paul Schneller 
Full Array: Ads/Pkg Gds/Rx!B-to-B/ 
Consumer (14+ Years) . 

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 10021 
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'/. & lnt'l. Exp. 
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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 Ouai./Ouant. Research-National 
Capability. 

Turnstone Research, Inc. 
570 Carved Terrace 
Colorado Springs, CO 80919-1129 
Ph . 719-266-0949 
Fax 719-266-0946 
Email : sandra@turnstoneresearch.com 
www.turnstoneresearch .com 
Contact: Sandra Trujillo 
Dual. & Quant. Rsch. Focus Groups In 
Many Categories. 

Understanding Unltd. 
816 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 Dual. Firm; 9 Moderators 
Design & Direct U.S. & Global Research; 
Concept/Positioning Develop. Specialty. 

View Finders Market Research 
11 Sandra Lane 
Pearl River, NY 10965 
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. 
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GEOGRAPHIC CROSS-INDEX OF MODERATORS 
Refer to Preceding Pages For Address, Phone Number and Contact Name 

California Illinois New Jersey Oregon 
Jeff Anderson Consulting , Inc. C R Market Surveys Franklin Communications Global Qualitative Group, LLC 
AutoPacific, Inc. C&R Research Services, Inc. Hispanic Research Inc. 
Competitive Edge Insight Research Associates Leflein Associats, Inc. Pennsylvania Erlich Transcultural Consultants Leichliter Assoc. Mktg. Rsch ./ldea Dev. MCC Qualitative Consulting 
Hypnosis Focus Groups Marketing Advantage Rsch . Cnslts. 

ActiveFOCUS 

Marketing Matrix International , Inc. Primary Insights, Inc. New York 
Campos Market Research , Inc. 

Meczka Mktg ./Rsch ./Cnsltg ., Inc. Strategic Focus, Inc. Data & Management Counsel , Inc. 
BAIGioballnc. FOCUSED Marketing Research , Inc. 

Iowa Decision Drivers 
Colorado 

Essman/Research 
Fader & Associates Texas Cambridge Associates, Ltd. Focus Plus, Inc. 

Consumer Focus LLC Turnstone Research, Inc. Kentucky Knowledge Systems & Research , Inc. 
Cunningham Research Associates 

Image Engineering , Inc. 
Leichliter Ascts. Mkt. Rsch ./ldea Dev. 

Focus Latino 
Florida Francesca Moscatelli , M.S. 

Saurage Research 
The Research Department 

Loretta Marketing Group Maryland 
Jay L Roth & Associates, Inc. 

Planet Latino Market Intelligence, Inc. Low+ Associates, Inc. 
Paul Schneller Qualitative LLC Virginia SIL Group 

Sunbelt Research Associates, Inc. Massachusetts James Spanier Research NOP, Strategic Research , Inc. 

Target Market Research Group, Inc. Audience Insights 
View Finders Market Research 

Daniel Associates 
North Carolina 

Washington 
Georgia Dolobowsky Qualitative Services, Inc. Burr Research/Reinvention 

D/R/S Health Care Consultants Prevention 
Creative Focus, Inc. 

Minnesota Medical Moderators, Inc. 
Michelson & Associates, Inc. 

Cambridge Research , Inc. 
Ohio Wisconsin 

Graff Group Chamberlain Research Consultants, Inc. 
MedProbe™ Inc. Calo Research Services 

Millennium Research , Inc. ConsumerSpeak 
Germany Outsmart Marketing Design Forum Research 

Understanding Unltd. insight europe gmbh 

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

ADVERTISING AGRICULTURE Design Forum Research Knowledge Systems & Research, Inc. 

Jeff Anderson Consulting, Inc. Cambridge Associates, Ltd . Erlich Transcultural Consultants Leichliter Ascts. Mkt. Rsch/ldea Dev. 

C&R Research Services, Inc. Cambridge Research, Inc. Matrixx Marketing-Research Div. MCC Qualitative Consulting 

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

Cambridge Research, Inc. Millennium Research, Inc. BIO-TECH NOP Business Strategic Research 

Creative Focus, Inc. Leichliter Ascts. Mkt. Rsch/ldea Dev. The Research Department 

Decision Drivers ALCOHOLIC BEV. MedProbe, Inc. Jay L. Roth Associates, Inc. 

Erlich Transcultural Consultants C&R Research Services, Inc. 
Saurage Research 

Fader & Associates BRAND/CORPORATE Paul Schneller Qualitative LLC 
James Spanier Research 

Global Qualitative Group, LLC IDENTITY CABLE Image Engineering, Inc. ARTS & CULTURE Millennium Research, Inc. Primary Insights, Inc. C&R Research Services, Inc. 
Outsmart Marketing Strategic Focus, Inc. Leflein Associates, Inc. 
Planet Latino Market Intelligence BUS.-TO-BUS. 
The Research Department ASIAN Access Research, Inc. CHILDREN 
Jay L. Roth Associates, Inc. Data & Management Counsel , Inc. BAIGioballnc. C&R Research Services, Inc. 
Saurage Research Erlich Transcultural Consultants C&R Research Services, Inc. Fader & Associates 
Paul Schneller Qualitative LLC Calo Research Services Image Engineering , Inc. 

ASSOCIATIONS Cambridge Associates, Ltd . Outsmart Marketing 
AFRICAN-AMERICAN Low+ Associates, Inc. Cambridge Research , Inc. 

C R Market Surveys Competitive Edge COMMUNICATIONS 
Erlich Transcultural Consu ltants AUTOMOTIVE Creative Focus, Inc. 

RESEARCH Image Engineering, Inc. Data & Management Counsel , Inc. 
AutoPacific, Inc. Fader & Associates Cambridge Associates, Ltd. 
C&R Research Services, Inc. FOCUSED Marketing Research , Inc. ConsumerSpeak 
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Moderator MarketPlace TM 
Creative Focus, Inc. Calo Research Services HISPANIC INVESTMENTS 
NOP, Strategic Research Decision Drivers Data & Management Counsel, Inc. Leichliter Ascts. Mkt. Rsch/ldea Dev. 
Jay L. Roth Associates, Inc. Fader & Associates Erlich Transcultural Consu ltants 

Image Engineering, Inc. Focus Latino LATIN AMERICA 
COMPUTERS/HARDWARE Low+ Associates, Inc. Hispanic Research Inc. 
Global Qualitative Group, LLC Marketing Advantage Rsch. Cnslts. Image Engineering, Inc. 

Loretta Marketing Group 

Leichliter Ascts. Mkt. Rsch/ldea Dev. The Research Department Loretta Marketing Group 
Planet Latino Market Intelligence 

NOP Business Strategic Research Jay L. Roth Associates, Inc. Francesca Moscatelli , M.S. 
Paul Schneller Qualitative LLC Planet Latino Market Intelligence MEDICAL PROFESSION 

COMPUTERS/MIS FINANCIAL SERVICES 
Target Market Research Group, Inc. Cambridge Associates , Ltd. 

C&R Research Services, Inc. 
D/R/S Health Care Consultants 

Calo Research Services Jeff Anderson Consulting, Inc. HOUSEHOLD Frankl in Communications 

Cambridge Associates, Ltd . BAIGioballnc. PRODUCTS/CHORES 
Matrixx Marketing-Research Div. 

Competitive Edge Burr Research/Reinvention Medical Moderators, Inc. 

Daniel Associates Prevention The Research Department MedProbe™ Inc. 

Fader & Associates C&R Research Services, Inc. Paul Schneller Qualitative LLC Paul Schneller Qualitative LLC 

Leichliter Ascts. Mkt. Rsch/ldea Dev. Cambridge Associates, Ltd . 
HUMAN RESOURCES 

Marketing Advantage Rsch . Cnslts. Cambridge Research, Inc. MULTIMEDIA 
NOP, Strategic Research Consumer Focus LLC ORGANIZATIONAL DEV. Marketing Advantage Rsch . Cnslts. 

Fader & Associates Primary Insights, Inc. 

CONSUMERS FOCUSED Marketing Research , Inc. NEW PRODUCT DEV. 
C&R Research Services, Inc. 

Leichliter Ascts. Mkt. Rsch/ldea Dev. IDEA GENERATION ActiveFOCUS 
Low+ Associates, Inc. 

Decision Drivers Marketing Matrix International, Inc. BAIGioballnc. BAIGiobal lnc. 

Design Forum Research MCC Qualitative Consulting C&R Research Services, Inc. C&R Research Services, Inc. 

Fader & Associates Jay L. Roth Associates, Inc. Creative Focus, Inc. Cambridge Associates , Ltd . 

Knowledge Systems & Research, Inc. The Research Department Global Qualitative Group, LLC ConsumerSpeak 

Marketing Advantage Rsch. Cnslts. Image Engineering, Inc. Data & Management Counsel , Inc. 

Planet Latino Market Intelligence FOOD PRODUCTS/ Primary Insights, Inc. Fader & Associates 

The Research Department Global Qual itative Group, LLC 

Jay L. Roth Associates, Inc. NUTRITION IMAGE STUDIES Leflein Associates, Inc. 

Saurage Research ActiveFOCUS Cambridge Associates, Ltd. 
Leichliter Ascts. Mkt. Rsch/ldea Dev. 

BAIGioballnc. Image Eng ineering, Inc. 
Marketing Advantage Rsch . Cnslts. 

CUSTOMER C&R Research Services, Inc. Saurage Research 
Millennium Research , Inc. 

SATISFACTION ConsumerSpeak Outsmart Marketing 

BAIGioballnc. 
Image Engineering, Inc. INSURANCE Pri mary Insights, Inc. 

Outsmart Marketing The Research Department 
Competitive Edge The Research Department 

Burr Research/Reinvention Jay L. Roth Associates, Inc. 
Global Qualitative Group, LLC Jay L. Roth Associates, Inc. 

Prevention Saurage Research 
Low+ Associates, Inc. Paul Schneller Qualitative LLC 

Consumer Focus LLC Paul Schneller Qual itative LLC 
Erlich Transcu ltural Consultants 

DIRECT MARKETING HEALTH & BEAUTY 
Leichliter Ascts. Mkt. Rsch/ldea Dev. NON-PROFIT 

BAIGiobal Inc. 
Low+ Associates, Inc. 

Leflein Associates, Inc. 
Consumer Focus LLC 

PRODUCTS 
Strategic Focus, Inc. BAI Giobal lnc. INTERACTIVE PROD./ 

OBSERVATIONAL RSCH. Image Engineering, Inc. SERVICES/RETAILING 
DISTRIBUTION Pau l Schneller Qualitative LLC Leichliter Ascts. Mkt. Rsch/ldea Dev. 

Primary Insights, Inc. 

Burr Research/Reinvention HEALTH CARE 
Low+ Associates, Inc. ONLINE FOCUS GROUPS 

Prevention 
Jeff Anderson Consulting, Inc. INTERNATIONAL Saurage Research 

EDUCATION D/R/S Health Care Consultants Fader & Associates 

Cambridge Associates, Ltd. 
Erlich Transcultural Consultants Primary Insights , Inc. PACKAGED GOODS 
Fader & Associates Active FOCUS 

Leflein Associates, Inc. Franklin Communications INTERNET BAIGioballnc. 
Marketing Advantage Rsch. Cnslts. Knowledge Systems & Research , Inc. C&R Research Services , Inc. 

Calo Research Services 

EMPLOYEE 
Low+ Associates, Inc. 

Fader & Associates 
ConsumerSpeak 

Medical Moderators, Inc. Image Engineering, Inc. 
Primary Insights, Inc. MedProbe™ Inc. FOCUSED Marketing Research , Inc. Jay L. Roth Associates, Inc. 
Turnstone Research , Inc. Saurage Research Global Qualitative Group, LLC 

Image Engineering, Inc. 
PACKAGE DESIGN 

ETHNOGRAPHIC HIGH-TECH Knowledge Systems & Research, Inc. 
Leichliter Ascts. Mkt. Rsch/ldea Dev. RESEARCH 

RESEARCH Jeff Anderson Consulting, Inc. Low+ Associates, Inc. ConsumerSpeak 
ActiveFOCUS 

Calo Research Services MCC Qualitative Consulting 
Global Qualitative Group, LLC 

Image Engineering, Inc. 
Alexander+ Parker Jay L. Roth Associates, Inc. The Research Department 
Image Engineering, Inc. 

Leflein Associates, Inc. 

Primary Insights, Inc. 
NOP, Strategic Research INTERNET SITE PARENTS Jay L. Roth Associates, Inc. 

EXECUTIVES 
Saurage Research CONTENT & DESIGN Fader & Associates 
James Spanier Research FOCUSED Marketing Research, Inc. 

BAIGioballnc. 
C&R Research Services, Inc. 
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Moderator MarketPlace TM 
PET PRODUCTS QUALITATIVE END-USER TEACHERS TOURISM/HOSPITALITY 
Cambridge Research , Inc. TRAINING Leflein Associates, Inc. Image Engineering, Inc. 
FOCUSED Marketing Research, Inc. Primary Insights, Inc. Leflein Associates, Inc. 
Primary Insights, Inc. TEENAGERS 

RETAIL C&R Research Services, Inc. TOYS/GAMES 
PHARMACEUTICALS 

Design Forum Research Fader & Associates Fader & Associates 
Active FOCUS 

Knowledge Systems & Research, Inc. Planet Latino Market Intelligence 
BAIGioballnc. TRANSPORTATION C&R Research Services, Inc. Leflein Associates, Inc. 

Cambridge Associates, Ltd. MCC Qual itative Consulting TELECOMMUNICATIONS SERVICES 
D/R/S Health Care Consultants BAIGioballnc. Low + Associates, Inc. 
Fader & Associates SENIORS Calo Research Services Strategic Focus, Inc. 
Leichliter Ascts. Mkt. Rsch/ldea Dev. Burr Research/Reinvention Creative Focus, Inc. 
MCC Qualitative Consulting Prevention Daniel Associates TRAVEL Medical Moderators, Inc. Leflein Associates, Inc. Erlich Transcultural Consultants 
MedProbe™ Inc. Primary Insights, Inc. Global Qualitative Group, LLC Cambridge Associates, Ltd. 
Paul Schneller Qualitative LLC Knowledge Systems & Research, Inc. Image Engineering , Inc. 

SMALL BUSINESS/ Leichliter Ascts. Mkt. Rsch/ldea Dev. James Spanier Research 
POLITICAUSOCIAL Marketing Advantage Rsch . Cnslts. 
RESEARCH ENTREPRENEURS MCC Qualitative Consulting UTILITIES 
Cambridge Associates, Ltd . FOCUSED Marketing Research, Inc. NOP, Strategic Research Cambridge Associates, Ltd . 

Francesca Moscatelli, M.S. The Research Department Competitive Edge 
SOFT DRINKS, BEER, WINE Jay L. Roth Associates, Inc. Knowledge Systems & Research, Inc. 

POSITIONING RESEARCH C&R Research Services, Inc. Jay L. Roth Associates, Inc. 

Paul Schneller Qualitative LLC Cambridge Associates, Ltd . TELECONFERENCING Turnstone Research, Inc. 

Jay L. Roth Associates, Inc. Cambridge Research, Inc. 
VETERINARY MEDICINE PUBLIC POLICY RSCH. Leichliter Ascts. Mkt. Rsch/ldea Dev. 

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

FOCUSED Marketing Research, Inc. TELEPHONE FOCUS Paul Schneller Qualitative LLC 
Leflein Associates, Inc. 

GROUPS 
WEALTHY PUBLISHING STRATEGY DEVELOPMENT C&R Research Services, Inc. 

Cambridge Associates, Ltd . Saurage Research Cambridge Associates, Ltd . Leflein Associates, Inc. 

Leichliter Ascts. Mkt. Rsch/ldea Dev. Paul Schneller Qualitative LLC Leichliter Ascts. Mkt. Rsch/ldea Dev. 

Marketing Advantage Rsch. Cnslts. MedProbe, Inc. YOUTH 
James Spanier Research Millennium Research, Inc. Image Engineering , Inc. 

Leflein Associates, Inc. 

-

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 order reprints from this issue call FOSIBRIJIIfiRIS: 1.800.382.0808, ext. 132 

Minumum order 500 re rints . 
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This directory was compiled by sending listing forms to companies that had advertised a specialization in mystery shopping. We list over 300 
firms. In addition to the company's vital information, we've included the industries they mystery shop, the type of mystery shopping services 
they offer, be it full-service or just data collection , and the span of their services (international , national, region or local). As an added feature, 
firms have been cross-indexed by the span of their services. The cross-index section, which can be found at the end of the directory, lists inter­
national mystery shopping firms alphabetically, national mystery shopping firms by country, regional mystery shopping firms by state, and local 
mystery shopping firms by metropolitan area. This directory is also available online at www.quirks.com. 
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INDUSTRY SERVICE CODES 

B - Business/Industry 
E - Entertainment 
F - Financial Services 
H - Health Care 
R - Restaurant/Fast Food 
RT- Retail 
S - Services (Real Estate, Hotels, etc.) 

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

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

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

A.I.M. Field Service 
1428 E. Semoran Blvd ., Suite 101 
Apopka, FL 32703 
Ph . 407-886-5305 
Fax 407-884-0333 
E-mail: patsaim@aol.com 
Pat Blackwell , President 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

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

ACE Mystery Shopping 
Associate Consumer Evaluations 
P.O. Box 11 
Warrensburg, MO 64093 
Ph. 660-429-1135 
E-mail : info@acemysteryshopping .com 
www.acemysteryshopping .com 
Nationally- Full-service 
B, E, F, H, R, RT, S 

66 

ACNielsen Canada 
160 McNabb St. 
Markham, ON L3R 4B8 
Canada 
Ph. 905-943-8334 
Fax 905-475-1581 
E-mail: fred .phillips@acnielsen.ca 
www.acnielsen.ca 
Fred Phillips, Vice President 
Nationally - Full-service 
B, E, F, R, RT, S 

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

Action Research Group 
1650 Woodview Circle 
Ocean Isle Beach, NC 28469 
Ph. 910-575-4765 
Fax 91 0-579-5056 
E-mail : dinoaction@ao l.com 
Kathleen Dino or Kathryn Varnell , Co-Owners 
Nationally - Full-service 
B, E, F, H, R, RT, S 

Acumen Research Group Inc. 
131 Wharncliffe Road South, 2nd floor 
London , ON N6J 2K4 
Canada 
Ph. 519-433-8302 
Fax 519-433-8062 
E-mail : sgobeil@acumenresearch .com 
www.acumenresearch .com 
Joan A. Pajunen 
Nationally - Full-service 
B, E, F, R, RT, S 

Advance In Quality Services 
Stevinstraat 103 
2587 EC Den Haag 
The Netherlands 
Ph . 31-70-331-95-00 
Fax 31-70-331-92-87 
E-mail : info@aq-services.com 
www.aq-services.com 
Jan-Willem Smulders 
Internationally- Full-service 
E, R, RT, S 

Advantage Business Services 
325 Haliwood Dr. 
Melbourne, FL 32901 
Ph . 321-952-0300 
Fax 321-952-0300 
E-mail : cwj32901 @aol.com 
Christy Jones, President 
Regionally - Full-service 
B, E, R, RT, S 

Advantage Sales & Marketing Canada, Inc. 
100 3016-19 St. N.E. 
Calgary, AB 
Canada 
Ph . 403-291-3288 
Fax 403-250-337 4 
E-mail : boyd.stevens@asmcanada.com 
Boyd Stevens 
Nationally- Full -service 
RT, S 

Advisory Group , Inc. 
8605 Camerson St. , Suite 206 
Silver Spring , MD 20910 
Ph . 301-588-6800 
Fax 301-588-6802 
E-mail : kassoff@advisorygroupinc.net 
www.advisorygroupinc.net 
Ed ward Kassoff 
Regionally- Fu ll -service 
R, RT, S 

Alaska Mystery Shoppers 
1830 Melanie Ave. 
Wasilla, AK 99654 
Ph . 907-357-471 8 
Fax 907-357-4719 
E-mail : ams@alaska.com 
Scott Norman 
Reg ionally- Full-service 
E, F, R, RT, S 

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

Alert Shoppers 
4535 W. Sahara, #203 
Las Vegas, NV 89102 
Ph . 702-369-1125 
Fax 702-257-3885 
E-mail: wjl93@aol.com 
Reg ionally - Full-servi ce 
B, E, F, H, R, RT, S 

Alexandria's Marketing Co . 
P.O. Box 1281 
South Bend , IN 46624-1281 
Ph. 219-243-1907 
Fax 219-243-1909 
E-mail : ads_l td@juno.com 
Regionally - Data collection/Field service 
E, R, RT 

Amusement Advantage , LLC 
3220 Ward Rd. 
Wheat Ridge, CO 80033-5221 
Ph. 303-234-9944 
E-mail : generalinfo@amusementadvantage .com 
www.amusem entadvantage.com 
Nationally - Fu ll-service 
E 
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Anonymous Insights , Inc. 
7438 Sawmill Rd. , PMB# 421 
Columbus, OH 43235 
Ph. 614-590-2472 
Fax 614-761-3126 
E-mail : contactus@a-insights.com 
www.a-insights.com 
Suzy Baker, President 
Nationally- Full-service 
R, RT, S 

ARC Research Corporation 
14 Commerce Dr. 
Cranford , NJ 07016 
Ph. 908-276-6300 
Fax 908-276-1301 
E-mai l: arosenberg@arcresearch .com 
www.arcresearch.com 
Nationally- Full-service 
B, F, RT, S 

ARC Rynek i Opinia 
ul. Gen . Jozefa Zajaczka 32 
01 510 Warsaw 
Poland 
Ph. 48-22-817-00-34 
Fax 48-22-817-01-22 
E-mail : agata.tkaczyk@arc.com.pl 
Nationally- Ful l-service 
F, RT 
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Ask Arizona 
A division of WestGroup Research 
2720 E. Thomas, Bldg . A 
Phoenix, AZ 85016 
Ph . 602-707-0050 or 800-999-1200 
Fax 602-707-0055 
E-mail : bethsmith@westgroupresearch .com 
www.westgroupresearch.com 
Beth Aguirre-Smith, President 
Nationally- Full-service 
B, E, F, H, R, RT, S 

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

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

www.quirks.com 

ath Power Consulting Corporation 
12 Essex St. 
Andover, MA 01810 
Ph. 978-474-6464 
Fax 866474-4161 
E-mail : info@athpower.com 
www.athpower.com 
Frank Alai , President 
Internationally- Full-service 
B, E, F, H, R, RT, S 

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

BanConsult, Inc. 
P.O. Box 883 
Okemos, Ml 48805-0883 
Ph. 517-349-4343 
Fax 517-349-5908 
E-mail : info@banconsu lt.com 
www.banconsult.com 
Martha Kliebert 
Nationally - Full-service 
F 
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INDUSTRY SERVICE CODES 

B - Business/Industry 
E - Entertainment 
F- Financial Services 
H - Health Care 
R - Restaurant/Fast Food 
RT- Retail 
S - Services (Real Estate, Hotels, etc.) 

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 L. Bare, President 
Internationally- Full-service 
B, E, F, H, R, RT, S 

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

EEDS 
t. A\\OC I AT E > I 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 
Internationally- Full-service 
B, F, R, RT, S 

Market researchers serving the financial , con­
sumer and corporate industries. Specializing in 
mystery shopping (Web and Internet reporting) , 
discrimination testing , concept/product testing, 
customer satisfaction research , account retention 
research , brand image research , branch/store 
intercepts and Call Center TeleShops™. Over 1 
million mystery shops at more than 80 ,000 
branches/stores and service centers completed. 
Pioneered the application of matched pair testing 
for detecting potential discriminatory treatment 
by financial institutions. Serving the financial ser­
vices industry and corporate America since 1977. 
(See advertisement on p. 67) 

Bartels Research Corp. 
145 Shaw Ave. , Bldg. C 
Clovis, CA 93612 
Ph. 559-298-7557 
Fax 559-298-5226 
E-mail: bartels1 @compuserve.com 
Patrick Bartels, Vice President 
Nationally - Data collection/Field service 
B, E, F, H, R, RT, S 
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Battre Affarer/Better Business 
Vargmotesvagen 4 
18630 Vallentun 
Stockholm 
Sweden 
Ph. 46-8-5118-5110 
Fax 46-8-5118-5120 
E-mail : info@baff.se 
Veronica Karlsson 
Nationally- Full-service 
B, R, RT, S 

Frances Bauman Associates 
23 Girard St. 
Marlboro, NJ 077 46 
Ph . 732-536-9712 
Fax 732-536-3256 
Frances Bauman, Owner 
Regionally - Data collection/Field service 
B, E, F, R, RT, S 

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

Beisner Research Associates 
433 Lokchapee Dr. 
Macon, GA 31210 
Ph . 478-477-8023 
Fax 478-757-9480 
E-mail: jerrybeisner@aol.com 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

Bell Research 
Baross u. 133. 
1089 Budapest 
Hungary 
Ph. 36-1-477-0100 
Fax 36-1-477-0101 
E-mail : info@bellresearch.com 
www.bellresearch.com 
Nationally - Full-service 
B, E, F, H, R, RT, S 

B~RK 
BestMark 
4915 W. 35 St. , Suite 206 
Minneapolis, MN 55416 
Ph. 800-51-GUEST or 800-514-8378 
Fax 952-922-0237 
E-mail : info@bestmark.com 
www.bestmark.com 
Ann Jennings, President 
Nationally - Full-service 
B, E, F, R, RT, S 

BestMark is a full-service national mystery shop­
ping company that serves many of America's finest 
businesses, including Fortune 500 companies, in 
an array of industries. BestMark's powerful Web 
technology solutions allow you to not only access 
completed shops online, but to dynamically query 

shop results for ad hoc reports and internal stud­
ies as well. Get all your standard reports online and 
use BestMark's Web-based shop management 
system to create action plans, employee feedback 
notes and trend performance history right from 
your own PC. 
(See advertisement on p. 69) 

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

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

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 
Claire Rose 
Nationally- Full -service 
B, E, F, H, RT 

BMA - Best Market Audits, Inc. 
214 Bridge St. 
Phoenixville, PA 19460 
Ph. 800-355-5040 
Fax 888-333-8394 
E-mail : info@mystery-shopping.com 
www.mystery-shopping.com 
Peter Thorwarth , President 
Nationally - Full-service 
B, E, F, R, RT, S 

Bordner Research, Inc. 
25400 U.S. Hwy. 19 N., Suite 211 
Clearwater, FL 33763 
Ph. 727-797-6552 
Fax 727-725-3480 
Locally - Data collection/Field service 
B, E, F, H, R, RT, S 

Brenda's Marketing Company, Inc. 
2800 Watkinstown Rd . 
Raleigh , NC 27616 
Ph . 919-266-0716 
Fax 919-266-8111 
E-mail : brendasmarketing@aol.com 
www.geocities.com/brendasmarketing/home.htm 
Brenda Sloan , President 
Regionally- Data collection/Field service 
R, S 
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INDUSTRY SERVICE CODES 

B- Business/Industry 
E - Entertainment 
F- Financial Services 
H - Health Care 
R- RestauranVFast Food 
RT- Retail 
S - Services (Real Estate, Hotels, etc.) 

Business Evaluation Services 
2920 F St. , Suite E-15 
Bakersfield , CA 93301 
Ph . 661-631-1074 
Fax 661-631-1685 
E-mail : bes@mysteryshopperservices.com 
www.mysteryshopperservices.com 
Charles Stiles, President 
Nationally - Full-service 
B, E, R, RT, S 

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

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

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

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 
Stuart H. Marion, Managing Partner 
Regionally - Full-service 
B, F 
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Car-lene Research, Inc. 
Corporate Office 
430 Lake Cook Rd. , Suite B 
Deerfield , IL 60015 
Ph. 847-940-2000 
Fax 84 7-940-7017 
E-mail: info@carleneresearch.com 
www.carleneresearch.com 
Nationally - Data collection/Field service 
B, E, F, H, R, RT, S 

Certified Reports, Inc. 
7 Hudson St. 
P.O. Box 447 
Kinderhook, NY 12106 
Ph. 518-7 58-6400 
Fax 518-758-6225 
E-mail : frank@criny.com 
www.certifiedreports.com 
Frank Falkenhainer, Exec. Vice President 
Internationally- Full-service 
B, E, F, R, RT, S 

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

Check Up Marketing 
5109 Holly Ridge Dr. , #21 0 
Raleigh, NC 27612 
Ph . 919-782-2360 
Fax 919-782-2329 
E-mail : secretshopper@checkupmarketing .com 
www.checkupmarketing.com 
Nationally - Data collection/Field service 
E, F, R, RT, S 

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

Commercial Service Systems, Inc. 
P.O. Box 3307 
Van Nuys, CA 91407 
Ph. 800-898-9021 
Fax 818-997-1049 
E-mail : gregoryd@commercialservices.com 
Gregory Doomanis, Vice President 
Nationally - Full-service 
B, E, F, R, RT, S 

Confero, Inc. 
The Service Resources Group 
120 Edinburgh Dr. 
Cary, NC 27511 
Ph. 919-469-5200 ext. 123 or 800-326-3880 ext. 123 
Fax 919-380-7136 
E-mail : info@conferoinc.com 
www.conferoinc.com 
Elaine Buxton, President 
Nationally - Full-service 
F, R, RT, S 

Canfield Research 
Freiheit 4 
45127 Essen 
Germany 
Ph . 49-201-82737-0 
Fax 49-201-82737-37 
E-mail : info@confield .com 
www.confield .com 
Nationally- Data collection/Field service 
B, E, H, R, RT, S 

Confirma 
Rua Jardim Botanico 700 Salas 
615/616 
22461-000 Rio de Janeiro 
Brazil 
Ph. 55-21-259-1299 
Fax 55-21-529-2755 
E-mai I: confi rma@confi rma.com. br 
www.confirma.com.br 
Nationally- Full-service 
E, F, R, RT, S 

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

Consumer Impressions, Inc. 
P.O. Box 866996 
Plano , TX 75086-6996 
Ph . 972-867-9690 or 800-440-8800 
Fax 800-645-5552 
E-mail : jpaul@consumerimpressions.com 
www.consumerimpressions.com 
Jodi Paul , President 
Regionally- Full-service 
E, R 

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

Contemporary Research Centre -Montreal 
1250 Guy St. , Suite 802 
Montreal, PO H3H 2T4 
Canada 
Ph . 800-932-7511 
Fax 514-932-3830 
E-mail : elaine@crcdata.com 
www.crcdata.com 
Elaine Rioux, President 
Nationally - Data collection/Field service 
B, E, F, H, R, RT, S 
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The Corporate Research Group ltd. 
3 Larkspur Dr. 
Nepean, ON K2H 6K8 
Canada 
Ph. 888-215-5147 
Fax 613-596-0287 
E-mail: research@thecrg .com 
www.thecrg.com 
Tracey Conners, Mgr. Mystery Shopping Div. 
Nationally- Full-service 
B, E, R, RT, S 

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

Craciun Research Group , Inc. 
742 K St. 
Anchorage, AK 99501 
Ph. 907-279-3982 
Fax 907-279-0321 
E-mail: craciun@craciun .com 
www.craciun.com 
Linda Boochever, V.P. Operations 
Nationally- Full-service 
B, E, F, H, R, RT, S 

Creative Product Marketing 
3120 S.W. 19th St. , Bay 148 
Pembroke Park, FL 33009 
Ph. 954-893-0093 
Fax 954-893-3710 
E-mail: cpm@shadow.net 
Linda Mokol Davidson , President 
Regionally- Data collection/Field service 
B, E, H, R, RT, S 

Crimmins & Forman Market Research 
29955 Southfield Rd. 
Southfield , Ml48076 
Ph . 248-569-7095 
Fax 248-569-8927 
E-mail : pcrimmins@crimminsandforman.com 
www.crimminsandforman .com 
Lois Forman or Paula Crimmins , Partners 
Regionally- Full-service 
B, E, F, H, R, RT, S 

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

Customer 1st 
225 CommercePiace 
Greensboro, NC 27 401 
Ph . 336-378-6350 
Fax 336-378-6272 
E-mail : cust1 st@aol.com 
www.customer-1 st. com 
Carl Phillips, President 
Nationally - Full-service 
E, F, H, R, RT, S 
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Customer Connection , Inc. 
P.O. Box 272435 
Oklahoma City, OK 73137-2435 
Ph. 405-491-0054 
Fax 405-491-0069 
E-mail: khmskm@aol.com 
Ken McClain , President 
Regionally- Data collection/Fie ld service 
E, H, R, RT, S 

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

Customer Service Experts, Inc. 
130 Holiday Court, Suite 104 
Annapolis, MD 21401 
Ph . 410-897-8444 or 888-770-7625 
Fax 41 0-897-8450 
E-mail: cselise@aol.com 
www.customerserviceexperts.com 
Lise D'Andrea, President 
Nationally- Full-service 
B, R, RT 

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

Cutting Edge Research , Inc. 
3649 La Grange Rd. 
Shelbyville, KY 40065 
Ph. 502-633-1785 
Fax 502-633-1653 
E-mail: research@mindspring .com 
Rebekah L. Ashcraft, Owner 
Nationally - Full-service 
B, E, F, H, R, RT, S 

CV Marketing Research 
#9- 32442 Dahlstrom Ave. , Suite 433 
Abbotsford , BC V2T 4Y4 
Canada 
Ph . 604-857-0532 
Fax 604-864-0588 
E-mail : eric@cv-market.com 
Dawn Boyce 
Nationally-
E, F, R, RT, S 

Danis Research 
One Gothic Plaza 
383 Rte . 46 W. 
Fairfield , NJ 07004-2402 
Ph . 973-575-3509 
Fax 973-575-5366 
E-mail : info@danisresearch.com 
www.danisresearch.com 
Internationally- Full-service 
B, E, F, H, R, RT, S 
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Datum lnternacional SA 
Luis F. Villaran, 365 San Isidro 
Lima 27 
Peru 
Ph. 51-1-421-8740 
Fax 51-1-221-5147 
E-mail : datum@datum.com.pe 
www.datum.com.pe 
Urpi Torrado 
Nationally- Full-service 
B, E, F, H, R, RT, S 

Decision Research 
4480 Vieja Dr. 
Santa Barbara, CA 93110 
Ph. 805-967-0689 
Fax 805-967-2389 
E-mail : decisnrsch@aol.com 
Ruth Abrams, Owner 
Regional ly- Data collection/Field service 
B, E, F, H, R, RT, S 

Defensive Business Management 
P.O. Box 8536 
Reading, PA 19603 
Ph . 800-532-5012 or 610-376-5012 
Fax 610-376-2392 
E-mail : DBMCO@hotmail.com 
James Moore, Principal 
Nationally - Full-service 
B, E, R, RT, S 

Design Forum Research 
7575 Paragon Rd . 
Dayton , OH 45459 
Ph. 937-439-4400 
Fax 937-439-4340 
E-mail : pvanderburgh@designforum.com 
www.designforum.com 
Paul Vanderburgh , V.P. , Consumer Research 
Internationally- Full-service 
B, E, F, H, R, RT, S 

Development II, inc. 

Development II , inc. 
107 Middle Quarter 
P.O. Box 992 
Woodbury, CT 06798 
Ph . 203-263-0580 
Fax 203-266-4697 
E-mail : steve@development2.com 
www.deve lopment2.com 
Internationally- Full-service 
B, E, F, H, R, RT, S 

Marketing research and management consulting 
firm that specializes in : global customer relation­
ship programs; market and competitive analysis; 
business market strategy development; customer 
and employee satisfaction surveying and analysis. 
We employ leading-edge survey technologies such 
as the ConSenso survey methodology with its 
exceptional response rate. We use advanced deci­
sion models that employ neural network technol­
ogy. Offices in the USA, Europe, and the Far East. 
(See advertisement on p. 51) 
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INDUSTRY SERVICE CODES 

B - Business/Industry 
E - Entertainment 
F - Financial Services 
H - Health Care 
R- Restaurant/Fast Food 
RT- Retail 
S - Services (Real Estate, Hotels, etc.) 

OMS 
840 N. Larrabee St. , Suite 4209 
Los Angeles, CA 90069 
Ph . 888-214-2853 or 310-659-8732 
Fax 310-659-6658 
E-mail: john.draper@dmsresearch.com 
www.dmsresearch.com 
John Draper 
Nationally- Data collection/Field service 
B, E, F, H, R, RT, S 

Jeanne Drew Surveys 
5005 1/2- 34th Ave. S. 
Minneapolis, MN 55417 
Ph. 612-729-2306 
Fax 612-729-7645 
Jeanne Drew, President 
Locally - Data collection/Field service 
E, R, RT 

DSG Associates, Inc. 
2110 E. First St. , Suite 106 
Santa Ana, CA 92705 
Ph. 800-462-8765 
Fax 714-835-6506 
E-mail : donna@dsgai.com 
www.dsgai .com 
Donna Guido, CEO 
Internationally- Full-service 
B, E, F, R, RT, S 

Guaranteed data integrity, along with unsurpassed 
responsiveness and flexibility to meet client needs, 
highlight the unique mystery shopping system 
pioneered by DSG Associates, Inc. over the past 
20 years. An industry leader, DSG offers a wide 
range of professional services and state-of-the-art 
technology to handle every assignment from the 
largest annual contracts to the most specialized 
projects. 
(See advertisement on p. 73) 

E&K Enterprises, Inc. 
P.O. Box 153773 
Irving, TX 75015 
Ph . 800-284-9407 
Fax 972-513-0138 
E-mail : ekeilp99@home.com 
www.stealingyoublind .com 
Elsie Kroussakis , President 
Nationally- Full-service 
E, R, RT, S 
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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 
Christine Farber, Vice President 
Nationally - Fu ll -service 
B, E, F, H, R, RT, S 

Elliott Benson 
1234 H St. , Suite 200 
Sacramento, CA 95814 
Ph . 916-325-1670 
Fax 916-498-0394 
E-mail : ebinfo@elliottbenson.com 
www.ell iottbenson.com 
Jaclyn Benson 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

Elrick & Lavidge 
1990 Lakeside Pkwy., 3rd fl. 
Tucker, GA 30084 
Ph. 770-621-7600 or 800-456-1314 
Fax 770-723-6408 
E-mail : lcb@elavidge.com 
www.elrickandlavidge.com 
Les Berry, General Manager 
Internationally- Full-service 
B, E, F, H, R, RT, S 

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

Essman/Research 
100 E. Grand Ave ., Suite 340 
Des Moines, lA 50309-1 800 
Ph. 515-282-7145 
Fax 515-282-4535 
E-mail : mail@essmanresearch .com 
www.essmanresearch .com 
Deb Stearns, Marketing Research Director 
Locally - Full-service 
F, H, R, RT, S 

Evaluation de service Incognito Service Check 
1382 Rolland St. 
Gatineau , PO 
Ph . 819-669-0799 or 866-669-0799 
Fax 819-669-9290 
E-mail : info@serviceincognito.com 
www.serviceincognito.com 
Regionally- Full-service 
E, F, R, RT, S 

Eye on Retail 
468 Morden Rd . 
Oakville , ON 
Canada 
Ph . 800-363-7 467 
Fax 905-842-842-3082 
E-mail : karaw@eyeonretail.com 
www.shopper.eyeonretail .com 
Kara Wheatley 
Nationally- Full-service 
F, R, RT, S 

Falcon research Ltd. 
1 a Park Avenue 
St. Albans, Hertfordshire AL 1 4PB 
United Kingdom 
Ph . 44-172-776-0014 
Fax 44-172-786-3524 
E-mail: caroline@falconresearch .co.uk 
www.falconresearch .co.uk 
Nationally - Data collection/Field service 
E, F, H, R, RT, S 

Feedback Plus , Inc. 
5580 Peterson Ln ., Suite 120 
Dallas, TX 75240-5157 
Ph . 972-661-8989 
Fax 972-661-5414 
E-mail : reb .henry@gofeedback.com 
www.gofeedback.com 
Reb Henry, President 
Internationally - Full-service 
B, E, F, H, R, RT, S 

Field Surveys & Audits, Inc. 
1823 West Shore Dr. 
Delafield , WI 53018 
Ph . 262-646-7034 
Fax 262-646-861 7 
E-mail : fsa@nconnect.net 
Kathy Aid ridge , Owner/Operator 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

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

Focus on Service, LLC 
49 Saddle Hill Rd . 
Hopkinton, MA 01 7 48 
Ph. 508-435-1007 
Fax 508-435-1 011 
E-mai l: dleonard@focusonservice .com 
www.focusonservice.com 
Dave Leonard 
Regionally- Full-service 
E, R, RT 
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Focus Research, Inc. 
5001 E. Hwy. 190 Service Rd ., Suite D3 
Covington, LA 70433 
Ph . 985-867-9494 
Fax 985-867-9936 
E-mail: kirsty.nunez@focusresearchinc .com 
www.focusresearchinc.com 
Kirsty Nunez, President 
Regionally- Full-service 
B, F, H, R, RT, S 

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

Fogerty Group, Inc. 
1333 Camino del Rio S., #306 
San Diego, CA 92108 
Ph . 619-718-7500 
Fax 619718-7515 
E-mail : FogGrp@aol.com 
Joan Pietila, President 
Nationally - Data collection/Field service 
B, E, F, R, RT, S 

J. Franke Enterprises 
16695 Meadowbrook Lane 
Wayzata, MN 55391 
Ph . 952-473-1275 
Fax 952-473-1443 
E-mail: JeffFranke@aol.com 
Nationally- Full-service 
RT, S 

Freni Ricerche di Marketing 
Via della Villa Demidoff, 27 
50127 Firenze 
Italy 
Ph . 39-55-350-773 or 39-55-332884 
Fax 39-55-351-534 
E-mail : frenimkt@frenimkt.com 
www.frenimkt.com 
Vincenzo Freni , President 
Nationally- Full-service 
E, R, RT, S 

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

Galli Research Services 
37 42 Bernard St. 
Chicago, IL 60618 
Ph . 773-4-SURVEY 
Fax 773-478-7899 
Paul Galli , President 
Locally - Data collection/Field service 
B, E, F, H, R, RT, S 

January 2002 

Game Film Consultants 
P.O. Box 10027 
Austin , TX 78766 
Ph. 866-334-3456 
Fax 512-916-8881 
E-mail : msinc@swbell.net 
www.gamefilm.cc 
Nationally- Full-service 
B, E, F, H, R, RT, S 

GAPbuster Asia Pacific limited 
Ashley House, Level12/409 St. Kilda Road 
P.O. Box 7205. 479 Kilda Road 
Melbourne, VIC 3004 
Australia 
Ph . 61-3-9867-34 77 
Fax 61-3-9867-2677 
E-mail: phil.prosser@gapbuster.com 
Internationally - Full-service 
B, E, F, H, R, RT 

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

Graham & Associates , Inc. 
3000 Riverchase Galleria, Suite 310 
Birmingham, AL 35244 
Ph . 205-443-5399 
Fax 205-443-5389 
E-mail: ceanes@grahammktres.com 
www.grahammktres.com 
Cindy Eanes, Vice President 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

GRAL - ITEO 
P.O. Box 476, Kotnikova 28 
1001 Ljubljana 
Slovenia 
Ph . 386-61-472-0800 
Fax 386-61-472-0834 
E-mail: info@graliteo.si 
www.graliteo.si 
Nationally - Full-service 
B, S 

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

www.quirks.com 

Green & Associates 
P. 0. Box 9869 
College Station, TX 77842 
Ph. 800-677-2260 
Fax 979-693-7904 
E-mail: mgreen@greenandassociates.com 
www.greenandassociates.com 
Mike Green, President 
Internationally - Full-service 
R, RT, S 

MYSTERY 
SHOPPING 

YOU CAN TRUST 
1-

We deliver to your 
specifications! 

* Guaranteed data integrity 

* Unsurpassed responsiveness 
and flexibility 

* Up-to-date technology 

* On-time performance 

* National/international 
coverage 

* Competitive pricing 

* Diverse experience 

* Excellent references 

Service that shines! 
(800) 462-8 7 65 

E-mail: dsginfo@dsgai. com 
Established 198 1 
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Gulf State Research Center 
Eagle Ridge Mall 
433 Eagle Ridge Dr., Suite 211 
Lake Wales, FL 33859 
Ph. 800-357-8842 or 863-676-3676 
Fax 863-676-0471 
E-mail: gulfstatefla@aol.com 
Tim Villar 
Regionally- Data collection/Field service 
E, F, H, R, RT, S 

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

Higbee & Associates, Inc. 
P.O. Box 1769 
Norman, OK 73070-1769 
Ph . 800-485-0326 
Fax 405-366-7507 
E-mail : higbeeassoc@oecadvantage.net 
Sally Higbee, COO/Marketing Director 
Regionally - Full-service 
R, RT, S 

Highsmith-Charnock Interviewing Service, Inc. 
2912 Sussex Rd . 
Augusta, GA 30909-3532 
Ph. 706-733-9548 
Fax 706-733-9548 
E-mail : ResearchGA@earthlink.net 
Doris Highsmith, Owner 
Locally - Data collection/Field service 
B, E, F, H, R, RT, S 

Hilli Dunlap Enterprises, Inc. 
P.O. Box 15487 
North Hollywood, CA 91615-9774 
Ph. 818-760-7688 
Fax 818-760-1640 
E-mail : ddunlap@dunlapenterprises.com 
www.dunlapenterprises.com 
Internationally- Full-service 
B, E, F, R, RT, S 

Hispanic Focus Unlimited 
303 W. Park Ave. 
Pharr, TX 78577 
Ph . 956-797-4211 
Fax 956-797-4244 
E-mail : rubenc@hispanicfocusunltd .com 
www.hispanicfocusunltd.com 
Ruben Cuellar, President 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 
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Hoed Mystery Shopping 
ACN: 002 898 991 
Level2 
16-18 Bridge Street 
Epping, NSW 2121 
Austral ia 
Ph . 61-2-9876-3166 
Fax 61-2-9876-3279 
E-mail : hoedholdings@idx.com.au 
Karen Groenen 
Internationally- Full-service 
E, F, H, R, RT, S 

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

HR and Associates, Inc. 
223 Burlington Ave. 
Clarendon Hills, IL 60514-1136 
Ph. 630-789-0444 
Fax 630-323-4066 
E-mail : inquiries@hrandassociates.com 
www.hrandassociates.com 
Internationally- Full-service 
B, E, F, R, RT, S 

ICC Decision Services 
30 Galesi Dr. , #1 08 
Wayne, NJ 07470 
Ph . 800-444-1717 
Fax 973-890-8615 
E-mail: hseigelman@iccds.com 
www.iccds.com 
Howard Seigelman, Vice President 
Nationally - Full-service 
R, RT, S 

IFOP-ASECOM Latin America 
Av. Belgrano 1255 
C1 093AAA Buenos Aires 
Argentina 
Ph. 54-11-4381-1118 
Fax 54-11-4381-0234 
E-mail : research@asecom.com.ar 
www.ifop.com/latinamerica 
Vincent Rebois, Vice President 
Nationally - Full-service 
B, E, F, H, R, RT, S 

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

Indiana Research Service 
8126 Sagimore Court 
Fort Wayne, IN 46835 
Ph . 219-485-2442 
Fax 219-485-1476 
E-mail : ccage@indianaresearch .com 
www.indianaresearch.com 
Chris Cage 
Regionally- Data collection/Field service 
B, E, F, H, R, RT, S 

lnfotel National Marketing 
3190 S. Bascom Ave. , Suite 100 
San Jose, CA 95124 
Ph . 800-876-111 0 
Fax 800-882-1284 
E-mail : kwhite@infotelinc.com 
www.infotelinc.com 
Nationally- Full-service 
B, E, F, H, R, RT, S 

InGold Research Services, Inc. 
In Gold Marketing Group Ltd . 
17501 Janesville Rd. 
P.O. Box 413 
Muskego, WI 53150 
Ph . 262-679-2600 or 262-679-2163 
Fax 262-679-1445 
E-mail : in-gold@execpc.com 
Marguerite Ingold, President 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

lnnotech Market Research Ltd. 
30 Wertheim Ct. , Unit 25 
Richmond Hill , ON L48 1 B9 
Canada 
Ph . 905-882-8843 or 877-882-8843 
Fax 905-882-8515 
E-mail : phil@innotechmarketresearch.com 
www.innotechmarketresearch.com 
Internationally- Data collection/Field service 
F, RT, S 

Insight Research, Inc. 
1000 Broadway, Suite 292 
Oakland , CA 94607 
Ph . 510-286-8000 
Fax 510-286-2022 
E-mail : info@iresearchinc.com 
www.iresearchinc.com 
Nationally - Full-service 
E, F, H, R, RT, S 

INTAGE Inc. 
Global Services 
1-4-1 , Honcho, 
Higashikurume-shi 
Tokyo 203-8601 
Japan 
Ph. 81-4-2476-5164 
Fax 81-4-2476-5178 
E-mail : global-service@intage.co.jp 
www.intage.co.jp 
Geoffrey Pickens, Business Development 
Nationally- Full-service 
E, F, H, R, RT, S 
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Integrated Research Associates, Inc. 
708 Walnut Ave. , Suite 800 
Cincinnati , OH 45202 
Ph . 513-361-2700 
Fax 513-361-2703 
E-mail : IRA@integratedresearch.com 
www.integratedresearch.com 
Tim Ryan , Vice President 
Nationally - Full-service 
B, F, R, RT, S 

International Service Check 
Stiglmaierplatz Dachauer Strasse 37 
Munich 
Germany 
Ph . 49-89-54558228 
Fax 49-89-557 443 
E-mail : servicecheck@multisearchweb.com 
Reinhold Auer 
Nationally - Full-service 
F, RT, S 

lntroMarketing 
30161 Southfield Rd ., #315 
Southfield , Ml 48076 
Ph . 248-540-5000 
Fax 248-540-7070 
E-mail : customerservice@intromarketing.com 
www.intromarketing.com 
Amanda Szymanski 
Locally- Data collection/Field service 
E, H, R, RT, S 

Investigative Marketing Services, ltd. 
840 - 7 Ave. S.W. , Suite 1420 
Calgary, AB T2P 3G2 
Canada 
Ph. 403-217-8333 
Fax 403-217-4875 
E-mai l: admin@investigativemarketing.com 
www.investigativemarketing.com 
Julia Lyons-Wood , President 
Internationally- Full-service 
B, E, F, H, R, RT, S 

lpsos-NPD 
100 Charles Lindbergh Blvd. 
Uniondale , NY 11553 
Ph. 516-507-3000 
Fax 516-507-3300 
E-mail : nancy_hodes@ipsos-npd.com 
www.ipsos-npd.com 
Nationally - Full-service 
B, E, F, H, R, RT, S 

IRi Information Research Inc. 
1 0650 E. Bethany Dr. 
Denver, CO 80014 
Ph . 303-751-0190 
Fax 303-751-8075 
E-mail : irires@aol.com 
www.iri-inforesearch.com 
Norm Petitt, President 
Regionally - Data collection/Field service 
F, R, RT, S 

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

Jancyn Evaluation Shops 
P.O. Box 26934 
San Jose, CA 95159 
Ph . 800-339-2861 
E-mail : jancynshops@aol.com 
www.jancyn.com 
Nationally- Full-service 
E, F, R, RT, S 

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

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

Kane Field Services, Inc. 
3560 Monteigne Dr. 
Pensacola, FL 32504 
Ph . 850-433-7316 
Fax 850-435-8863 
E-mail : kanefieldservice@aol.com 
Julie W. Kane , President 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 
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Ken-Rich Retail Group 
4251 Jones Lane 
Bellingham, WA 98225 
Ph. 360-756-1403 
Fax 847-589-2498 
E-mail : info@ken-rich.com 
www.ken-rich.com 
Rich van Dommelen 
Nationally - Full-service 
B, E, F, H, R, RT, S 

Simple ... That says it all about Ken-Rich Retail 
Group. We keep all your mystery shopping and 
retail consulting needs very simple, with easy-to­
read customized reports , online tracking and 
reporting , as well as customer service techniques 
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that keep your customers coming back. Don't 
believe it? Give us a call or e-mail us and we can 
show you an inexpensive way to customize and 
perform all your corporate shopping needs. 
(See advertisement on p. 35) 

Kinesis 
4013 Stone Way N. , Suite 200 
Seattle, WA 98103 
Ph. 206-285-2900 
Fax 206-285-2903 
E-mail: info@kinesis-cem.com 
www. kinesis-cem.com 
Nationally - Full-service 
B, E, F, H, R, RT, S 

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

Kiyomura-lshimoto Associates 
130 Bush St. , 10th fl. 
San Francisco, CA 94104-3826 
Ph. 800-827-6909 or 415-984-5880 
Fax 415-984-5888 
E-mail : norm@kiassociates.com 
www.kiassociates.com 
Regionally - Full-service 
B, E, F, H, R, RT, S 

KLD Marketing Research, Inc. 
1603 E. Lincolnway, Suite A 
Valparaiso, IN 46383 
Ph. 219-464-4668 
Fax 219-464-7011 
E-mail : kathyd@netnitco.net 
www.kldresearch.com 
Locally- Data collection/Field service 
B, F, R, RT, S 

Kramer Marktforschung GmbH 
Hansestr. 69 
48165 Muenster 
Germany 
Ph. 49-2501-8020 
Fax 49-2501-802100 
E-mail: h.eichholz@kraemer-germany.com 
www.kraemer-germany.com 
Nationally - Full-service 
B, E, F, H, R, RT, S 

Rickie Kruh Research 
P.O. Box 7542 
Jupiter, FL 33468-7542 
Ph. 561-626-1220 
Fax 561-626-0577 
E-mail: RKRUH@aol.com 
www.rkrmg.com 
Rickie Kruh, President 
Nationally - Data collection/Field service 
B, E, F, H, S 
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INDUSTRY SERVICE CODES 

B- Business/Industry 
E - Entertainment 
F- Financial Services 
H - Health Care 
R - Restaurant/Fast Food 
RT- Retail 
S - Services (Real Estate, Hotels, etc.) 

Kudos Research 
19-21 Nile Street 
London N1 7LL 
United Kingdom 
Ph. 44-20-7490-7888 
Fax 44-20-7 410-9390 
E-mail : info@kudosresearch.com 
www.kudosresearch.com 
Sue Long, Research Director 
Internationally - Full-service 
B, F 

L.A. Research, Inc. 
9010 Reseda Blvd ., Suite 109 
Northridge, CA 91324 
Ph. 818-993-5500 or 800-760-9040 
Fax 818-993-5664 
E-mail : lamusearch@aol.com 
Lorei Musselman, President 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

Las Vegas Surveys, LLC 
3405 S. Cambridge St. 
Las Vegas, NV 89019 
Ph . 800-797-9877 or 702-650-5500 
Fax 702-650-0729 
E-mail : ericsouza@lasvegassurveys.com 
www .lasvegass u rveys. com 
Eric Souza, President 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

Leibowitz/Roher Marketing, Inc. 
228 E. 45th St. 
New York, NY 10017 
Ph. 212-986-6668 
Fax 212-697-9528 
E-mail : lr _marketing@roherpr.com 
www.leibowitzroher.com 
Wendy Leibowitz, President 
Nationally - Full-service 
B, F, RT, S 

Lein/Spiegelhoff, Inc. 
720 Thomas Ln. 
Brookfield , WI 53005 
Ph . 262-797-4320 
Fax 262-797-4325 
E-mail : info@lein-spiegelhoff.com 
www.lein-spiegel hoff .com 
Charles A. Spiegel hoff, President 
Locally - Data collection/Field service 
B, E, F, H, R, RT, S 

Nancy Levine Marketing Research 
24709 Stonegate Dr. 
West Hills, CA 91304 
Ph. 818-703-6804 
Fax 818-883-9356 
E-mail: nlevineres@aol.com 
Nationally - Data collection/Field service 
E, F, R, RT, S 
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Liberty Research Services, LLC 
2307 Fairway Rd . 
Huntingdon Valley, PA 19006 
Ph . 215-658-0900 
Fax 215-658-0901 
E-mail: info@libertyresearchservices.com 
www.libertyresearchservices.com 
Bill Ruckh, President 
Locally- Data collection/Field service 
B, E, F, H, R, RT, S 

The Locksley Group, Ltd. 
1011 Swarthmore Ave., #2 
Pacific Palisades, CA 90272 
Ph. 310-454-5105 
Fax 310-454-0215 
E-mail : LGLGROUP@aol.com 
Elaine Locksley, President 
Nationally- Full -service 
E, F, H, R, RT, S 

Lodge Service- React Surveys NV/SA 
Boulevard des lnvalides, 171 /2 
1060 Brussels 
Belgium 
Ph . 32-2-663-15-70 
Fax 32-2-672-53-21 
E-mail : lodge@lodge.be 
www.lodge.be 
Elly or Fred Bettens 
Internationally - Full-service 
B, E, F, H, R, RT, S 

Low Country Marketing, Inc. 
P.O. Box 8122 
Columbia, SC 29202 
Ph . 803-782-9399 
Fax 803-951-2765 
E-mail : LCMMtg1 @ao l.com 
www. lowcountrymarketing.com 
Deborah R. Smith, President 
Regionally- Data collection/Field service 
B, E, F, H, R, RT, S 

M.A.R.S. Research of Texas 
3200 Wilcrest, Suite 1 00 
Houston, TX 77042 
Ph . 713-266-6277 or 888-320-6277 
Fax 713-266-6276 
E-mail : johnniehorn@marstexas.com 
www.marsresearch.com 
Johnnie Horn , Project Director 
Regionally - Data collection/Field se rv ice 
B, E, F, H, R, RT, S 

M.A.T. On-Site Research 
13714 Oakmead , Suite 100 
Sugar Land , TX 77478 
Ph. 281-242-3253 
Fax 281-491 -0300 
E-mail : director@onsite4research .com 
www.onsite4research .com 
Floyd Thigpen, President 
Nationally - Data collection/Field service 
B, E, F, H, R, RT, S 

MacPherson Mystery Shopping 
Mystery House 
27 Richmond Court 
Huddersfield , West Yorkshire HD4 5XE 
Un ited Kingdom 
Ph. 44-148-464-3257 
Fax 44-148-464-3335 
E-mail: info@macphersonmysteryshopping .co.uk 
www. macphersonmysteryshopping .org. uk 
Internationally- Full-service 
B, E, F, H, R, RT, S 

Margaret Ann 's Research 
4520 Reva Ct. 
Marietta, GA 30066 
Ph. 770-516-9960 
Fax 770-516-4238 
E-mail : MASRESCH@aol.com 
Margaret Ann Fagan, Owner 
Local ly - Data collection/Field service 
B, E, F, H, R, RT, S 

Maritz Research - Virtual Customers 
Virtual Customers Division 
1355 N. Highway Dr. 
Fenton , MO 63099 
Ph. 636-827-8532 or 800-446-1 690 
Fax 636-827-8605 
E-mail: maritzresearch@maritz.com 
www.virtualcustomers 
AI Goldsmith 
International ly- Full -service 
B, E, F, H, R, RT, S 

Virtual Customers · from Maritz Research is a fu lly­
integ rated service quality evaluation system. It uti­
lizes advanced techno logy including Virtuoso, our 
high-tech process management software, for fast 
reporting and a unique certification process to 
mirror real customers so closely that they "virtu­
al ly" become your customers. Virtual Customers 
is a seven-step process aimed at improvi ng bot­
tom line results. There are over 50,000 virtual cus­
tomers globally. 
(See advertisement on p. 9) 

Market Alternative, Inc. 
P.O. Box 4877 
Santa Fe, NM 87502 
Ph. 505-992-0474 
Fax 505-992-0462 
E-mai l: zephyrp@earthlink.net 
Sally Neilson , President 
National ly - Data collection/Field service 
B, E, F, R, RT, S 

Market Analysis Ltd . 
190 Hymettus Street 
116 36 Athens 
Greece 
Ph . 30-1-756-4892-3 or 30-1-756-4704 
Fax 30-1-701-9355 
E-mai l: markanalysis@marketanalysis.gr 
Spyrss Cam ileris 
Nationally - Full-service 
B, E, F, H, R, RT, S 
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Market Dynamics Research Group , Inc. 
3112 Canal St. 
New Orleans, LA 70119 
Ph . 504-821-1910 
Fax 504-821-1908 
E-mail: info@mdrginc.com 
www.mdrginc.com 
Sondra L. Brown, President 
Nationally - Full-service 
F, H, R, S 

Market Research Services 
705 Shamrock Dr. 
Madisonville, KY 42431 
Ph. 270-825-0761 or 270-821 -4182 
Fax 270-821-7151 
E-mail : mkt_resch_svcs@hotmail.com 
Donna Baldridge or Richard Smith 
Regionally- Full-service 
B, E, F, H, R, RT, S 

Market Trends Pacific , Inc. 
1001 Bishop St. , Suite 505 
Honolulu , Hl96813 
Ph . 808-532-0733 
Fax 808-532-07 44 
E-mail : info@markettrendspacific.com 
www.markettrendspacific.com 
Wanda L. Kakugawa, President 
Nationally- Full-service 
B, E, F, H, R, RT, S 

Market Trends, Inc. 
(Corporate Headquarters) 
375 Corporate Dr. S., Suite 100 
Seattle, WA 98188 
Ph. 206-575-1222 
Fax 206-575-8779 
E-mail: infomanager@markettrends.com 
www. markettrends.com 
Jack Geiger 
Internationally - Full-service 
B, E, F, H, R, RT, S 

Market Viewpoint 
995 Fairview Rd. , Suite 202 
Glenmoore, PA 19343-1813 
Ph. 610-942-7030 
Fax 610-942-7031 
E-mail: info@marketviewpoint.com 
www.marketviewpoint.com 
Angela V. Megasko, President 
Nationally- Full-service 
B, E, F, H, R, RT, S 

MarkeTec, Incorporated 
P.O. Box 9058 
Reno, NV 89507 
Ph. 775-333-1221 
Fax 775-333-1224 
E-mail: kcole@marketecinc.com 
Katherine Cole, President 
Reg ionally - Full-service 
B, E, F, H, R, RT, S 
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Marketing Advantage Research Consultants, Inc. 
2349 N. Lafayette St. 
Arlington Heights, IL 60004 
Ph . 847-670-9602 or 800-935-4220 
Fax 847-670-9629 
E-mail : mjrichards@aol.com 
Marilyn Richards, President 
Regionally- Full-service 
B, E, F, H, R, RT, S 

The Marketing Center 
Cavalieri 1594, URB. Caribe Rio Piedras 
San Juan, PR 00927 
Puerto Rico 
Ph. 787-751-3532 
Fax 787-765-2096 
E-mail : info@tmcgroup.net 
www.tmcgroup.net 
Regionally- Full-service 
F, H, R, RT 

Marketing Horizons, Inc. 
1001 Craig Rd ., 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, Vice President 
Locally - Full-service 
B, E, F, H, R, RT, S 

Marketing Research Associates 
83 Alexander Street 
Crows Nest, NSW 2065 
Australia 
Ph. 61-2-9966-4811 
Fax 61-2-9966-4822 
E-mail : mra@mraholdings.com.au 
www.mraholdings.com.au 
Nikki Stevens 
Nationally- Full-service 
B, E, F, H, R, RT, S 

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 
Internationally- Full-service 
F, H, RT, S 

Marketing Systems Unlimited Corp. 
1519 S. Gilbert St. 
Iowa City, lA 52240 
Ph. 319-338-3773 
Fax 319-338-0513 
E-mail : randy@msultd .com 
www.msultd .com 
Gene Lytle, President 
Nationally- Data collection/Field service 
R, RT, S 

www.quirks.com 

Marketrends, Inc. 
103 Charles River Landing Rd . 
Williamsburg , VA 23185-5001 
Ph. 757-229-3065 or 800-296-4447 
Fax 757-229-1828 
E-mail: nfuller@marketrends.com 
www.marketrends.com 
Nancy Fuller, Owner/President 
Locally - Full-service 
B, F, H, R, RT, S 

Mars Research 
1700 N. University Dr., Suite 205 
Coral Springs, FL 33071 
Ph . 954-755-2805 or 877-755-2805 
Fax 954-755-3061 
E-mail : info@marsresearch.com 
www.marsresearch.com 
Joyce Gutfreund, Mystery Shopping Director 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

Carol Max Marketing Services, Inc. 
P.O. Box41127 
St. Louis, MO 63141 
Ph . 314-434-2157 
Fax 314-434-2890 
E-mail: carolcmax@earthlink.net 
Carol Max, President 
Regionally- Data collection/Field service 
B, E, F, R, RT, S 

Mazur/Zachow, Inc. 
1025 S. Moorland Rd ., Suite 300 
Brookfield , WI 53005 
Ph. 262-938-9244 
Fax 262-938-9255 
E-mail: mazurzach@aol.com 
www. mazu rzachow.com 
Diane Zachow, Vice President 
Locally - Data collection/Field service 
B, E, F, R, RT, S 

MCA (Marketing Research & Communications 
Ascts.) 
4th floor, Yeosun Bldg. 
694-34, Yeoksam-dong , Kangnam-ku 
Seoul135-0800 
South Korea 
Ph . 82-2-568-5440 or 82-2-555-5218 
Fax 82-2-575-7266 
E-mail : msymca@unitel.co.kr 
www.mcaresearch .co.kr 
Nationally - Full-service 
B, F, R, RT, S 

McMillion Research Service 
1012 Kanawha Blvd . E., Suite 301 
Charleston , WV 25301-2809 
Ph. 304-343-9650 
Fax 304-343-6522 
E-mail : jmace@mcmillionresearch.com 
www.mcmillionresearch.com 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 
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INDUSTRY SERVICE CODES 

B- Business/Industry 
E - Entertainment 
F- Financial Services 
H - Health Care 
R - Restaurant/Fast Food 
RT- Retail 
S - Services (Real Estate, Hotels, etc.) 

Measure This! 
275 W. Campbell Rd ., Suite 219 
Richardson, TX 75080 
Ph. 972-235-7668 
Fax 972-4 79-1366 
E-mail : service@measurethis.net 
www.measurethis.net 
John Cruz 
Nationally- Full-service 
R, RT, S 

Meyers Research Center 
58 W. 40th St. 
New York, NY 1 0018 
Ph . 212-391-0166 
Fax 212-768-0268 
E-mail: jfriedlaender@meyersresearch.com 
www.meyersresearch.com 
Jeff Friedlaender, Vice President 
Nationally - Full-service 
B, E, F, R, RT, S 

Ann Michaels and Associates Ltd. 
3108 S. Rte . 59, Suite 124/255 
Naperville, IL 60564 
Ph. 630-922-7804 
Fax 630-922-7805 
E-mail : kdoering@ishopforyou.com 
www.ishopforyou.com 
Regionally - Data collection/Field service 
B, E, F, R, RT, S 

dcr,f1chelson 
~-;;ociates, Inc. 
Strategic Marketing 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 
Internationally- Full-service 
E, F, R, RT, S 

Since 1984, Michelson & Associates , Inc. has pro­
vided mystery shopping services nationwide. With 
over 80 ,000 qualified mystery shoppers , 
Michelson & Associates has the capability and 
experience to handle a variety of shopping pro­
jects. Extensive experience with retail , hospitality, 
automotive and property management. Our ser­
vices are guaranteed to your satisfaction. Charter 
member of the Mystery Shopping Providers 
Association (MSPA). 
(See advertisement on p. 79) 
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MidAmerica Promotions, Inc. 
8229 Melrose 
Lenexa, KS 66214 
Ph. 913-438-6277 
Fax 913-438-1373 
E-mail : sarney@midamericapromo.com 
www.midamericapromo.com 
Sharon Arney 
Regionally - Full-service 
B, E, F, H, R, RT, S 

Midwest Survey & Research 
9802 Nicholas St. 
Omaha, NE 68114 
Ph. 402-392-0755 
Fax 402-392-1068 
E-mail : elaineb@mwsurvey.com 
Elaine Bosilevac, General Manager 
Regionally- Full-service 
B, E, F, H, R, RT, S 

Millennium-Research 
425 E. 51st St. , Suite 9-C 
New York, NY 10022 
Ph . 646-497-1721 
Fax 646-497-1723 
E-mail : info@millennium-research.com 
www.millennium-research.com 
Nancy Farkas 
Internationally- Full-service 
B, E, F, H, R, RT, S 

Mosaic Retail Solutions 
15375 Barranca Pkwy., Bldg . A 
Irvine, CA 92618 
Ph. 949-727-7411 
Fax 949-727-0516 
E-mail: info@mosaicretail.com 
www. mosaicretail .com 
Steven Stocks, President 
Nationally - Full-service 
E, R, RT, S 

MRCFocus 
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 
Lisabeth Clawson 
Locally - Full-service 
B, E, F, H, R, RT, S 

MSB-Managing The Service Business 
Winslow House, Church Lane 
Sunninghill , Ascot 
Berkshire SL5 ?ED 
United Kingdom 
Ph.44-134-487-6300 
Fax 44-134-487-3677 
E-mail : info@msb-ltd .co.uk 
www.msbconsultancy.com 
Nationally- Full-service 
B, E, F, H, R, RT, S 

MVP In The Field Services 
2119 Buckingham Dr. 
Huntsville, AL 35803 
Ph . 256-883-0223 
Fax 256-880-5768 
E-mail: mvp@gracestar.com 
www.gracestar.com/mvp 
Marilyn Weaver 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

The Mystery Shopping Company 
6 New Street 
Ledbury HR6 2DX 
United Kingdom 
Ph. 44-153-163-5310 
Fax 44-153-163-5967 
E-mail : info@mysteryshopping.co.uk 
www.mystershopping .co.uk 
Paul Bunting 
Internationally- Full-service 
B, E, F, H, R, RT, S 

Mystery Guest, Inc. 
280 W. Canton Ave ., Suite 110 
Winter Park, FL 32789 
Ph . 407-599-5251 
Fax 407-599-4286 
E-mail : gwen@mysteryguestinc.com 
www.mysteryguestinc.com 
Gwen Lennox, President 
Nationally - Full -service 
E, F, R, RT, S 

Mystery Shoppers, Inc. 
5308 Turtle Point Ln . 
Knoxville , TN 37919 
Ph. 800-424-0871 or 865-450-8841 
Fax 865-450-8839 
E-mail : beverly@mystery-shoppers.com 
www.mystery-shoppers.com 
Beverly Gleason , President 
Nationally- Full-service 
B, E, F, H, R, RT, S 

National Field & Focus, Inc. 
190 N. Main 
Natick, MA 01760 
Ph. 508-655-1926 
Fax 508-655-0096 
E-mail: nff@ma.ultranet.com 
www.nationalfieldandfocus.com 
Brenda Chartoff, President 
Nationally - Data collection/Field service 
B, E, F, H, R, RT, S 

National Shopping Service 
151 N. Sunrise Ave., Su ite 1010 & 1016 
Roseville , CA 95661 
Ph. 916-781-6776 
Fax 916-781-6621 
E-mail : susanm@nssdata.com 
www.nssmysteryshoppers.com 
Susan K. Meyer, V.P. of Operations 
Internationally- Full-service 
B, E, F, R, RT, S 
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National Shopping Service Network, LLC 
391 0 E. Evans Ave. 
Denver, CO 80210-4927 
Ph. 303-451-0538 
Fax 303-451-0325 
E-mail : howard@mysteryshopping.net 
www.mysteryshopping .net 
Howard Troxel , President 
Internationally - Full-service 
B, E, F, R, RT, S 

New England Interviewing, Inc. 
337 Amherst St. 
Nashua, NH 03063-1723 
Ph. 603-889-8222 
Fax 603-883-1119 
E-mail : newenglandint@cs.com 
Joan Greene, President 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

New Orleans Field Services Associates 
257 Bonnabel Blvd. 
Metairie, LA 70005-3738 
Ph. 504-833-0641 
Fax 504-834-2005 
Peggy Gereighty 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

New South Research 
3000 Riverchase, Suite 405 
Birmingham, AL 35244 
Ph. 205-443-5350 or 800-289-7335 
Fax 205-443-5340 
E-mail : jjager@newsouthresearch.com 
www. newsouthresearch .com 
Peggy Vick 
Regionally- Full-service 
B, E, F, H, R, RT, S 

NOP World Mystery Shopping 
King Charles House, Park End Street 
Oxford OX11JD 
United Kingdom 
Ph. 44-1865-262800 or 44-20-7890-9000 
Fax 44-1865-262888 
E-mail : c.white@nopworld .com 
www.nop.co.uk 
Chris White , Managing Director 
Internationally- Full-service 
B, E, F, H, R, RT, S 

O'Connor & Associates 
759 Jackson Rd . 
Stewartsville, NJ 08886 
Ph . 908-859-8260 
Fax 908-859-5299 
E-mail : avigg@bellatlantic.net 
www.oconassoc.com 
Tony Viggiano, Vice President 
Nationally- Full-service 
F, RT 

OMR (Oichak Market Research) 
7253-C Hanover Pkwy. 
Greenbelt, MD 20770 
Ph. 301-441-4660 
Fax 301-4 7 4-4307 
E-mail : info@OMRdc.com 
www.OMRdc.com 
Jill L. Siegel , President 
Locally - Data collection/Field service 
E, F, H, R, RT, S 

Opinions of Sacramento 
2025 Hurley Way, Suite 110 
Sacramento, CA 95825 
Ph . 916-568-1226 
Fax 916-568-6725 
E-mail: hugh@opinionsofsac.com 
www.opinionsofsac.com 
Regionally- Data collection/Field service 
B, E, F, H, R, RT, S 

Opinions, Ltd. 
23 N. Franklin St. , #14 
Chagrin Falls , OH 44022 
Ph . 440-893-0300 
Fax 440-893-9333 
E-mail : mark@whereopinionscount.com 
www.whereopinionscount.com 
Regionally- Data collection/Field service 
B, E, F, H, R, RT, S 

TAKE A CLOSER LOOK ••• 
Image, Identity & Branding Studies 
Product & Facility Development 
Concept & Design Testing 
Satisfaction Measurement 
Competitive Analyses 
Service Evaluations 
Strategic Planning 

• Focus Groups 

• Phone Surveys 

• M ailed Su rveys 

• On-Site Surveys 

• Internet Resea rch 

• M ystery Shopping 

• Seconda ry Research 

• Demographi c M apping 

Serving clients nationwide since 7 984 
Member: QRCA, MRA, AMA 

·chelson 
Associates, Inc. 

Strategic Marketing Research 

January 2002 www.quirks.com 

For consu ltation on your research needs, 
Ca ll Mark Michelson, Pres ident/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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INDUSTRY SERVICE CODES 

B - Business/Industry 
E - Entertainment 
F - Financial Services 
H - Health Care 
R - RestauranVFast Food 
RT - Retail 
S - Services (Real Estate, Hotels, etc.) 

Oy Palvelu Plus - Service Plus Ltd 
Temppelikatu 6 B 
00100 Helsinki 
Finland 
Ph . 358-9-3487-2100 
Fax 358-9-3487-2101 
E-mail : jukka.rastas@serviceplus.fi 
www.serviceplus. fi 
Internationally- Full-service 
B, E, F, H, R, RT, S 

PV R, Inc. 
11445 Johns Creek Pkwy. 
Atlanta, GA 30097 
Ph. 770-232-0322 
Fax 770-232-0344 
E-mail : jhannula@pvr-research.com 
www. pvr-research .com 
Jeri S. Hannula, Vice President 
Regionally - Data collection/Field service 
B, E, F, R, RT, S 

Pam mer Research, Inc. 
18925 Meadow Creek Dr. 
Mokena, IL 60448 
Ph. 708-479-4588 or 708-203-5778 
Fax 708-479-4594 
E-mail: lesapam@aol.com 
Lesa Pammer 
Nationally- Full-service 
F, R, S 

Pan Research, Ltd. 
126 Ranelagh 
Dublin 
Ireland 
Ph. 353-1-498-4645 
E-mail: abushnell@panresearch .ie 
Adrian Bushnell 
Nationally - Full-service 
F, S 

Pat Henry Market Research, Inc. 
P.O. Box 17182 
Cleveland , OH 44117 
Ph. 800-229-5260 or 216-531-9562 
Fax 216-531-9724 
E-mail : jhominy@pathenry.com 
www.thepathenrygroup.com 
Bill Rinder, Dir. Of Retail Ops. 
Nationally - Full-service 
B, E, F, H, R, RT, S 

Patron Edge 
P.O. Box 72 
Danvers, MA 01923 
Ph . 978-774-9763 
Fax 978-77 4-9763 
E-mail : duke@shore.net 
www.patronedge.com 
Regionally - Full-service 
E, F, R, RT, S 
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Peak Performance Mystery Shopping 
P.O. Box 177767 
Irving, TX 75017 
Ph . 972-254-0181 
Fax 972-259-1778 
E-mail : peakper988@aol.com 
Nationally- Full-service 
E, F, H, R, RT, S 

People Plus 
P.O. Box 751842 
Memphis, TN 38175-1842 
Ph. 901-362-0509 
Fax 901-362-0896 
E-mail : emorgan@peopleplusinc.net 
Cynthia Franks, Manager of Merchandising 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

Perception Strategies 
8385 Hampton Circle W. 
Indianapolis, IN 46256 
Ph . 317-594-8642 
E-mail : perstrat@perstrat.com 
www.perstrat.com 
Brooke Billingsley, President 
Nationally- Full-service 
H, RT 

Perceptive Market Research, Inc. 
2306 S.W. 13th St. , Suite 807 
Gainesville, FL 32608 
Ph. 800-749-6760 or 352-336-6760 
Fax 352-336-6763 
E-mail : surveys@pmrresearch.com 
www.pmrresearch .com 
Dr. Elaine M. Lyons-Lepke, President 
Nationally - Full-service 
B, E, F, H, R, RT, S 

The Performance Group , Inc. 
233 Main St. 
P.O. Box 828 
Mt. Vernon , IN 47620 
Ph. 800-264-0814 or 812-838-9814 
Walter Babcock 
Nationally- Fu ll-service 
B, F 

Performance Plus 
111 Speen St. , Suite 105 
Framingham, MA 01701 
Ph . 508-872-1287 
Fax 508-879-71 08 
E-mail : info@performanceplusboston.com 
www.performanceplusboston.com 
Shirley Shames, President 
Locally- Data collection/Field service 
B, E, F, H, R, RT, S 

Person to Person Quality 
A Div. Of S&FA Capital Services, Inc. 
625 N. Washington St. , Suite 303 
Alexandria, VA 22314 
Ph. 703-836-1517 
Fax 703-836-1895 
E-mail : info@persontopersonquality.com 
www.persontopersonquality.com 
Michael L. Mitchell , President 
Nationally- Full-service 
B, E, F, H, R, RT, S 

Personal Opinion, Inc. 
999 Breckenridge Ln . 
Lou isville, KY 40207 
Ph . 502-899-2400 
Fax 502-899-2404 
E-mail : lschulz@personalopinion .org 
www. personalopinion .org 
Linda Schulz, Di r. Marketing Research 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

Pfe ifer Market Research, Inc. 
7822 Caribou Dr. 
Corpus Christi, TX 78414 
Ph . 361-850-7660 or 361-563-4415 
Fax 361-906-1702 
E-mail: pfeifermtg@aol.com 
Linda Pfeifer, Pres ident 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

Pinkerton Field Research Services 
13950 Ballantyne Corporate Place, Su ite 300 
Charlotte, NC 28277-2712 
Ph . 800-528-57 45 
Fax 800-704-0199 
E-mail: info@pinkertonagency.com 
www.pinkertonagency.com 
Steve Reynolds, Vice President 
Nationally- Full -servi ce 
B, E, F, H, R, RT, S 

Pragma S.r.l. 
Via Nizza 152 
00198 Rome 
Italy 
Ph . 39-06-84-48-81 
Fax 39-06-84-48-82-98 
E-mail : barbara. martinell i@p rag rna-research . it 
www. pragma-research .it 
Barbara Martinell i, Project Manager 
Nationally - Fu ll-service 
B, E, F, R, RT, S 

PRECISION ==-.s==5== R ESEARCH 

Precision Research , Inc. 
O'Hare Corporate Towers 
10600 W. Higgins Rd ., Suite 100 
Rosemont, IL 60018 
Ph. 847-390-8666 
Fax 84 7-390-8885 
E-mail : saa@preres.com 
www.preres.com 
Scott Adelman , President 
Nationally - Data collection/Field service 
B, E, F, H, R, RT, S 

Because we host over 500 focus groups per year 
and recruit for dozens of taste tests and audience 
studies, some cl ients don 't real ize that we handle 
hundreds of mystery shop locations each year. 
We are experienced at shopping financial institu­
tions, auto dealers, restaurants , and retail stores. 
(See advertisement on p. 81 ) 
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Premack & Associates of Pinellas County, Inc. 
8130 66th St. N., Suite 10 
Pinellas Park, FL 33781 
Ph. 727-544-3191 
Fax 727-544-2777 
Audrey Premack 
Regionally- Full-service 
B, F, H, R, RT, S 

Premier Service Consulting 
5999 Monkland Ave ., Ph-9 
Montreal, PO H4A 1 H1 
Canada 
Ph . 514-484-3366 
Fax 514-484-6366 
E-mail : info@premierservice.ca 
www.premierservice.ca 
Michael Glazer, Director 
Internationally - Full-service 
B, E, F, H, R, RT, S 

Presence Mystery Shopping 
10, rue des Hailes 
75001 Paris 
France 
Ph. 33-1-42-33-24-24 
Fax 33-1-42-33-34-24 
E-mail : contact@presence.fr 
www.presence.fr 
Leslie Kambourian , International Consultant 
Internationally- Full-service 
B, F, R, RT, S 

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

ProCon GfK 
Sehit Ahmet Sokak No:30 
80310 Istanbul 
Turkey 
Ph. 91-212-216-2191 
Fax 91-212-216-2199 
E-mail : elcinuner@procongfk.com 
www.procongfk.com 
Nationally- Full-service 
B, E, F, H, R, RT, S 

Professional Management Services 
7907 Wescott Ave . 
Fairborn, OH 45324-1851 
Ph . 937-864-5686 
Fax 937-864-5687 

Professional Review & Operational Shoppers, Inc. 
PROS 
3885 20th St. 
Vero Beach , FL 32960 
Ph . 561-778-3105 
Nationally- Full-service 
F 

Proforma Consulting limited 
1705 Argentia Rd ., Unit #1 
Mississauga, ON L5N 3A9 
Canada 
Ph. 905-858-5000 
Fax 905-858-3666 
E-mail: contact@proforma1977.com 
www.proforma1977.com 
Nationally - Full-service 
E, F, R, RT, S 

Project Essentials, Inc. 
P.O. Box 25938 
Colorado Springs, CO 80936 
Ph . 719-594-6428 or 719-684-9257 
Fax 719-262-0383 
E-mail: lizahaight@aol.com 
Lisa Haight 
Locally - Full-service 
B, E, F, H, R, RT, S 

E-mail : promanagementservices@yahoo.com 
Alissa Lee 
Regionally - Full-service 
B, E, F, H, R, RT, S 

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 847• 390• 8666 or l'isit our Web Site: ll'll'U'.preres.co111 
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INDUSTRY SERVICE CODES 

8 - Business/Industry 
E - Entertainment 
F - Financial Services 
H - Health Care 
R - Restaurant/Fast Food 
RT - Retail 
S - Services (Real Estate, Hotels, etc.) 

PWI Research 
5100 Poplar Ave ., Suite 3125 
Memphis, TN 38137 
Ph . 901-682-2444 
Fax 901-682-2471 
E-mail : plapointe@pwiresearch.com 
www. pwi research. com 
Pat M. LaPointe, President 
Locally- Data collection/Field service 
E, F, R, RT, S 

OMS 
100 Saratoga Village Blvd ., Suite 37E 
Malta, NY 12020 
Ph. 518-899-6479 
Fax 518-899-6862 
E-mail : qms4mkt@aol.com 
www.qms4mkt.com 
Bill Ahern , Principal 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

QSI Specialists 
A Div. of Global Intelligence Network 
5233 S. Eastern Ave. 
Las Vegas, NV 89119 
Ph . 702-891-0500 
E-mail : kenerson@globalintelligence.net 
Chuck Kenerson 
Regionally - Full-service 
B, E, F, R 

Quality Assessments Mystery Shoppers, Inc. 
P.O. Box 90547 
Austin , TX 78709 
Ph. 800-580-2500 
Fax 512-263-3088 
E-mail : jconnor@Qamysteryshoppers.com 
www.Qamysteryshoppers.com 
John Connor, President 
Nationally- Full-service 
B, E, F, R, RT, S 

Quality Check 
P.O. Box 183 
Fayetteville, PA 17222 
Ph. 717-352-9536 
Fax 717-352-9629 
E-mail: info@undercovershoppers.com 
www.undercovershoppers.com 
Heather McCrossen, Director of Operations 
Nationally - Full-service 
B, E, F, H, R, RT, S 
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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 
Nationally- Full-service 
B, E, F, R, RT, S 

The Quest for Best Mystery Shoppers 
P.O. Box 280933 
Memphis, TN 38168 
Ph. 800-263-5202 
Fax 901-377-1349 
E-mail : info@questforbest.com 
www.questforbest.com 
Nationally - Full-service 
B, E, F, R, RT, S 

Quest Marketing Group, Inc. 
472 Clifton Corp. Pkwy. 
Clifton Park, NY 12065 
Ph. 518-373-1990 
Fax 518-373-4824 
Glen Lasher, President 
Nationally - Data collection/Field service 
B, E, F, H, R, RT, S 

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

Questions & Marketing Research Svcs. , Inc. 
19211 Henry Dr. 
Mokena, IL 60448 
Ph. 708-479-3200 
Fax 708-479-4038 
E-mail : mail@qandm.com 
www.qandm.com 
Don Tucker, Vice President 
Locally - Data collection/Field service 
E, F, R, RT, S 

Quick Test/Heakin 
1061 E. Indiantown Rd ., Suite 204 
Jupiter, FL 33477 
Ph. 561-7 48-0931 or 800-523-1288 
Fax 561-7 48-3601 
E-mail : info@quicktest.com 
www.quicktest.com 
Nationally - Data collection/Field service 
B, E, F, R, RT, S 

Quinn Marketing and Communications 
2900 E. Broadway, Suite 27 
Bimarck, NO 58501 
Ph. 800-570-4497 or 701-250-8713 
Fax 701-250-8715 
E-mail : paul@quinnmc.com 
www.quinnmc.com 
Paul Q. Carmichael , Sales 
Regionally - Full-service 
B, E, F, H, R, RT, S 

R.I.S. Christie- The Data Collection Company 
14 Verral Ave. 
Toronto, ON M4M 2R2 
Canada 
Ph. 416-778-8890 
Fax 416-778-8898 
E-mail: ris@inforamp.net 
www. risch ristie .com 
Nationally - Data collection/Field service 
B, E, F, R, RT, S 

Rapid Research 
115 Essex St. 
Bangor, ME 04401 -5301 
Ph . 207-942-6454 
Fax 207-942-6664 
E-mail: rapidresearchmai@aol.com 
Doris Des Isles, Owner 
Locally - Data collection/Field service 
E, R, RT, S 

Reality Check Mystery Shoppers 
11539 24th Ave. N.E. 
Seattle, WA 98125 
Ph. 206-364-9004 or 800-550-4469 
Fax 206-364-9025 
E-mail : realitycheckllc@home.com 
www.rcmysteryshopper.com 
Nationally- Full-service 
E, R, RT, S 

Research Strategies, Inc. 
P.O. Box 190666 
Mobile, AL 36619-0666 
Ph. 251-660-2910 or 504-522-2115 
Fax 251 -660-2918 
E-mail : rsincorp@bellsouth.net 
Nationally- Full-service 
B, H, R, RT, S 

Research, Inc. 
3050 Royal Blvd. , S. , Su ite 120 
Alpharetta, GA 30022 
Ph. 770-619-9837 
Fax 770-619-987 4 
E-mail : info@researchincorporated .com 
www.researchincorporated .com 
Debbie McNamara, President 
Regionally- Full-service 
B, E, F, H, R, RT, S 

Retail Biz Consulting 
5322 222nd Ave. N.E. 
Redmond, WA 98053-8247 
Ph . 425-785-6240 or 888-619-0077 
Fax 425-836-9149 
E-mail : dan@retailbiz.com 
www.retailbiz.com 
Nationally - Full-service 
E, F, R, RT, S 

Retail Diagnostics, Inc. 
435 President St. 
Saddle Brook, NJ 07663 
Ph . 973-546-4500 
Fax 973-546-6900 
E-mail : rdiinfo@rd iresearch .com 
www.rdiresearch.com 
Chris Reilly 
Nationally - Full-service 
B, E, F, H, R, RT, S 
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Reyes Research 
1 013 Colina Vista 
Ventura, CA 93003 
Ph . 805-278-1444 
Fax 805-278-1447 
E-mail: arvind@reyesresearch .com 
www. reyes research .com 
Arvind Datta 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

J.M. Ridgway Co., Inc. 
1066 Saratoga Ave., Suite 120 
San Jose, CA 95129-3401 
Ph. 800-367-7434 
Fax 408-615-6763 
E-mail : jmridgway@worldnet.att.net 
www.jmridgway.com 
Nationally - Full-service 
B, E, F, H, R, RT, S 

Ritter and Associates 
4222 Airport Hwy., Suite 5 
Toledo, OH 43615 
Ph. 419-381 -2270 
Fax 419-381-2278 
E-mail : sales@ritterandassociates.com 
www.ritterandassociates.com 
Rick Fishman 
Nationally- Full-service 
B, E, F, R, RT, S 

Rocky Mountain Merchandising and Research 
1742 E. Holladay Blvd. 
Salt Lake City, UT 84124 
Ph . 801-27 4-0220 
Fax 801-27 4-8066 
E-mail : judy@rockymm .com 
www.rockymm .com 
Judy Bell , President 
Regionally- Full-service 
B, E, F, H, R, RT, S 

RoperASW 
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@roperasw.nopworld .com 
www.roper.com 
Carl Ravitch , Managing Director 
Internationally- Full-service 
B, E, F, H, R, RT, S 

Sales Builders Marketing, Inc. 
2206 E. Magnolia 
Phoenix, AZ 85034 
Ph . 602-231-8863 
Fax 602-231-8864 
E-mail : brewer@sbmarketing .com 
www. sbmarketing .com 
Mea Abraham 
Regionally- Data collection/Field service 
E, F, R, RT, S 

Sampling , Events & Promotions, Inc. 
4482 Lorraine Ave. 
Naples, FL 34104 
Ph . 941-213-1700 
Fax 941-213-0001 
E-mail : sheilaepen@aol.com 
Nationally- Full-service 
B 

San Diego Surveys, Inc. 
4616 Mission Gorge Pl. 
San Diego, CA 92120 
Ph . 619-265-2361 or 800-895-1225 
Fax 619-582-1562 
E-mail : SDSURVEYS@aol.com 
Jean Van Arsdale , President 
Regionally - Full-service 
B, E, F, H, R, RT, S 

Bernadette Schleis & Associates, Inc. 
1889 Maple Ave ., Suite W7 
Evanston, IL 60201 -3169 
Ph . 847-869-5999 
Fax 84 7-869-6644 
E-mail : bsaqualifield@aol.com 
Carol S. McCormick 
Internationally- Data collection/Field service 
B, E, F, H, R, RT, S 
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Schlesinger Associates, Inc. 
Executive Plaza, Suite 400 
10 Parsonage Rd . 
Edison , NJ 08837 
Ph. 732-906-1122 
Fax 732-906-8792 
E-mail: info@schlesingerassociates.com 
www.schlesingerassociates.com 
Steven Schlesinger, President 
Nationally- Data collection/Field service 
B, E, F, H, R, RT, S 

Schlesinger Associates has been conducting mys­
tery shopping for over 20 years . We have con­
ducted mystery shops in banks, restaurants , retail 
establishments, automobile dealerships, etc. We 
have over three hundred mystery shoppers avail­
able across the country. 
(See advertisement on p. 27) 

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

second to none. 
focusing vision. connecting people. creating change. 

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

The key to customer retention , loyalty and sus­
tained revenues is creating customer delight. 

January 2002 www.quirks.com 

Second To None offers robust solutions for under­
standing the customer experience across all touch­
points, from in-person to online. Services include 
mystery shopping program design and adminis­
tration, competitive benchmarking, analysis and 
secure, real-time reporting. Diverse shopper base 
profiled to your needs. National/international cov­
erage. 
(See advertisement on Inside Front Cover) 

The Secret Shopper Company 
115 Olympic Place 
Decatur, GA 30030 
Ph . 404-377-8585 
Fax 404-377-4780 
E-mail : paige@secretshoppercompany.com 
Paige Hall 
Regionally- Full-service 
E, R, RT 

Seek Research 
2641 Drayton Dr. 
Wilmington , DE 19808 
Ph. 302-998-3088 
Fax 302-998-3099 
Virginia Pellegrini , Owner 
Locally - Data collection/Field service 
B, E, F, H, R, RT, S 

Sensors Quality Management, Inc. 
220 Duncan Mill Rd. , Suite 212 
Toronto, ON M3B 3J5 
Canada 
Ph. 416-444-4491 
Fax 416-444-2422 
E-mail : sqm@sqm.ca 
www.sqm.ca 
David Lipton, President 
Internationally- Full-service 
B, E, F, H, R, RT, S 

Serunian Investigations & Mystery Shopping 
135 Marginal Hwy. , #114 
Portland , ME 04104 
Ph. 207-773-2660 
Fax 207-773-4369 
Karen Serunian-lovine, President 
Locally - Full-service 
B, E, F, H, R, RT, S 

Service Advantage International 
42207 E. Ann Arbor Rd. 
Plymouth , Ml48170 
Ph. 734-453-4750 or 866-476-3020 
Fax 734-453-4790 
E-mail : info@servad.com 
www.servad .com 
Jerry Gemignani, President 
Internationally- Full-service 
B, E, F, H, R, RT, S 

Service Alliance, Inc. 
14826 E. Caspian Pl. 
Aurora, CO 80014 
Ph. 303-696-2147 
Fax 303-7 45-5462 
E-mail : judih@earthlink.net 
Judi Hartleben, President 
Nationally - Full-service 
B, E, H, R, RT, S 
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INDUSTRY SERVICE CODES 

B- Business/Industry 
E - Entertainment 
F- Financial Services 
H - Health Care 
R - Restaurant/Fast Food 
RT- Retail 
S - Services (Real Estate, Hotels, etc.) 

Service Check. com 
8939 S. Sepulveda Blvd ., Suite 320 
Los Angeles , CA 90045 
Ph . 310-216-0245 
Fax 310-417-8221 
E-mail : sales@servicecheck.com 
www.servicecheck.com 
Nationally- Ful l-service 
E, F, R, RT, S 

Service Critique 
2302 Shady Crest Cir. 
San Antonio , TX 78231 
Ph. 210-492-9034 
Fax 210-492-6321 
Regionally - Full-service 
B, E, F, R, RT, S 

Service Evaluation Concepts, Inc . (SEC) 
55 E. Ames Court 
Plainview, NY 11803 
Ph. 516-576-1 188 
Fax 516-576-1195 
E-mail : aroselli@serviceevaluation.com 
www.serviceeval uation . com 
Lisa Carsley 
Nationally - Full-service 
B, E, F, H, R, RT, S 

Service Excellence Group, Inc. 
1187 4 Sunrise Valley Dr., #201 
Reston , VA 20191 
Ph . 703-860-9796 or 888-372-3858 
Fax 703-935-427 4 
E-mail : svcexcell@aol.com 
www.mysteryshopsplus.com 
Marya Breznay, President 
Nationally - Full-service 
B, E, F, R, RT, S 

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

Service Impressions 
P.O. Box 332 
Lafayette, CA 94549 
Ph . 925-299-0877 
Fax 305-847-8097 
E-mail : mysteryshops@serviceimpressions.com 
www. serviceimpressions.com 
Dan Crevin 
Nationally - Data collection/Field service 
E, R, RT 
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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 
Nationally- Full-service 
E, H, R, RT, S 

Service Intelligence Inc. , US 
10 Wetherburn Court 
York, PA 17 404 
Ph. 717-764-2030 
Fax 206-621-8861 
E-mail: smccarry@serviceintelligence.com 
www.serviceintel ligence.com 
Nationally- Full-service 
B, E, F, H, R, RT, S 

Service Performance Group , Inc. 
180 Detroit St. , Suite B 
Cary, IL 60013 
Ph. 847-516-8424 
Fax 847-516-9315 
E-mail: jgulyes@serviceperformancegrp.com 
www.serviceperformancegrp.com 
Jerry Gulyes, Principal 
Nationally- Full-service 
B, E, F, H, R, RT, S 

Service Quest 
A Div. of Data Ouest Investigations, Ltd . 
667 Boylston St. , Suite 200 
Boston, MA 021 16 
Ph . 800-292-9797 
Fax 877-362-7272 
E-mail : tturgeon@dataquestonline.com 
www.dataqueston line.com 
Tracey Turgeon, Vice President 
Nationally- Full-service 
E, F, R, RT, S 

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 
Kirk Kluver, Marketing Manager 
Nationally - Full-service 
B, E, F, H, R, RT, S 

Service Sleuths 
38 Pond Street, Suite 1 04 
Franklin , MA 02038 
Ph. 508-520-1500 
Fax 508-520-1992 
E-mail: info@howardservices.com 
www.servicesleuths .com 
Tom Mills 
Internationally - Full-service 
B, E, F, H, R, RT, S 

ServiceTRAC, LLC 
1525 N. Granite Reef Rd. , Suite 11 
Scottsdale, AZ 85257 
Ph . 800-951 -6606 
Fax 480-941-5246 
E-mail : shop@servicetrac.com 
www.servicetrac .com 
Nationally- Full -service 
B, F, H, R, RT, S 

Ser-View 
Carlson Center 
Two Carlson Pkwy. , Su ite 350 
Plymouth , MN 55447 
Ph . 800-336-2691 
Fax 763-249-2478 
E-mail : ser-view@ser-view.com 
www.ser-view.com 
Vincent Amendola 
Nationally - Full-service 
E, R, RT, S 

SG Marketing Group 
P.O. Box 773 
Arnold , CA 95223 
Ph . 209-795-0830 
Fax 209-795-5829 
E-mail : sgm@sgmarketing .com 
www.sgmarketing .com 
Robert Seiler, Managing Director 
Nationally- Full -service 
F, R, RT 

The Shadow Age ncy, Inc. 
1550 Norwood Dr. , Su ite 108 
Hurst, TX 76054 
Ph . 817-268-3338 
Fax 817-280-9267 
E-mail : mail@theshadowagency.com 
www.theshadowagency.com 
Charles Tinsley, President 
Internationally - Full-service 
B, E, F, H, R, RT, S 

Shop 'n Chek, Inc. 
USA Worldwide Headquarters 
6025 The Corners Parkway, Suite 200 
Norcross, GA 30092 
Ph . 770-441-5366 or 800-669-6526 
Fax 770-441 -5355 
E-mail : sales@shopnchek.com 
www.shopnchek.com 
Scott Sweeney 
Internationally - Full -service 
B, E, F, H, R, RT, S 

Shoppers' Critique International 
636 Florida Central Pkwy. 
Longwood , FL 32750-6344 
Ph. 407-834-3337 
Fax 407-834-647 4 
E-mail: sales@shoppersc ritique.com 
www.shopperscritique.com 
Michael Somach , CEO 
Internationally- Fu ll-serv ice 
E, F, H, R, RT, S 
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Shoppers' View 
4976 Plainfield Ave. N.E. 
Grand Rapids, Ml 49525 
Ph. 800-264-5677 
Fax 616-447-1236 
E-mail : steve@shoppersview.com 
www.shoppersview.com 
Steve Leach 
Nationally - Full-service 
B, E, F, R, RT, S 

SHOPPERS, Inc . 
119S. First 
Broken Arrow, OK 7 4012 
Ph. 800-259-8551 
Fax 918-251-0606 
E-mail: kathy@shprsinc.com 
www.shoppercomments.com 
Kathy Shook, President 
Internationally- Full-service 
B, E, F, H, R, RT, S 

Showlntell , LLC 
1900 The Exchange, Suite 360 
Atlanta, GA 30339 
Ph . 770-933-0619 
Fax 770-955-5040 
E-mail : rics@showintell.com 
www.showintell.com 
Ric Sol , V.P. Client Services 
Nationally- Full-service 
B 

Sights On Service , Inc. 
DBA Secret Shopper 
620 Mendelssohn Ave ., #190 
Golden Valley, MN 55427 
Ph . 763525-1460 
Fax 800-595-0023 
E-mail: nancyj@secretshopper.com 
www.secretshop.com 
Nancy Johnson, Office Manager 
Nationally - Full-service 
B, E, F, H, R, RT, S 

Signature, Inc. 
5115 Parkcenter Ave. 
Dublin , OH 43017 
Ph. 614-766-5101 
Fax 614-766-9419 
E-mail : mysteryshopping@legendary.net 
Steve Wolever, Owner 
Nationally - Full-service 
B, R, RT, S 

Significant 
Ambachtenlaan 21/12 
3001 Heverlee 
Belgium 
Ph. 32-16-74-24-24 
Fax 32-16-74-24-00 
E-mail : info@significant.be 
www.significant.be 
Kris Vloeberghs, Managing Director 
Nationally - Full-service 
B, E, F, RT, S 
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Sinclair Service Assessments , Inc. 
900 lsom, #11 0 
San Antonio , TX 78216 
Ph. 800-880-3111 
Fax 210-979-6677 
E-mail: info@sinclair.org 
www.sinclair.org 
Robert Sinclair Jr., President 
Nationally - Full-service 
B, E, F, R, RT 

Sixth Line Solutions 
1156 Hornby St. 
Vancouver, BC V6Z 1 V8 
Canada 
Ph . 604-682-4292 or 877-883-5705 
Fax 604-682-8582 
E-mail : sls_dgray@compuserve.com 
Regionally - Full-service 
F, R, RT 

SKA Division of Mediafax, Inc. 
1606 Ponce de Leon Ave ., Suite 600 
Santurce, PR 00909 
Puerto Rico 
Ph. 787-721-1101 
Fax 797-725-1340 
E-mail : data@ska-pr.com 
www.ska-pr.com 
Stanford Klapper, Pres ident/CEO 
Internationally- Full-service 
B, E, F, R, RT, S 

Smithmark Corporation 
4136 N. Keystone Ave. 
Indianapolis, IN 46205 
Ph. 317-541-9165 
Fax 317-541-9291 
E-mail : info@smithmark.com 
www.smithmark.com 
Karen D. Smith , President 
Regionally - Full-service 
B, E, F, R, RT, S 

South East Market Research 
3001 Knoxville Center Dr. , Suite 2169 
Knoxville, TN 37924 
Ph . 865-546-7678 
Fax 865-546-7684 
E-mail : v.philips@bellsouth .net 
Vicki Phillips, Dir. Marketing Research 
Regionally- Data collection/Field service 
B, E, F, H, R, RT, S 

South Florida Market Research 
6005 Coral Lake Dr. 
Ft. Lauderdale, FL 33063 
Ph . 954-975-5982 
Fax 954-984-8963 
E-mail : SFMRS@bellsouth.net 
www.sfmrs.com 
Locally - Data collection/Field service 
B, E, F, H, R, RT, S 
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Soysal Training & Consulting 
Mevluet Pehlivan CD No. 2 CEM AP Gayrettope 
80290 Istanbul 
Turkey 
Ph. 90-212-212-99-70 
Fax 90-212-212-38-36 
E-mail : info@soysal.com.tr 
www.soysal.com.tr 
Saut Soysal 
Nationally- Full-service 
F, R, RT, S 

SPAR/Burgoyne Reta il Services, Inc. 
Ehrhart-Babic/NRTI (Nan Retail Tracking Index) 
Div. 
14 Industrial Ave . 
Mahwah, NJ 07430 
Ph . 201-934-0600 
Fax 201-934-3935 
E-mail: tbacon@sparinc.com 
www.spar-research .com 
Tracy Bacon, Vice President 
Nationally - Full-service 
E, F, R, RT 

David Sparks & Associates 
107 Clemson St. 
Clemson , SC 29631 
Ph . 864-654-7571 
Fax 864-654-3229 
E-mail : dsa@sparksresearch.com 
www.sparksresearch .com 
Regionally - Data collection/Field service 
E, F, R, RT, S 

Speedmark Information Services 
719 Sawdust Rd. , Suite 300 
The Woodlands, TX 77380 
Ph . 800-222-3785 or 281-363-3945 
Fax 281-298-1479 
E-mail : info@speedmarkweb.com 
www.speedmarkweb.com 
Sandra Bauman 
Nationally - Data collection/Field service 
E, F, R, RT, S 

Spot Checks Mystery Shopping 
P.O. Box 13462 
La Jolla, CA 92039-3462 
Ph. 858-693-6978 
E-mail : info@spotchecks.com 
www.spotchecks.com 
Nationally - Full-service 
B, E, F, R, RT, S 

Startex Marketing Services 
150-G Commercial Ph-1 D.H.A. 
Lahore, Punjab 
Pakistan 
Ph. 92-42-572-5603 or 92-300-840-1517 
Fax 92-42-573-4592 
E-mail: startex32@hotmail.com 
Aftab Anwar 
Nationally- Full-service 
B, F, H, R, RT, S 
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INDUSTRY SERVICE CODES 

B - Business/Industry 
E - Entertainment 
F- Financial Services 
H - Health Care 
R - Restaurant/Fast Food 
RT- Retail 
S - Services (Real Estate, Hotels, etc.) 

Stewart International Associates 
838 Cherry St. 
P.O. Box 222 
Winnetka, IL 60093-0222 
Ph . 847-501-3647 or 414-964-8876 
William W. Redemann, President 
Nationally - Full-service 
B, F, R, S 

Strategic Insights, Inc. 
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 
Locally - Full-service 
B, E, F, R, RT, S 

Strategic Marketing Services 
A Div. of Pan Atlantic Consultants, Inc. 
5 Milk St. 
Portland, ME 04101 
Ph. 207-77 4-6738 or 207-871-8622 
Fax 207-772-4842 
E-mail: pmurphy@maine.rr.com 
www.panatlantic.net 
Nationally- Full-service 
B, E, F, H, R, RT, S 

Suburban Associates 
579 Franklin Tpke. 
Ridgewood, NJ 07450 
Ph. 201-447-5100 
Fax 201-44 7-9536 
E-mail : info@subassoc.com 
www.subassoc.com 
Cheryl Roncoroni 
Regionally - Data collection/Field service 
E, F, H, R, RT, S 

Surveys Unlimited, Inc. 
232 Vincent Dr. 
East Meadow, NY 11554 
Ph. 516-794-5650 
Fax 516-794-3841 
E-mail : NYSURVEYS@aol.com 
http://members.aol.com/nysurveys 
Gladys Ronco, President 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 
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Sutter Performance Audit Systems, llC 
800 E. Northwest Hwy., Su ite 430 
Palatine, IL 60074 
Ph. 847-358-3100 
E-mail : smmyst@aol.com 
Lynn R. Sutter 
Regionally - Full-service 
RT, S 

TAi - New Jersey 
Technical Analysis, Inc. 
400 Frank Burr Blvd. 
Teaneck, NJ 07666 
Ph . 201-836-1 500 or 201-836-1420 
Fax 201-836-1959 
E-mail: newjersey@taigroup.net 
www.taimarketres.com 
Hal Meier 
Locally- Data collection/Field service 
B, H, R, RT, S 

TAi -Tampa Bay, Inc. 
100 N. Tampa St. , Suite 3700 
Tampa, FL 33602 
Ph. 813-226-1800 
Fax 813-226-1808 
E-mail: tampa@taigroup.net 
www.taimarketres.com 
Nancy Buhrmann, Operations Manger 
Locally - Data collection/Field service 
B, H, R, RT, S 

Taylor Research 
Video Conferencing Center 
1545 Hotel CircleS., Ste.350 
San Diego, CA 92108 
Ph. 619-299-6368 or 800-922-1545 
Fax 619-299-6370 
E-mail : ben@taylorresearch .com 
www.taylorresearch .com 
Ben Sheck, Field Director 
Locally - Data collection/Field service 
B, E, F, R, RT, S 

fJefidlL ... 
Telepoll Canada Inc. 
19 Mercer St. , Suite 300 
Toronto, ON M5V 1 H2 
Canada 
Ph. 800-7 43-6443 ext. 224 
Fax 416-977-8817 
E-mail : john@telepoll .net 
www.telepoll .net 
John Wulff, V.P. Sales 
Nationally - Data collection/Field service 
B, E, F, H, R, RT, S 

Established in 1990, Telepoll Canada Inc. is an 
independent data collection and opinion research 
company that specializes in quantitative inter­
viewing of business and consumer markets world­
wide. Telepoll conducts a majority of its business 
in the U.S. marketplace as the low Canadian dol­
lar and our low long distance charges allow our 
U.S. and international clients to save substantial­
ly on their data collection projects . Contact us 
today for a no-obligation quote by phone or online! 
(See advertisement on p. 31) 

Test Track Research , Inc. 
147 Columbia Turnpike, Suite 303 
Florham Park, NJ 07932 
Ph . 973-360-1660 
Fax 973-360-1667 
E-mail : testtrack@compuserve.com 
Doug Ranshous, President 
Nationally - Full-service 
B, F, H, R, RT, S 

Testshopper.com 
10015 Old Columbia Rd ., Suite J135 
Columbia, MD 21046 
Ph . 410-381-9292 
E-mail : testshopper@yahoo.com 
www.testshopper.com 
Donald Eames 
Nationally- Full -service 
B, F, S 

Trend Source 
111 Elm St. , Suite 100 
San Diego, CA 92101 
Ph . 619-239-2543 ext. 104 
Fax 619-239-2525 
E-mail : ccausey@trendsource.com 
www.trendsource .com 
Chris Causey, Sales Manager 
Nationally- Full-service 
B, E, F, H, R, RT, S 

TRIO Research and Marketing Services Inc. 
Oztopuz Cad . Nigbolu sok No: 2/3 Ulus Mah. 
80840 Istanbul 
Turkey 
Ph . 90-212-257-7191 
Fax 90-212-257-71 93 
E-mail : trio@sim.net.tr 
Nationally - Full-service 
F, RT, S 

Ulrich Research Service, Inc. 
Concepts in Focus 
1329 Kingsley Ave ., Suite A 
Orange Park, FL 32073 
Ph. 904-264-3282 
Fax 904-264-5582 
E-mail : info@ulrichresearch.com 
www.ulrichresearch.com 
Nancy Ulrich, President 
Regionally- Full-service 
B, E, F, H, R, RT, S 

United Marketing Research 
1516 53rd St. 
Lubbock, TX 79412 
Ph . 806-744-6740 
Fax 806-7 44-0327 
E-mail : umr220@door.net 
www.umspromo.com 
David McDonald , Sales/Marketing Director 
Locally - Data collection/Field service 
E, F, R, RT, S 
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Varga Research 
8403 S. Park Cir. , Suite 660 
Orlando, FL 32819 
Ph. 407-248-0777 
Fax 407-248-7797 
E-mail : joev@vargaresearch .com 
www. vargaresearch .com 
Joseph or Tania Varga 
Regionally- Full-service 
B, E, F, H, R, RT, S 

Venture Research Corporation 
681 Baeten Rd . 
Green Bay, WI 54304 
Ph. 920-496-1960 or 800-842-8956 
Fax 920-496-1961 
E-mail : lsegersin@venturegb.com 
Linda Segersin , General Manager 
Regionally - Full-service 
E, F, H, R, RT, S 

WAC of New York 
60 Madison Ave ., 5th fl. 
New York, NY 10010-1600 
Ph . 212-725-8840 
Fax 212-213-9247 
E-mail: wacinc@aol.com 
www.wacresearch .com 
Dr. James Frisch 
Reg ionally- Full-service 
E, F, R, RT, S 

Ward Research, Inc. 
828 Fort Street Mall , Suite 200 
Honolulu , Hl96813 
Ph. 808-522-5123 
Fax 808-522-5127 
E-mail : wrstaff@wardresearch.com 
www.wardresearch .com 
Denise Charles, V.P. Administration 
Locally - Full-service 
B, E, F, H, R, RT, S 

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

Margaret Yarbrough & Associates 
934 Shorepoint Ct. , Suite 100 
Alameda, CA 94501 
Ph. 510-521-6900 
Fax 510-521-2130 
E-mail : yarbroughm@msn.com 
www.myarbrough.com 
Diane Kientz, President 
Regionally - Full-service 
E, F, R, RT, S 

MY &A offers expert data collection and field ser­
vices, excellent pre- recruiting and testing services, 
and an exceptional focus group facility. MY&A 
brings the expertise of more than 25 years of expe­
rience to every research project and individual 
client. Accurate , thorough, precise interviewing is 
done in a timely manner, at the client's directions. 
MY &A has a reputation for completing all jobs 
fielded on or before the client's deadline. 
(See advertisement on p. 87) 

Sally E. Zorich & Associates 
819 Ashland Ave. 
St. Paul , MN 55104 
Ph. 651-290-2564 
Fax 651-290-2564 
E-mail : SaiZorich@aol.com 
Sally Zorich, Owner 
Locally - Data collection/Field service 
B, E, F, H, R, RT, S 

Sane 
Ramon 

Over 23 years of Market Research Experience. The Bay Area 's Premier Focus Group Facility. 

January 2002 

Permanent Pre-Recruiting and Testing Facility • Permanent South Shore Center Mail Facility 

New State of the Art AudioNideo System • Computerized interviewing and highest quality 
recruiting to client specifications • Database updated daily 

Phone (51 0) 521-6900 • Fax (51 0) 521-2130 • eMail: Yarbroughm@msn.com 
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International Mystery 
Shopping 

These firms conduct mystery shopping on an inter­
national basis. 

A&M Business Services, Inc. 
Advance In Quality Services 
ath Power Consulting Corporation 
Bare Associates International, Inc. 
Barry Leeds & Associates , Inc. 
Beyond Hello Inc. 
Capstone Research , Inc. 
Certified Reports, Inc. 
Danis Research 
Design Forum Research 
Development II , inc. 
DSG Associates, Inc. 
Elrick & Lavidge 
Employee Evaluators 
Feedback Plus, Inc. 
GAPbuster Asia Pacific Limited 
Green & Associates 
Hilli Dunlap Enterprises, Inc. 
Hoed Mystery Shopping 
HR and Associates, Inc. 
lnnotech Market Research Ltd. 
Investigative Marketing Services, Ltd . 
JKS Inc. Market Research 
Kudos Research 
Lodge Service - React Surveys NV/SA 
MacPherson Mystery Shopping 
Maritz Research - Virtual Customers 
Market Trends, Inc. 
Marketing Solutions·corporation 
Michelson & Associates , Inc. 
Millennium-Research 
The Mystery Shopping Company 
National Shopping Service 
National Shopping Service Network, LLC 
NOP World Mystery Shopping 
Oy Palvelu Plus - Service Plus Ltd 
Premier Service Consulting 
Presence Mystery Shopping 
RoperASW 
Bernadette Schleis & Associates, Inc. 
Scholl Market Research, Inc. 
Second To None , Inc. 
Sensors Quality Management, Inc. 
Service Advantage International 
Service Sleuths 
The Shadow Agency, Inc. 
Shop'n Chek, Inc. 
Shoppers' Critique International 
SHOPPERS, Inc. 
SKA Division of Mediafax, Inc. 

National Mystery 
Shopping 

These firms conduct mystery shopping on a 
nationwide basis. See also International Mystery 
Shopping. 

Argentina 
IFOP-ASECOM Latin America 

Australia 
Marketing Research Associates 

Belgium 
Significant 
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Brazil 
Contirma 

Canada 
ACNielsen Canada 
Acumen Research Group Inc. 
Advantage Sales & Marketing Canada, Inc. 
Campbell , Edgar Inc. 
Contemporary Research Centre - Montreal 
The Corporate Research Group Ltd . 
CV Marketing Research 
Eye on Retail 
Ken-Rich Retail Group 
Proforma Consulting Limited 
R.I.S. Christie- The Data Collection Company 
Telepoll Canada Inc. 

Germany 
Canfield Research 
International Service Check 
Kramer Marktforschung GmbH 

Greece 
Market Analysis Ltd . 

Hungary 
Bell Research 

Ireland 
Pan Research , Ltd. 

Italy 
Freni Ricerche di Marketing 
Pragma S.r.l. 

Japan 
INTAGE Inc. 

Pakistan 
Startex Marketing Services 

Peru 
Datum lnternacional SA 

Poland 
ARC Rynek i Opinia 

Slovenia 
GRAL -ITEO 

South Africa 
Proactive 

South Korea 
MCA (Marketing Research & Communications Ascts.) 

Sweden 
Battre Affarer/Better Business 

Turkey 
ProCon GfK 
Soysal Training & Consulting 
TRIO Research and Marketing Services Inc. 

United Kingdom 
Aba Quality Monitoring Ltd. 
Falcon research Ltd . 
MSB-Managing The Service Business 

USA 
A Closer Look 
A Customer's Point of View, Inc. 
ACE Mystery Shopping 
Action Research Group 
ALCOPS™ 
Amusement Advantage, LLC 
Anonymous Insights, Inc. 

ARC Research Corporation 
Ask Arizona 
At Your Service Marketing 
B. Business Solutions 
BanConsult, Inc. 
Bartels Research Corp. 
BestM ark 
The Blackstone Group 
BMA- Best Market Audits , Inc. 
Business Evaluation Services 
Business Research Group 
Car-Lene Research, Inc. 
Check Mark, Inc. 
Check Up Marketi ng 
Commercial Service Systems, Inc. 
Confero, Inc. 
Consumer Pulse, Inc. 
Courtesy Counts, Inc. 
Craciun Research Group, Inc. 
Cross Financial Group 
Customer 1st 
Customer Perspectives 
Customer Service Experts, Inc. 
Customerize , Inc. 
Cutting Edge Research , Inc. 
Defensive Business Management 
OMS 
E&K Enterprises, Inc. 
Eagle Research - Denver 
First Glance 
Fogerty Group, Inc. 
J. Franke Enterprises 
Friedman Marketing Services 
Game Film Consultants 
Genesis Group, Inc. 
ICC Decision Services 
IMAGES Market Research 
lnfotel National Marketing 
Insight Research , Inc. 
Integrated Research Associates, Inc. 
lpsos-NPD 
Jancyn Evaluation Shops 
JKS Inc. Market Research 
Ken-Rich Reta il Group 
Kinesis 
Rickie Kruh Research 
Leibowitz/Roher Marketing, Inc. 
Nancy Levine Marketing Research 
The Locksley Group, Ltd . 
M.A.T. On-Site Research 
Market Alternative, Inc. 
Market Dynamics Research Group, Inc. 
Market Trends Pacific, Inc. 
Market Viewpoint 
Marketing Systems Unlimited Corp. 
Measure This! 
Meyers Research Center 
Mosaic Retail Solutions 
Mystery Guest, Inc. 
Mystery Shoppers, Inc. 
National Field & Focus, Inc. 
O'Connor & Associates 
Pammer Research , Inc. 
Pat Henry Market Research, Inc. 
Peak Performance Mystery Shopping 
Perception Strategies 
Perceptive Market Research , Inc. 
The Performance Group, Inc. 
Person to Person Quality 
Pinkerton Field Research Services 
Precision Research, Inc. 
Professional Review & Operational Shoppers, Inc. 
Quality Assessments Mystery Shoppers, Inc. 
Quality Check 
QualityWorks Associates 
The Quest for Best Mystery Shoppers 
Quest Marketing Group, Inc. 
Quick Test/Heakin 
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Reality Check Mystery Shoppers 
Research Strategies, Inc. 
Retail Biz Consulting 
Retail Diagnostics, Inc. 
J.M. Ridgway Co. , Inc. 
Ritter and Associates 

Regional Mystery 
Shopping 

Colorado 
IRi Information Research Inc. 

Florida 
A.I.M . Field Service 

Sampling , Events & Promotions, Inc. 
Schlesinger Associates, Inc. 
Service Alliance, Inc. 
Service Check.com 

These firms conduct mystery shopping on a 
regional basis. They have been organized by state 
for your convenience. See also National & 
International Mystery Shopping. 

Advantage Business Services 
Creative Product Marketing 
Gulf State Research Center 
Kane Field Services, Inc. 
Kirk Research Services, Inc. 
Mars Research 

Service Evaluation Concepts, Inc. (SEC) 
Service Excellence Group, Inc. 
Service Excellence Group, Inc. 
Service Impressions 
Service Industry Research Systems, Inc. (SIRS) 
Service Intelligence Inc., US 
Service Performance Group , Inc. 
Service Quest 
Service Research Corporation 
ServiceTRAC, LLC 
Ser-View 
SG Marketing Group 
Shoppers' View 
Showlntell , LLC 
Sights On Service, Inc. 
Signature, Inc. 
Sinclair Service Assessments , Inc. 
SPAR/Burgoyne Retail Services, Inc. 
Speedmark Information Services 
Spot Checks Mystery Shopping 
Stewart International Associates 
Strategic Marketing Services 
Test Track Research, Inc. 
Testshopper.com 
Trend Source 
WestGroup Research 

Alabama 
Connections, Inc. 
Graham & Associates, Inc. 
MVP In The Field Services 
New South Research 

Alaska 
Alaska Mystery Shoppers 

Arizona 
Sales Builders Marketing , Inc. 

British Columbia, Canada 
Sixth Line Solutions 

California 
Cirrus Marketing Consultants 
Decision Research 
Elliott Benson 
Kiyomura-lshimoto Associates 
L.A. Research , Inc. 
Opinions of Sacramento 
The Question Shop, Inc. 
Reyes Research 
San Diego Surveys, Inc. 
Margaret Yarbrough & Associates 

e Mystery Shopping 
Providers Association 
Dedicated to Improving Service 

MSPA Member companies are professional service firms that 
use anonymous resources to perform evaluations of services 
and operations for third party clients. When companies want to 
know what their customers experience, they turn to MSPA for 
resources. It just makes sense. 

When you engage an MSPA member company to 
conduct mystery shopping, you get: 

0 Professionals who know how to develop & implement 
customer service measures 

0 A company that subscribes, in writing, to the MSPA Code of 
Ethics 

0 Extensive experience in customer service evaluation 
0 Commitments to quality, integrity, and practical information 

Do you need a mystery shopping company to participate in your 
important customer service assessments? Does your company 
want to demonstrate its commitment to quality? Either way, 
MSPA is your best resource. 

Visit our web site at www.mysteryshop.org 
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Premack & Associates of Pinellas County, Inc. 
Ulrich Research Service, Inc. 
Varga Research 

Georgia 
Beisner Research Associates 
P V R, Inc. 
Research, Inc. 
The Secret Shopper Company 

Hawaii 
Alaska Mystery Shoppers 

Illinois 
Marketing Advantage Research Consultants, Inc. 
Ann Michaels and Associates Ltd. 
Sutter Performance Audit Systems, LLC 

Indiana 
Alexandria's Marketing Co. 
Indiana Research Service 
Smith mark Corporation 

Kansas 
MidAmerica Promotions, Inc. 

How do 
you know 
what the 
customer 

sees? 

• Mystery Shopping Providers Association 
2695 Villa Creek Dr., Ste. 260 

Dallas, Texas 75234 USA 
Phone: 972.406.1104 Fax: 972.755.2561 

www. mysteryshop .org 
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Kentucky 
Market Research Services 
Personal Opinion, Inc. 

Louisiana 
Focus Research, Inc. 
Gulf State Research Center 
New Orleans Field Services Associates 

Maryland 
Advisory Group, Inc. 
Bay Area Research 

Massachusetts 
Focus on Service, LLC 
Patron Edge 

Michigan 
Barnes Research , Inc. 
Crimmins & Forman Market Research 

Missouri 
Horizon Research Services 
Carol Max Marketing Services, Inc. 

Nebraska 
Midwest Survey & Research 

Nevada 
Alert Shoppers 
Las Vegas Surveys, LLC 
MarkeTec, Incorporated 
OSI Specialists 

New Hampshire 
Granite State Marketing Research, Inc. 
New England Interviewing, Inc. 

New Jersey 
Frances Bauman Associates 
Suburban Associates 

New York 
J & R Field Services, Inc. 
OMS 
Surveys Unlimited, Inc. 
WAC of New York 

North Carolina 
Brenda's Marketing Company, Inc. 

North Dakota 
Quinn Marketing and Communications 

Ohio 
Opinions, Ltd . 
Professional Management Services 

Oklahoma 
Customer Connection , Inc. 
Higbee & Associates, Inc. 

Puerto Rico 
The Marketing Center 

Quebec, Canada 
Evaluation de service Incognito Service Check 
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Rhode Island 
Capture, Inc. 

South Carolina 
Low Country Marketing , Inc. 
David Sparks & Associates 

Tennessee 
People Plus 
South East Market Research 

Texas 
Consumer Impressions, Inc. 
Gulf State Research Center 
Hispanic Focus Unlimited 
M.A.R .S. Research of Texas 
Pfeifer Market Research, Inc. 
Service Critique 

Utah 
Rocky Mountain Merchandising and Research 
Vermont, Action Research 

Washington 
Alaska Mystery Shoppers 

West Virginia 
McMillion Research Service 

Wisconsin 
Field Surveys & Audits , Inc. 
InGold Research Services, Inc. 
Venture Research Corporation 

Local Mystery Shopping 
These firms conduct mystery shopping on a local 
basis. They have been organized by metropolitan 
area for your convenience. See also Regional, 
National & International Mystery Shopping. 

Atlanta, GA 
Margaret Ann 's Research 

Augusta, GA 
Highsmith-Charnock Interviewing Service, Inc. 

Bangor, ME 
Rapid Research 

Boston, MA 
Performance Plus 

Chicago, IL 
Focuscope, Inc. 
Galli Research Services 
Questions & Marketing Research Svcs., Inc. 

Cincinnati, OH 
Assistance In Marketing, Inc. 

Colorado Springs, CO 
Project Essentials, Inc. 

Denver, CO 
Strategic Insights, Inc. 

Des Moines, lA 
Essman/Research 

Detroit, Ml 
I ntroMarketing 

Fort Lauderdale, FL 
South Florida Market Research 

Gary, IN 
KLD Marketing Research , Inc. 

Hartford, CT 
Beta One, Inc. 

Honolulu, HI 
Ward Research , Inc. 

Indianapolis, IN 
Herron Associates, Inc. 

Las Vegas, NV 
MRCFocus 

Lubbock, TX 
United Marketing Research 

Memphis, TN 
PWI Research 

Milwaukee, WI 
Lein/Spiegelhoff, Inc. 
Mazur/Zachow, Inc. 

Minneapolis/St. Paul, MN 
Jeanne Drew Su rveys 
Sally E. Zorich & Associates 

Newport News/Norfolk/ 
Virginia Beach, VA 
Marketrends, Inc. 

Northern New Jersey, NJ 
TAi - New Jersey 

Philadelphia/Southern NJ, PA 
Liberty Research Services, LLC 

Portland, ME 
Serunian Investigations & Mystery Shopping 

Saint Louis, MO 
Marketing Horizons, Inc. 

San Diego, CA 
Taylor Research 

Tampa/St. Petersburg, FL 
Bordner Research, Inc. 
TAi - Tampa Bay, Inc. 

Washington, DC 
OMR (Oichak Market Research) 

Wilmington, DE 
Seek Research 
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1 Meet Survey Pro· s 1 

l lntelliCruncher l 
I Survey Pro is optimized for crunching 
I verbatims, rearranging scale structures, and 
1 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 
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Connecticut'S Two Top Facilities 

New Haven Research 
(860) 529-8006 (203) 234-9988 

ctconnection.com 

For Internet interviewing as 
9 easy as the click of a mouse, 

contact 

web-interviewing.com 
_,.... The Internet Field Service TM 

678/393-3717 -voice 
770/552-7719-fax 

info@web-interviewing.com 

web-interviewing.com, incorporated 
500 Sun Valley Drive • Suite D-2 • Roswell , GA 30076 

~ Survey Analysis Inc. 
Market Research Data Processing Services 

Tabulations, Coding, Data-entry 
(800) 541-2735 I www.xtabz.com I info@ xtabz.com 

T~E RYAN REASOR 

OUEOTION President 

OHOP,inc. 
2860 N. Santiago Blvd. 

A Marketing Research Firm Suite 100 

Focus Groups and All Orange, CA 92667 

Types of Surveys (71 41 974-8020 
FAX: (7141 974-6968 

92 

Coconut Grove, Miami, Florida 
Professional Marketing Study 

Request For Proposals 

The City of Miami will be issuing Request for 
Proposals seeking qualified firms for the 
preparation of a marketing strategy for Miami's 
Coconut Grove commercial district that will 
assess market conditions , identify the roles of 
stakeholders in repositioning the business 
district, and formulate a viable implementation 
plan to increase the area's market potential. 

For additional information please contact: 

City of Miami 
Purchasing Department 

444 SW 2nd Avenue , 61hFioor 
Miami , FL 33130 

Attention : Pamela Burns, CPPB 305-416-1925 
E-Mail Address: pbu rns@ci.miami .fl.us 
Web Site Address : www.ci.miami.fl.us 

Carlos A. Gimenez 
City Manager 

An archive of 
past QMRR 
articles is 

just a 111ouse 
click a11t1ay 

www.quirks.com 
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2 0 0 1 
Case Histories 
January 

Q u i r k ' s 

Mystery shopping: Pay to play - U.K. mystery shopping program makes sure 
songwriters get their royalty payments 

February 
Telephone research: Fueling competition- Surveys keep tabs on Washington 
Gas customers in wake of deregulation 

March 
Advertising research: All the right moves -Advertising movies during the 
Super Bowl 
Advertising research: A different kind of mayo clinic- Ad agency uses focus 
groups to help reposition Duke's mayonnaise 

April 
Business-to-business research: Hearing what they say - Use of the Kano 
method keeps Honeywell attuned to the voice of the customer 
Business-to-business research: Genuinely loyal - General motors mea­
sures channel loyalty in the automotive parts aftermarket 

May 
Pricing research: Pricing the space program - Study helps develop ticket 
options for Kennedy Space Center Visitor Complex 

July 
Online research: Consider your audience- Research for Mexican e-com site 
shows impact of cultural factors 
Online research: An eye on usability- Eye-tracking helps fine-tune AT&T's 
customer service site 

October 
Customer satisfaction research: A call for satisfaction- Long John Silver's 
relies on IVR to measure customer opinions 
Customer satisfaction research: Cleaning up - Ongoing satisfaction mea­
surement adds to Japanese janitorial firm's bottom line 

November 
International research: Seeking the right mix- Hamilton Beach talks to con­
sumers before introducing small-appliance lines in Mexico and Europe 

December 
Qualitative research: Lighting a different path- Research uncovers new mar­
kets, new directions for Coleman 

Technique Discussions 
January 
Mystery shopping: Taking the mystery out of patient satisfaction 
Mystery shopping: The differences between mystery shopping and market­
ing research 
Mystery shopping: How to get the most from your mystery shopping provider 
Data analysis: A survey of analysis methods - Part 1: key driver analysis 
Online research: Best practices for online survey research 
The business of research: The project from hell- A cautionary tale 

February 
Design research: The seven golden rules of styling/design research 
The business of research: Where's the quality control? 
Data analysis: A survey of analysis methods- Part II: segmentation analysis 
Loyalty research: Creating loyalty on the Web -Marketing with the e-va l­
ues of the new century 
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Story I n d ex 
The business of research: Supply on demand - Database facilitates supply 
chain approach to research project 
Data analysis: Key driver analysis 

March 
Advertising research: Researcher as teacher- A heuristic model for pre-test­
ing commercials 
Advertising research: Going online- How one research firm adapted to the 
Internet 
Qualitative research: Enhancing focus groups with wireless group response 
systems 
Data analysis: Lessons from Florida- Looking at the election debacle from 
a research perspective 

April 
Business-to-business research: Make your next B2B study a success 
Business-to-business research: Reducing customer churn 
Business-to-business research: Applying lessons learned - Differences in 
the evaluation of B2B and B2C Web sites 
Business-to-business research: The Q-Q matrix- A marketing segmentation 
tool for small-to-medium B2B firms 
Ethnic research: Getting started in Asian-American market research 
Ethnic research: Using decision criteria anchors to measure importance 
among Hispanics 
Ethnic research: Hispanic cool - Mainstream moves to a Latin beat 

May 
Telephone research: Incidence and over-quotas- A look at some factors that 
affect telephone data collection costs 
The business of research: When good market research goes bad 
Online research: From telephone to the Web- Research firm switches to a­
interviewing for satisfaction research project 
Brainstorming research: Creating the right atmosphere - Setting the stage 
for innovative thinking in ideation sessions 
Quantitative research: Reaching IT professionals - Online vs. telephone inter­
viewing 
Demographic research: The mature market - Is it for real? 

June 
Health care research: The NP/4P paradigm - A physician-targeted research 
approach for new product/drug launches 
Health care research: Segmentation tools help predict patient needs 
Health care research: Bringing account planning to direct-to-consumer phar­
maceutical advertising 
Health care research: Taking care of America 's new majority- The role of 
health care and pharmaceutical companies in a multicultural marketplace 
Online research: Will Internet marketing research be boon or bane? 
Data analysis: Market structure analysis - What it is and how to do it 

July/August 
Online research: What we've learned so far - Research provides insights to 
guide Web design 
Online research: When money doesn't talk - Providing incentives in the 
Internet Age 
Online research: Online focus group FAQs - You've got questions, we've got 
answers 
Online research: Successful online qualitative market research 
Online research: A comparison of Internet and mail survey methodologies 
Online research: Customers as consultants - Is anybody listening? 
Online research: Tapping into the usability dimension- Test your product 
before it goes online 
Online research: Using conjoint analysis for Web site development 
Online research: Give and take - Use online surveys to increase the Web's 
communication potential 
Online research: Protecting the proprietary- An overview of online securi­
ty approaches 
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October 
Customer satisfaction research: Methodological pitfalls in linking customer 
satisfaction with profitability 
Customer satisfaction research: Satisfaction symbiosis- Thoughts on inte­
grating CSM and CRM 
Customer satisfaction research: Is your satisfaction measurement system 
working? 
The business of research: Taking our own advice -Ten ways for research 
firms to increase customer satisfaction 
Customer satisfaction research: Squeeze play- Satisfaction programs are 
key for manufacturers caught between declining prices and increasing raw 
material costs 
The business of research: Working with marketing research- A message to 
marketers 
Data analysis: Managing data from multimedia studies 

November 
International research: Q&A: Research in Denmark, Germany, and the 
Netherlands 
International research: A nation in transition- The challenges of research­
ing in China 
International research: Simplifying research in Japan- Efficient communi­
cation is the key 
International research: Expanding horizons - Web-enabled technologies 
helping globalize marketing research 
International research: Highly classified- System shows promise as tool for 
segmenting Indian market 
The business of research: Where do we go from here? In a letter to clients, 
one researcher offers advice and perspectives in the wake of September 11 
Quantitative research: Designing a questionnaire that dives beneath the surface 
Qualitative research: Yeasayers , naysayers and the dead-on truth 

December 
Qualitative research: Rewriting the rules- Recruiting for focus groups on 
colorectal cancer required a creative approach 
Qualitative research: Watch and learn - Video ethnography brings con­
sumers and their actions to life 
Qualitative research: "Don't forget to do your homework" - Homework 
assignments can add richness to qualitative research 
Qualitative research: Let the games begin! Game playing as a qualitative 
research tool 
Qualitative research: A look ahead- Qualitative research is still alive in 2005 
Qualitative research: Seeking qualified buyers -In-store recruiting offers an 
alternative to standard techniques 
The business of research: Getting back to business- ORCA offers guidelines 
for conducting research in the wake of September 11 
Qualitative research: The writing on the wall- Turn to process art to enhance 
your qualitative research 
Qualitative research: Smart shopping- Tips for selecting a real-time virtu­
al focus group facility 
Qualitative research: "Keep it simple, sonny" - Thoughts on conducting focus 
groups with older consumers 
Qualitative research: Building bridges- QRCA/MRA sessions seek to improve 
the moderator-facility relationship 
The business of research: Working with difficult internal clients 
The business of research: Capitalizing on your client's increased expectations 

Data Use 
February 
Software review: Data in many uses- Statistics and power that you can afford 
from NCSS and PASS (also, a new paper-based survey solution from SPSS) 

March 
TURF redux 

May 
Assessing the monetary value of attribute levels with conjoint analysis­
warnings and suggestions 
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June 
Conjoint analysis in pharmaceutical marketing research 

November 
Exploring marketing ideas with perceptual maps 

December 
All customers are not created equal- Using latent class analysis to iden­
tify individual differences 

Qualitatively Speaking 
May 
The end of focus groups 

June 
Online focus groups are no substitute for the real thing 

July 
Don't say the f-word 

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

November 
The spec-time continuum- When recruiting for qualitative research, a lit­
tle extra time can go a long way 

December 
Qualitative researchers as methodologists 

Software Review 
November 
Global Market lnsite 's Net-MR suite 

Trade Talk 
February 
Moderator tells all! (a review of the book "The Mirrored Window: Focus 
Groups from the Moderator's Point of View") 

March 
French fries and Web sites 

April 
Snow or no snow, the show must go on 

June 
Something old , something new 

July 
An Internet comfort zone? 

October 
From the mountains to the prairies 

December 
A quality reference on qualitative (a review of the book "Qualitative Market 
Research ") 
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Ph. 716-272-8400 • www.harrisinteractive.com Ph . 510-521-6900 • www.m.yarbrough .com 
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becomes more than a fad and becomes something that is 
part of the fabric. I think we've reached that point," 

Houlahan says. 

Using figures from ESOMAR as a basis, Houlahan 
estimates that there were 240,000 focus group sessions 
conducted in the U.S. last year and 482,000 worldwide. 

He says 10 percent of U.S.-conducted group were viewed 
on Focus Vision equipment- a figure he would like to see 
at 30 percent. ("Preferably while I'm still alive," he 
jokes.) 

Remote moderating 
In addition to the remote viewing of focus groups, 

remote moderating is now becoming more frequent, 
Houlahan says. "More and more, moderators are saying, 

'If the client doesn't want to travel, why is he sending me 
on the road?' Moderators like to be with their clients but 

no moderator likes to travel. And with clients dropping out 
of the travel equation, it's made the moderating commu­
nity more willing to look at alternatives." 

Qualitatively Speaking 
continued from p. 18 

plier/consultant has the expertise to do more than sim­
ply moderate a group. 

Second, obtain a detailed proposal from the researcher 

that outlines the approach to the assignment and the 

rationale for that approach. 
Third, give your researcher some leeway on how the 

project should be handled, and recognize that this per­

son might have much more experience with the research 

approach than you do. To this end, it is essential to rec­

ognize that the objective is to obtain the information you 
need, not to win methodology battles. 

Finally, try to allocate sufficient time to plan a project 

so that you can change research professionals if you and 

your supplier cannot agree on the best way to execute 
a project. However, if you decide to do this, be sure you 

are not making a change simply to protect your damaged 
ego. Instead, you should be doing it to find a more 

effective research professional for your assignment than 

the person you had originally had retained. 

One such moderator is Sharon Livingston, president of Benefit of the doubt 
Executive Solutions, a Syosset, N.Y., research firm. 

Livingston has taught seminars on moderating and facil­
itating remote groups and in an article in the firm's e­

newsletter in October she described the distance-moder­
ating experience as "freeing" for the moderator - no 

more travel hassles, for example - and also for the 
respondents, some of whom reported feeling more com­
fortable sharing thoughts with a person on a TV monitor 
than with a person in the room with them. 

"The moderating community is falling all over them­

selves to do groups using online chat rooms, where they 

can't see the respondents , and doing telephone interviews, 

where they also can't see anybody," Houlahan say . 
"Videostreaming is one-way so you can't do remote mod­

erating, but you can do remote moderating by two-way 
videoconferencing." 

Research more important than ever 
With the economy in the throes of recession, it's even 

more important for companies to persevere with research, 
whether it's viewed in-person or on a TV monitor. "On the 
surface it would seem to be a dismal time for qualitative 
research," Houlahan says. "But there is now more reason 
than ever for companies to stay in touch with their cus­

tomers, because everything is so fluid now - ad cam­
paigns are being re-thought, new product programs are 
being reconsidered and modified ... all of those things cry 

out for qualitative research. The good news is, clients who 
want to do an essential research project can do it, and they 
don't have to jump on an airplane if the project involves 
viewing qualitative research." r~ 

January 2002 www.quirks.com 

Whenever you retain a professional to work for you, 
it is generally better to give the individual/organization 

the benefit of the doubt when it comes to issues where 

they have special expertise. While this does not suggest 
that the client organization should relinquish its role as 

"the client," it does clearly indicate that it is often bet­

ter to listen to the expert rather than try and be one 
yourself. As the saying goes, he who acts as his own 

attorney has a fool for a client. r~ 
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By Joseph Rydholm, QMRR editor 

Videoconferencing moves from 
convenience to necessity 

I
n early 2001, it appeared that the viewing of focus 
groups via videoconferencing and Webconferencing 

had reached new levels of acceptance and viability. But 
a failing economy and the events of September II pu hed 

the remote viewing of qualitative research past techno­
logical marvel status to a near imperative for some firms. 

Today, with cost- and liability-consciou s companies 
slashing travel budgets and canceling employee trips, 
even workers who want to travel aren't able to. 

Many of those who are unable to fly to view focus 
groups have tarted calling John Houlahan , founder and 

president of New York-based Focus Vision Worldwide, a 

provider of videoconferencing services to the research 

industry. Following September 11 , busine s increased 
120 percent over the previous year's levels , Houlahan 
says. "We do business with 350 clients yearly and before 

September 11 we had done business with 315 clients in 
2001. Immediately after September 11 we added 104 
clients. We had companies that for a long time had been 
refusing to talk to us suddenly calling to do business," he 

says. 
After the initial post-attack wave of cancellations of all 

focus groups came a re-booking of those groups into 
facilities with videoconferencing equipment, Houlahan 

says . A a result, several of the focus group facilities in 

the FocusVision network added a second videoconfer­
encing system after having to turn away business because 

their first system was booked solid. 
(The overall market for videoconferencing looks set for 
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similar growth. According to Frost & Sullivan estimates, 
videoconferencing system sales will increase from $0.8 
billion in 2000 to $1.8 billion by 2005; sa les of video­
conferencing services will tripl e, from $1.3 billion in 

2000 to $4.1 billion in 2005.) 

Taken a while 
It has taken a while for videoconferencing of focus 

groups to take ho ld. Houlahan started the firm in 1990 
with beta testing underwritten by General Motors and 
Ogilvy & Mather. Technology has improved as the prices 

of equipment and data transmi s ion lines have fallen, 
making videoconferencing no longer solely a luxury for 
tho e in the boardroom. "When we started , we were trans­

mitting at 128 kilob its per second," Houlahan says. 
"Today we transmit at 364 kilobits per second , which is 
near TV broadcast-quality, not only in the clarity and the 

pixel density and the refresh rate of the picture, which is 
what make it clear and sharp, but the motion-handling. 

So instead of the moonwalk-like images we had 10 years 
ago, now a person can wave their arm and it will be a olid 
image." 

It 's been a long journey full of ups and downs but it 
appears the firm's tenacity is paying off. From a network 

of five focus group facilities in the U.S. with Focus Vi ion 

in tallations in 1991 , the company has grown to 233 facil­
ities around the world . "You have to be willing to stay 
with it until the adoption level reaches the point where it 

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

POLK'S RESEARCH SAMPLING 

Polk's Research Sampling experts provide 
the market research industry with the 
richest and most versatile samples, giving 
researchers the flexibility to quickly and 
efficiently conduct statistically sound 
research. Let us help with your next 
research project. 

The PolkAdvantage 
• Over 200 selection characteristics 
• Targeted Samples 
• Customized Orders 
• Competitive prices 
• Quick turnaround 
• Knowledgeable account executives 

Call Polk Today! 888-225-1434 
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aggress1ve. 

Fieldwork's focus -group recruiters have the killer instinct. They can find you 8-10 women 

who repair their own cars. Men who golf more than 3x/ week. Cooks loyal to a single brand 

of imported canned ham. So call Fieldwork and give our recruiters the kind of project into 

which they can sink their teeth . To field your next study. or to receive 

one of our little foam critters. call any one of our 14 locations. 
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