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A survey is only as effective as 
the researcher who conducts it. 

You are the expert. 

You know how to write questions. 

You know how to get people to respond. 

You know how to analyze results. 

We know how to help you do it better. 

WebSurveyor' s powerful online survey 

tools enable you to harness the Internet 

without sacrificing control of the survey 

process. With advanced features like 

conditional branching, data piping, and 

response randomization, you can get all 

of the benefits of online surveys, at a 

price that won't break your budget. 

Call us today to learn how you can take 

advantage of the Internet to do your 

research at 800-787-8755. Or visit us 

online at www.websurveyor.com/quirks. 

800.787.8755 • www.websurveyor.com 
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second to none 
EVOLVING CUSTOMER EXPERIENCE. 

At Second To None. we believe that every 
customer and every experience is the most 
important. We're one of the world's finest 
mystery shopping systems. From restau­
rants to retailers. C-Stores to bookstores. 
we'll work with you on a continuous basis 
to make certain no detail is left unchecked. 
We'll uncover problems. Find solutions. AU 
in an immediate. simple. real-time fashion. 
Whether they're onsite or online, our multi­
channel solutions will go where your cus­
tomers are. We don't just make your business 
better. We help unleash its true potential. 

800.668.8148 www.second-to-none.com 
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With dual cameras, an-site technicians, 
and multiple views, 

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

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

Focus Vision™ 
VVOR L DVVID E, INC. 

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



~FocusVision™ The largest network of top-rated facilities now equipped for 
videoconferencing and videostreaming service. MEMBER FACILITIES 

ARIZONA 
Phoenix 

DELVE (CQS) 
FIELDWORK PHOENIX, INC.­

SOUTH MOUNTAIN 
PLAZA RESEARCH 

Scottsdale 
FIELDWORK PHOENIX, INC.­

scon&DALE 
FOCUS MARKET RESEARCH, INC. 

ALIFORNIA 
~ 
San Francisco 

CRA/FOCUS POINTE 
ECKER & ASSOCIATES DOWNTOWN & 

SOUTH SAN FRANCISCO 
FLEISCHMAN FIELD RESEARCH, INC. 
NICHOLS RESEARCH, INC.-GroupNetTM 
PLAZA RESEARCH 

San Francisco {suburban]: 
NICHOLS RESEARCH, INC.-GroupNetTM 
San Joflfl: 

NICHOLS RESEARCH, INC.-GroupNetTM 

~ 
Los Angeles 

ADEPT CONSUMER TESnNG, INC.­
GroupNetTM BEVERLY HILLS 

ADEPT CONSUMER TE&nNG, INC.-
GroupNetTM ENCINO 

ADLER-WEINER RESEARCH WESTWOOD 
ASSISTANCE IN MARKEnNG 
DELVE 
FOCUS POINTE 
L.A. FOCUS 
MECZKA MARKEnNG RESEARCH 
MURRAY HILL CENTER WEST-

SANTA MONICA 
PLAZA RESEARCH 
SAVITZ FIELD & FOCUS 
SCHLESINGER ASSOCIATES 
TROTTA ASSOCIATES MARINA DEL RAY 

L.A. Orange County 
FIELDWORK, L.A., INC.-

IN ORANGE COUNTY 
TROTTA ASSOCIATE~RVINE 

San Oiego 
LUTH RESEARCH, INC. 
PLAZA RESEARCH 
TAYLOR RESEARCH, INC.-GroupNetTM 

COLORADO 
Oenwr 

ACCUDATA MARKET RESEARCH, INC.-
GroupNetTM 

COLORADO MARKET RESEARCH 
FIELDWORK DENVER, INC. 
INFORMAnON RESEARCH 
INGATHER RESEARCH 
PLAZA RESEARCH 

CONNECTICUT 
Danbury 

MARKETVIEW 
Norwalk 

NEW ENGLAND MARKEnNG RESEARCH 
Stamford 

FOCUS FIRST AMERICA 
THE FOCUS ROOM 

FLORIDA 
Fort Lauderdale 

PLAZA RESEARCH 
WAC OF SOUTH FLORIDA, INC. 

Jscksonllille 
IRWIN RESEARCH SERVICES 

Miami 
MIAMI MARKET RESEARCH 
NAnONAL OPINION RESEARCH 

SERVICES 
RIFE MARKET RESEARCH, INC 

Orlando 
ACCUDATA MARKET RESEARCH, INC.­

GroupNetTM 
SCHLESINGER ASSOCIATES 

Tamps 
THE HERRON GROUP-GroupNetTM 
PLAZA RESEARCH 
SUPERIOR RESEARCH 
TN-TAMPA BAY INC. 

GEORGIA 
Atlanta 

DELVE (CQS) 
FIELDWORK ATLANTA, INC. 
JACKSON ASSOCIATES, INC.-

GroupNetTM 
JOHN STOLZBERG MARKET RESEARCH 
MURRAY HILL CENTER 
PLAZA RESEARCH 
SCHLESINGER ASSOCIATES 
SUPERIOR RESEARCH 

Chicsg~ Downtown 
ADLER-WEINER RESEARCH 
CHICAGO FOCUS 

FIELDWORK CHICAGO LAB 
FOCUSCOPE, INC. 
ILLINOIS CENTER MARKET RESEARCH 
MURRAY HILL CENTER 
NAnONAL DATA RESEARCH, INC.-

GroupNetTM 
NAnONAL QUALITATIVE CENTERS 
PLAZA RESEARCH 
SAVITZ FIELD & FOCUS 
SCHL.ESNER ASSOCIATES 
SMITH RESEARCH 

Chicsg~ Suburban 
ADLER-WEINER RESEARCH 
ASSISTANCE IN MARKEnNG 
DELVE-OAK BROOK 
FIELDWORK CHICAGO, INC.-NORTH 
FIELDWORK CHICAGO, INC.-D'HARE 
FIELDWORK CHICAGO, INC.-

SCHAUMBURG 
FOCUSCOPE, INC.-OAK PARK 
NAnONAL DATA RESEARCH, INC.-

GroupNet...._ NORTHFIELD 
OAKBROOK INTERVIEWING CENTER 
O'HARE IN FOCUS-OES PLAINES 
SMITH RESEARCH, INC. DEERFIELD 

INDIANA 
Indianapolis 

HERRON ASSOCIATES, INC.­
GroupNetTM 

KANSAS 
Ksnsss City 

THE FIELD HOUSE 

MARYLAND 
Baltimore 

BALnMORE RESEARCH 
HOUSE MARKET RESEARCH 

MASSACHUSETTS 
Boston- Downtown 

BERNETT RESEARCH 
BOSTON FIELD & FOCUS 

PERFORMANCE PLUS-GroupNetTM 
COPLEY FOCUS CENTERS 
FOCUS ON BOSTON 
FOCUS POINTE BOSTON 
NAnONAL QUAUTAnYE CENTERS 
SCHLESINGER ASSOCIATES 

Boston- Suburban 
BOSTON FIELD & FOCUS 

PERFORMANCE PLUS-GroupNetTM 
FRAMINGHAM 

FIELDWORK BOSTON, INC. 
FOCUS ON BOSTON-BRAINTREE 
FOCUS ON BOSTON-WALTHAM 
NAnONAL FIELD & FOCUS-NAnCK 

MICHIGAN 
Oetroit 

MORPACE INTL GroupNetTM 
SHIFRIN-HAYWORTH 

MINNESOTA 
Minneapolis 

DELVE (CQS) 
FIELDWORK MINNEAPOLIS, INC. 
FOCUS MARKET RESEARCH, INC.-

GroupNetTM 
ORMAN GUIDANCE RESEARCH 

MISSOURI 
Ksnsss City 

DELVE (CQS) 
St. Louis 

DELVE 
PETERS MARKEnNG RESEARCH, INC. 

NEVADA 
Las Vegas 

LAS VEGAS SURVEYS 

NEW JERSEY 
FIELDWORK EAST, INC.-f'ORT LEE 
FOCUS POINTE NORTH JERSEY­

TEANECK 
JRA ASSOC. - MOUNT LAUREL 
MEADOWLANDS CONSUMER CENTER, 

INC.-&ECAUCUS 
PETERS MARKEnNG RESEARCH, INC. 
PLAZA RESEARCH - PARAMUS 
SCHLESINGER ASSOCIATES EDISON 
TAi • NEW JERSEY-TEANECK 

NEW YORK 
N- York City 

FOCUS POINTE 
FOCUS SUITES OF NEW YORK 
MURRAY HILL CENTER 
NEW YORK FOCUS 
SCHLESINGER ASSOCIATES 
THE FOCUS ROOM 
WAC OF NEW YORK, INC. 

N- York..Suburbsn 
FIELDWORK NY, INC.-WESTCHESTER 
JRA RESEARCH - WHITE PLAINS 

THE FOCUS ROOM - WHITE PLAINS 

NORTH CAROLINA 
Chsrlotts 

LEIBOWITZ MARKET RESEARCH 
ASSOC., INC.-GroupNetTM 

Raleigh 
L & E RESEARCH 

OHIO 
Cincinnati 

MARKET INQUIRY 
MARKETVISION RESEARCH 
QFACT MARKEnNG RESEARCH, INC.­

GroupNetTM 
WIRTHLIN WORLDWIDE 

Clfllffllsnd 
FOCUS GROUPS OF CLEVELAI\Il 
PAT HENRY CLEVELAND 

Columbus 
DELVE 

OREGON 
Portland 

CONSUMER OPINION SERVICES, INC.­
GroupNetTM 

PENNSYLVANIA 
Philsdelphi....Oowntown 

FOCUS POINTE 
JRA RESEARCH, INC. 
SCHLESINGER ASSOCIATES 

Philadelphia-Suburban 
DELVE (CQS) 
FOCUS POINTE-aALA CYNWYD 
FOCUS SUITES OF PHILADELPHIA 
GROUP DYNAMIICS IN FOCUS, INC.-

BALA CYNWYD-GroupNetTM 
PLAZA RESEARCH-MALTON, NJ 

Pittsburgh 
FOCUS CENTER OF Pm&BURGH 

RHODE ISLAND 
Prollidence 

BOSTON FIELD & FOCUS 
PERFORMANCE PLUS-GroupNetTM 

TENNESSEE 
Memphis 

ACCUDATA MARKET RESEARCH, INC.­
GroupNetTM 

TEXAS 
Austin 

TAMMADGE MARKET RESEARCH 
Osllss 

DELVE 
FIELDWORK DALLAS, INC. 
FOCUS ON DALLAS, INC.-GroupNetTM 
CRA/FOCUS POINTE DALLAS 
MURRAY HILL CENTER 
PLAZA RESEARCH DALLAS 
SAVITZ FIELD & FOCUS 

Houston 
CQS RESEARCH, INC. 
MEDICAL MARKEnNG RESEARCH 
OPINIONS UNLIMITED, INC.-GroupNetTM 
PLAZA RESEARCH 
S.~VITZ FIELD & FOCUS 

VIRGINIA 
Alexandria 

MARnN FOCUS GROUP CENTERS 
Fairfax 

METRO RESEARCH SERVICES, INC. 

WASHINGTON 
Seattle 

CONSUMER OPINION SERVICES, INC.-
GroupNetTM 

DELVE (CQS) 
FIELDWORK SEATTLE, INC. 
GILMORE RESEARCH GROUP 

WASHINGTON DC 
HOUSE MARKET RESEARCH 
SHUGOLL RESEARCH, INC.-GroupNetTM 

WISCONSIN 
Appleton 

DELVE (CQS) 
Milwaukee 

LEIN/SPIEGELHOFF, INC. 

CANADA 
Toronto 

TORONTO FOCUS 

Plus owr SO 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 



survey monitor 

Atlanta is the cell phone leader 
A study by New York-based 
Scarborough Research shows that 
Atlanta leads the nation in cell phone 
penetration. Three-quarters of house­
holds there subscribe to cellular 
phone service. Following closely 
behind are Detroit (74 percent); and 
Austin, Texas, Washington, D. C., and 
Miami (72 percent each). The U.S. 
markets with the lowest cell phone 
penetration are Charleston, WVa. ( 4 7 
percent), Wilkes-Barre, Pa. (52 per­
cent), Buffalo, N.Y (53 percent), 
Syracuse, N.Y (54 percent) and 
Lexington, Ky. (55 percent). 

The study also demonstrated that 
two-thirds (66 percent) ofhouseholds 
nationally own cell phones and these 

consumers spend an average of $60 a 
month on their plans. Fourteen per­
cent of consumers nationally plan to 
buy a cell phone for themselves or 
another member of their hou ehold 
in the next 12 months. 

"Cell phone ownership is becom­
ing ubiquitous; local markets that 
lagged in cell phone penetration 
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experienced a significant amount of 
growth in the past three years. 
Nevertheless, the existing di paritie 
in cell phone penetration from one 
local market to another underscore 
the fact that marketing cell phone 
products and services remains a local 
market issue," says Bob Cohen, presi­
dent, carborough Re earch. 
"Understanding consumers where 
they live - from their life tyles and 
attitudes to retail behavior and local 
media usage - can help wireless ser­
vices marketers foster enduring brand 
loyalty with customers." 

The Scarborough study found that 
10 percent of cell phone sub cribers 
nationally plan to switch their house­
hold cellular plan in the next 12 
months. The top local market for 
switching is Detroit, where 18 per­
cent of consumers said they will seek 
to change plans in the next year. 

Cell phone subscribers are also 
well-wired at home, according to 
Scarborough. These consumers are 23 
percent more likely than adults 
nationally to have a broadband 
Internet connection. Those who do 
not already have broadband are 20 

percent more likely to plan to 
upgrade to it. Cell phone subscribers 
are 14 percent more likely to have 
digital cable, 12 percent more likely 
to subscribe to premium cable chan­
nels, and 8 percent more likely to 
have a satellite television subscription. 

Cell phone ownership is defined as 
Scarborough survey respondents who 
said they or other members of their 
household subscribe to wireless/ cel­
lular phone service. The data for this 
report i drawn from Scarborough 
USA+ 2003 Release 1. The 2003 data 
on switching carriers is from Release 
1 that represents six months of mea­
surements. The other 2003 data repre­
sents 12 months. For more informa­
tion visit www.scarborough.com. 

www.quirks.com 

Many have checked out 
self-checkout lanes 
ACNiel en U.S., Schaumburg, Ill., 
reports that 61 percent ofU.S. house­
holds have used self-checkout lanes, 
with 32 percent of those agreeing 
that "they are great." Many more 
shoppers who have tried the do-it­
yourself checkout lanes (52 percent) 
said "they are okay," and 16 percent 
called them "frustrating."The research 
comes from an ACNielsen Homescan 
consumer panel survey of 61,500 
nationally representative U.S. house­
holds. Usage of elf-checkout lanes is 
greate t among larger, higher income, 
younger, and more educated house­
holds. 

"Self-checkout is still a relatively 
new phenomenon, so it's good news 
for retailer that so many households 
have tried the new lanes. However, 
retailers who want to grow consumer 
acceptance, satisfaction and continued 
use of the do-it-yourself checkout 
lane need to offer shoppers more 
help in getting comfortable with the 
proce ,"say Todd Hale, senior vice 
president, A Nielsen Consumer 
Insights. 

As for the future, 70 percent of 
those who have tried self-checkout 
lanes plan to u e them again. Ju t 25 
percent of tho e who have never tried 
the lanes plan to do o in the future. 

"For many shoppers, self-checkout 
is intimidating," says Phil Lempert, 
NB Today show food trends editor 
and a con ultant to ACNielsen. 
"Retailers must be proactive in 
demonstrating the units and pointing 
out the time avings for shoppers. 
Unfortunately, if one does experience 
a problem - not having a price ring 
up correctly, for example, or having to 
wait for a customer service person to 
correct a malfunction- odds are 
they will never return to the self­
checkout lane again. Consumers have 

continued on page 72 





names of note 

Howe Burch has been named 
senior vice president global com­
munications and sports marketing 
for Fila, New York. Marketing 
research will be among his new 
responsibilities. 

Walker Information, Indianapolis, 
has promoted Mark Ratekin to 

Rate kin Thomas 

finance and administration group 
vice president and David Thomas 
to vice president of statistical sci­
ence. 

Janet Hackman has rejoined 
Qfact Marketing R esearch, 
Cincinnati, as project director. In 
addition, the firm has named Rob 
Hanson director of marketing and 
business development. 

Marketing Technology Solutions Inc. 
(MTS), a New York marketing 
information company, has named 
Jeff Clinton head of client service 
for the MTS syndicated division. 

Millward Brown Group has named 
Brian Jacobs to head its newly 
created Media Research Unit. He 
be based in London. Millward 
Brown has named Edward 
Laginess to the newly created 
position of global director, human 
resources, based in Naperville, Ill. 
Blazs Feitel has joined the firm 's 
Hungary office as client service 
director. At SMG/KRC Millward 
Brown in Poland, Jan Kunkowski 
has been promoted to director of 
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the department of realization of 
computer-assisted projects. 

In conjunction with the acquisi­
tion of New York research firm 
Barry Leeds and Associates, Inc. by 
Calabasas, Calif-based Informa 
Research Services, Paul Lubin has 
been named managing director of 
Barry Leeds and Associates, Inc., 
and will also serve as senior vice 
president at Informa Research 
Services, Inc. Michael Adler 
becomes the CEO of Barry Leeds 
and Associates, Inc. 

Fort Washington, Pa.-based TVG 
Marketing Research & Consulting has 
named Irene Forssen executive 

Forssen 

director, David Moak executive 
director, and Gary S. Silverman 
vice president. The firm has also 
named Jim Hoch West Coast 
business development associate. He 
will be based in Los Angeles. 

Silverman Turner 

NFO WorldGroup has named Dean 
Heller marketing manager for 

will be responsible for developing 
and executing research projects for 
clients serviced from the compa­
ny's Toledo, Ohio, and Greenwich, 
Conn., offices. Separately, Louis 
Turner has been named vice pres­
ident and general manager of the 
company's Minneapolis marketing 
office. 

Lewis Oberlander has been 
named vice president for domestic 
marketing research at Warner Bros. 
Pictures. 

Arbitron Inc., NewYork, has named 
Michael Sharp northeast regional 
manager for Arbitron Advertiser/ 
Agency Services. 

Ken Tan has been named presi­
dent of Perseus-Asia, the new 

Singapore office of Perseus 
Development Corporation, a 
Braintree, Mass . research software 

firm. 

Charles Pearson has been named 
vice president and general manag­
er, West Coast operations, for 
Greenfield Online, Wilton, Conn. 
He will be based in San Francisco. 

Frank J. Quirk has been promot­
ed to president of Opinion R esearch 
Corporation, Princeton, N.J. In 
addition to his new responsibili­
ties, Quirk will remain CEO of the 
ORC Macro subsidiary. 

Ted Kendall has been named 
director of market intelligence ser­
vices at Glow Teknologies, 
Greenwood Village, Colo. 

Adam Smith has joined U.K. 
market research firm ORC 
International as account manager. 

NFO USA's Northeast Region. He continued on page 84 

www.quirks.com 





There's an art to understanding retail customers. 
Design Forum draws out and observes the consumer 
to learn what builds trust, fosters loyalty and 
influences behavior. By examining how people 
negotiate space and interact with products and 
services, we can help you: 

Customize the experience for core customer segments 

Optimize key consumer .utouch-points.u in the purchase cycle 

Execute a physical space that can maximize income potential 

For manufacturers who want to understand what's happening 

in retail and retailers who need to know, contact Design Forum. 

The retail experts. 

desigll•forun. 
The Art & Science of Retail Phone: 937.439.4400 www.designforum.com 
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CONSUMER, EXECUTIVE, AND MEDICAL RECRUITING 

ONLINE FOCUS GROUPS 

CENTRAL LOCATION TESTS 

MOCK JURIES 

WEBSITE USABILITY TESTING 

STORE AUDITS 

CENTRAL LOCATION INTERVIEWING 

INTERCEPT INTERVIEWING 

PRODUCT AND TASTE TESTS 

IN-STORE MERCHANDISING AND DISTRIBUTION 

MYSTERY SHOPPING PROGRAMS 

COUPONING AND DEMONSTRATIONS 

Schlesinger Associates 

A Marltning &starch Corporation 



product and service update 

Analyze media coverage with 
Media Mind 
NewYork-based StrategyOne, the 
research division of Edelman, has 
launched MediaMind, a system for 
tracking, measuring and analyzing 
media coverage for individual pro­
jects, across a corporation, or 
against competitors. MediaMind 
combines analysis and evaluation by 
StrategyOne with a customized 
version ofBiz360's media measure­
ment application, Market360. The 
result is the ability to measure 
results, identify competitive vulner­
abilities and opportunities, and 
refine strategy to achieve program 
objectives. For more information 
visit www.strategyone.net. 

Test multiple solutions with 
Evolutionary Choice 
Modeling 
Leon Tyler Marketing Research, St. 
Louis Park, Minn., is now offering 
Evolutionary Choice Modeling, 
which lets users test sets of solutions 
rather than individual concepts. Like 
conventional concept testing, this 
approach begins with a set of target 
audience needs and desired benefits 
that represent a new product or ser­
vice opportunity. But rather than 
matching an individual technology 
application with the set of needs and 
desired benefits to form an individual 
concept, a set of technologies and 
ranges of execution variables are 
identified that could satisfy the target 
need and provide the desired bene­
fits. The methodology generates a 
model that predicts the market share 
potentials for all possible combina­
tions of technologies, execution vari­
ables and benefits. For more informa­
tion call Leon Tyler at 952-836-0071. 

New trend reports from 
Scarborough 
New York-based Scarborough 
Research has announced a new ser-
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vice that enables Scarborough users 
to subscribe to customized consumer 
market trend reports that are deliv­
ered monthly. Named Scarborough 
Consumer Tracker, this new service 
permits marketers to monitor market 
penetration changes, competitive 
challenges and consumer trends on a 
local, regional or national level using 
Scarborough data. The new reports 
may include information regarding 
consumer purchasing trends, market 
penetration changes, competitive 
fluctuations, product penetration 
rates, shopped vs. bought ratios, and 
marketing program effectiveness. 

Scarborough Consumer Tracker 
reports are available as monthly and 
quarterly deliverables. The specific 
parameters of the report are cus­
tomized to accommodate the mar­
keting challenges of the client. This 
new tracking service has been created 
as a complement to Scarborough's 
local and national syndicated databas­
es which are released to clients twice 
a year. For more information visit 
www.scarborough.com. 

Web-based tools measure 
message effectiveness 
Blackfriars Communications, Inc., 
Maynard, Mass., has announced a 
new suite of tools for marketers to 
assess the effectiveness of their busi­
ness communications and solve mes­
saging problems. These Web-based 
tools apply a uniform methodology 
that analyzes how well messages will 
resonate with four targeted audi­
ences: customers, media, analysts and 
salespeople. Through a series of 
pointed questions, Blackfriars' assess­
ment tools are designed to help mar­
keters develop presentations, Web 
sites, advertising and collateral with 
simple, clear and consistent messages. 
Customers who have entered into a 
consulting or direct enterprise rela­
tionship with Blackfriars have the 
opportunity to license the assessment 
tools for a 12-month period. For 

www.quirks.com 

more information visit www.black­
friarsinc. com. 

Data mining add-in works 
with Excel 
Resampling Stats, Inc., an Arlington, 
Va., software firm, has released 
XLMiner, a data mining add-in for 
Excel developed by Cytel Software 
Corp. and distributed by Resampling 
Stats, Inc. XLMiner is a fully integrat­
ed add-in to Microsoft Excel. Topics 
and methods available in this tool 
include classification (classification 
trees, discriminant analysis, logistic 
regression, neural networks, nai:ve 
Bayes, k-nearest neighbors), predic­
tion (multiple linear regression with 
subset selection, k-nearest neighbors, 
regression trees), affinity analysis 
(association rules), data reduction and 
exploration (principal components, 
k-means clustering, hierarchical clus­
tering), and data preparation (parti­
tioning into training, validation and 
test data sets, stratified sampling for 
rare outcomes, missing data imputa­
tion, binning, transformation of cate­
gorical variables into dummies or 
category scores). XLMiner also 
extends Excel's graphics with matrix 
scatter plots, dendrograms, box plots 
and lift charts. Because XLMiner is 
Excel-based, it is designed to have a 
short learning curve for those famil­
iar with Excel. It can also integrate 
with other Excel-based analysis the 
user may already be doing. XLMiner 
uses Excel primarily as an interface 
and platform - XLMiner's data 
mining modules were developed by 
Cytel Software Corp. These modules 
do not depend on Excel's statistical 
calculations. While Excel limits the 
user to 60,000 rows, XLMiner allows 
the user to sample from a larger data­
base, do the analysis on a statistically­
valid sample, and, for supervised 
learning, score the results back out to 
the database. A limited version down-

continued on page 76 



Proud sponsor of the 
Arencan Market1ng Assoc1at1on. 

Most research can tell you where you've been. 
We focus on where you're headed. First, we look 
at all dimensions of your customers-why they 
choose who they choose, what are the pivotal 
points in the relationship, and why they leave or 
come back. Then we turn that information into 
intelligence you can use to reach the next level. 
And ideas on how to get there. 

To learn more, visit maritzresearch.com, or call 
(877) 4 MARITZ to request a free white paper, 
"Del ivering Your Brand Promises Profitably." 

• Maritz 
,_ RESEARCH 



research industry news 

News notes 
C&R Research Services, Chicago, 
has brought all of its qualitative offer­
ings under the single brand name 
In Vision. In Vision is an addition to 
C&R's branded quantitative services 
including KidzEyes, TeensEyes, 
LatinoEyes and Sage Advice. 

The Mexico office of Millward 
Brown has received the ISO 
9001:2000 quality certificate for all its 
operations. 

Netherlands-based VNU has 
announced a new organizational 
structure for its largest business group, 
VNU Marketing Information. The 
new structure includes the appoint­
ment of a global CEO for ACNielsen 
(see Names ofNote) and the creation 
of a new unit,VNU Advisory 
Services, that is charged with devel­
oping advanced business solutions for 
clients. 

Catalina Marketing Corporation 
is looking to sell some of its business 
units, including its custom research 
division, Catalina Marketing Research 
Solutions. The custom research divi­
sion previously was known as Alliance 
Research. Catalina Marketing bought 
Alliance Research in 1999. 
Specifically, Catalina said it will 
realign and restructure its domestic 
and international businesses to focus 
primarily on point-of-sale applica­
tions within the consumer packaged 
goods, retail and pharmaceutical 
industries. 

In early December, Gingko 
Acquisition Corp. announced that, 
based upon a preliminary tally by 
LaSalle Bank N.A., the depositary for 
its tender offer, and the tender of 
shares pursuant to notices of guaran­
teed delivery, approximately 
27,879,979 shares of common stock 
of Information Resources, Inc. (IRI) 
had been tendered into Gingko's ten-

Calendar of Events Feb/Apr 

The European Society for Opinion and 
Marketing Research ( ESOMAR) will hold 
Technovate 2, its worldwide market 
research technology and innovation con­
ference, on February 1-3 in Barcelona, 
Spain. For more information visit 
www.esomar.org. 

ESOMAR will hold its Global Healthcare 
4 conference on February 22-24 in Paris. 
For more information visit 
www.esomar.org. 

ESOMAR will hold its automotive mar­
keting conference on March 1-3 in 
Lausanne, Switzerland in conjunction 
with the Geneva International Motor 
Show. For more information visit 
www.esomar.org. 

The Council for Marketing and Opinion 
Research will hold its annual "Protecting 
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Our Assets" respondent cooperation 
workshop on March 2-3 at the Flamingo 
Hotel in Las Vegas. For more information 
visit www.cmor.org. 

The Market Research Society will hold its 
annual conference, Research 2004, 
themed "Welcome to The Dream 
Economy/' at The Barbican in London on 
March 11-12. For more information visit 
www.mrs.org.uk. 

ESOMAR will hold its Asia Pacific con­
ference on March 28-30 in Shanghai. For 
more information visit www.esomar.org. 

ESOMAR will hold its Excellence in 
Consumer Insight 2 conference on April 
18-20 in Vienna. ESOMAR will also hold 
a forum on managing research for profit 
in Vienna on April 21. For more informa­
tion visit www.esomar.org. 

www.quirks.com 

der offer as of December 1, 2003 at 
12:00 midnight, New York City time. 
This figure represents approximately 
88.56 percent of the outstanding 
shares of IRI common stock. Gingko 
accepted all of the shares that were 
validly tendered in the subsequent 
offering period, and was to promptly 
pay the offer consideration for those 
shares of one CVR and $3.30 in cash 
per share, the same consideration paid 
throughout the offering period. 

A tender of shares in this amount 
would enable Gingko to exercise its 
top-up option under its merger 
agreement with IRI to acquire the 
number of additional IRI common 
shares that is necessary for Gingko to 
own more than 90 percent of IRI's 
outstanding common shares. As previ­
ously reported, Gingko's acquisition 
of at least 90 percent of IRI's out­
standing common shares will allow 
Gingko to engage in a short-form 
merger with IRI under Delaware law 
without requiring a stockholder vote. 
On closing of the merger, all remain­
ing IRI stockholders will receive the 
same CVR and $3.30 in cash per 
share that were issued and paid in the 
offer. 

Acquisitions 
Calabasas, Calif.-based Informa 
Research Services has acquired 
Barry Leeds and Associates, Inc. , 
a New York research firm. Paul Lubin 
will be the managing director of 
Barry Leeds and Associates, Inc. He 
will manage the fulfillment end of the 
mystery shop and compliance testing 
as the two companies' operations are 
integrated and will further become a 
senior vice president at Informa 
Research Services, Inc. Michael Adler 
becomes the CEO ofBarry Leeds 
and Associates, Inc. 

Chicago-based employment firm 
CPRi, Inc. has acquired The 
Marketing Link, a Chicago-based 
employment firm specializing in 



placement of marketing research asso­
ciates. The Marketing Link's opera­
tions will move from Lincoln Park to 
CPRi's offices in the John Hancock 
Building, making the Chicago head­
quarters the second largest division in 
the company. 

Chicago-based SPSS Inc. has 
acquired DataDistilleries, a 
Netherlands-based developer of ana­
lytic applications. 

Alliances/strategic 
partnerships 
Sports Research Partnership 
(SRP), a joint venture between 
SGMA International and Sports 
Marketing Surveys (SMS), has been 
formed to provide market research 
services to the sporting goods indus­
try. William Lawliss has joined SRP as 
director of business development. He 
was founder of Sports R esearch Inc. , 
a market research company that was 
purchased by SMS in 1998.The new 
company will initially offer research 
services in the team sports, fitness 

Russians 
Asian Indians 
African Americans 

equipment and athletic footwear 
industry segments. In addition, the 
new firm will offer custom research 
services by using the consumer panel 
derived from its sports participation 
survey and online research using a 
panel of active sports participants for 
ad hoc and continued research, based 
on software developed by SMS for its 
Sporting Insights panel. 

Reston,Va.-based Wirthlin 
Worldwide has formed a strategic 
alliance with Tedesco Analytics 
Inc., a marketing sciences Consultan­
cy, to develop products and services 
designed to measure communications 
and marketing return on investment 
and improve marketers' ability to look 
at their businesses. 

New York-based Arbitron Inc. 
and TNS Media Intelligence/ 
CMR have signed a marketing agree­
ment to provide TNSMIICMR's spot 
television advertising tracking data to 
Arbitron's regional and local advertis­
ing agency customers. Arbitron's 

TAPSCAN Software Suite now 
includes Market Analysis, a new ser­
vice that will enable agencies to 
processTNSMI/CMR's spotTV ad 
tracking data. Arbitron is the only 
company authorized to license 
TNSMI/ CMR local TV intelligence 
to regional and local advertising 
agency clients. 

Association/organization news 
Britain's Market Research 
Society (MRS) has awarded MRS 
Fellowships and Honorary 
Fellowships to individuals in recogni­
tion of their ongoing contribution to 
market research. The MRS Honorary 
Fellowships are awarded to those 
working outside market research but 
who have given good service or sup­
port to it. The first award was made to 
Professor Michael Thomas, who has 
contributed to the theory and prac­
tice of marketing. As president of the 
MRS since 1999, Thomas has been 
influential in forming many of the 

continued on page 78 

This book provides a very important first tep in acquiring the knowledge 
necessary for success when doing business across cultures. Our goal is to 
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in the United States. Each chapter includes: 
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* Demographics 
* Cultural insights 
* Business do's and don'ts 
* Pertinent historical background 
* Information on religion, holidays and language 
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software review 

You will look in vain to the major 
research software providers for fea­
tures in their standard data collec­
tion packages to support mystery 
sh pping. It has taken a niche play­
er, PAl, perhaps better known for its 
research reporting tools, widely used 
thl\o4ghout the automotive industry, 
to rise to the challenge with its 
Audithost - a solution so compre­
hensive that its integrated modules 
span all the different levels of the 
research food chain. 

Here's how it works. At the cor­
porate HQ, the mystery shopping 
program manager uses Audithost to 
schedule work with regional or 
local mystery shopping agencies, 
monitoring the workload as each 
shop is completed. M ystery shop­
ping agencies log into their 

Audithost accounts on the Internet 
and schedule upcoming work with 
interviewers. Out in the field, mys­
tery shoppers take a laptop or tablet 
PC and a digital camera with them. 
The PC details their schedule of 
calls and allows them to record each 
shop online immediately after the 
site visit. Finally, corporate man­
agers, decision-makers and even 
local managers at the store receive 
customized views of relevant and 
up-to-date results through a pass­
word-controlled Web portal. 

Easing the burden on the 
research program manager 
The system provides a particularly 
powerful workflow scheme that 
takes away almost all of the routine 
work involved in administering a 

Audithost by Productive Access Inc. (www.paiwhq.com) 

Pros 
• End-to-end support 
• Manages all the routine scheduling 
• Seamless Web-based functionality 
• Highly customizable 
• Real -time reporting of results through 

built-in Web portal 
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Cons 
• Big price tag 
• Vendors must agree to use the same solution 
• Not suitable for palm PDAs 
• No built- in support for real -time mobile 

data communications with fieldworkers 

www.quirks.com 

Editor's note: Tim Macer is CEO of 
meaning, UK. -based independent 
specialists and advisers in the use of 
technology for survey research. He can be 
reached at tim.macer.meaning.uk.com. 
For more information visit 
www. meaning. uk. com. 

mystery shopping program. At one 
level, it is a supplier relationship 
management tool that handles con­
tacts and interactions between mys­
tery shop managers and the mystery 
shopping companies used. 

As it happens, most of Audithost's 
users are corporate people using the 
system to manage their relationships 
with specialist mystery shopping 
companies working on a regional 
basis or in a local area, as is common 
in the United States . However, the 
system could easily be used by a 
research agency to administer its in­
house mystery shopping fieldwork 
force, and manage relationships with 
more than one client organization. 

The administrator can enter 
details of all of the locations to be 
shopped. Once this has been done, 
only changes need to be entered. In 
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the administrator's area is a straight­
forward tool to design or alter the 
questionnaire. These questionnaires 
are typically a combination of bina­
ry check box (was this criterion 
met?) questions and comment fields 
(what was the problem?), and these 
are designed and presented to the 
interviewer as a scrolling form. 

Providing a mystery shopping 
marketplace 
With the questionnaire defined and 
the shop location details set up, you 
can invite the different shop compa­
nies you have contacts for to bid for 
the work. In fac t, you can get them 
to bid against each other, and accept 
the most competitive bid. In this 
way, the tool can create a kind of 
mystery shopping marketplace, not 
only ensuring that prices are com­
petitive, but also that standards are 
maintained and even improved. This 
is because all of the information on 
the mystery shopping activities from 
the agents in the field flows back 
into the system, and the program 
manager is able to compare the rela­
tive performance of the companies. 

Audithost provides the kind of 
management information that is 
virtually impossible to get without 
an automated system such as this. It 
also means this system can be used 
to great effect auditing the auditors 
and making the entire process more 
accountable. 

Audithost will only work proper­
ly if all of the mystery shopping 
agencies use the extranet adminis­
trator's portal to log in, collect and 

Applying Know.lifdge 
' ,g ~ s 

allocate their work. However, it is 
reasonably intuitive and because it 
works over the Internet, there is no 
software to install locally, and no 
greater requirement than a reason­
ably fast Internet connection and a 
recent Web browser. Here, the field­
work coordinators can register all of 
the mystery shopping agents and 
allocate work to them. Once that 
happens, the interviewers will be 
able to collect their assignments and 
the questionnaire and start shop­
ping. 

Seeing is believing 
Agents need to be equipped with a 
laptop or tablet PC, running 
Windows. The software is not 
designed to run on PDAs . However. 
most agents tend to go into the 
premises unencumbered with a lap­
top, and retreat to their cars to com­
plete the survey form. Not all the 
evidence needs to be verbatim: it 
also provides space for a whole 
gallery of digital photographs on 
each mystery shop report, which the 
shoppers can use to attach some 
revealing images to their written 
report. For this, all that is required is 
an inexpensive digital camera. After 
that it is a simple process to upload 
the pictures and add them to the 
report. 

It is not unusual today for offline 
mystery shopping programs to 
involve some photographs . Pictures 
can be valuable in verifying that the 
shop did take place at the time stat­
ed, and also that any items referred 
to (such as litter strewn outside the 

premises, or employees not follow­
ing dress code) were not the fig­
ments of a vindictive auditor's imag­
ination. 

Doing this online adds a few 
more advantages. It means the pho­
tos cannot get lost or mislaid, and 
by attaching the images right away, 
you can be certain that the pictures 
are of the right location, and are 
clear and in focus. Furthermore, the 
images follow the report right onto 
the desktops of the managers of 
each location or any decision mak­
ers, via the results portal. 

Reports on tap 
On a daily basis, mystery shoppers 
can connect to the Internet, using a 
broadband or dial-up connection at 
home, and a simple upload/ down­
load process exchanges completed 
audits for new assignments . The 
results are immediately posted to 
the results viewing area, which also 
updates the administrator's statistics 
and completion reports. 
Administrator-level access allows 
you to view the whole lot, and to 
grant password-controlled access to 
individuals or groups of other users. 
In principle, shop owners are able to 
view their shop reports, and further 
up the tree, regional managers and 
head-office mangers can get a 
broader view. Cleverly, these per­
mission structures self-perpetuate, so 
maintaining them never becomes 
over-burdensome. 

As results arrive, Audithost exam­
ines each report. Business rules set 
by the admini trator can automati-

Burke provides decision support services for marketing, 

Burke operations, quality and human resources. 
INCORPORATED 

We acquire, integrate, analyze, and most importantly 
apply knowledge across your enterprise. 

www. burke. com ·~-------,....._ __ ~ 
'- .. Make the right decision 
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cally create so-called "violation let­
ter "if key objectives have not been 
met. These can be sent by e-mail or 
printed for dispatch by regular mail, 
either to the store, or more tactfully, 
to the local area manager. A tem­
plate allows administrators to design 
these letters to suit individual pro­
grams, and the letter can contain 
specific information about the issue 
and the steps required to resolve it, 
all driven from the Audithost data­
base. More positively, congratulatory 
letters can also be generated auto­
matically, if consistent improvement 
is noted or high scores achieved. 

The contact management aspects 
of Audithost will even track any 
challenges from those who consider 
a judgement too harsh, and allow 
you to record the outcome. It can 
ensure that those who regularly 
make the most noise do not always 
get off the hook. 

Adding accountability 
Audithost is a va t sy tern with a 
hefty price tag: around $100,000 
annually. Its customers therefore 
tend to be the large national or 
multinational corporations. 
Houston-based oil company 
ConocoPhillips has been using 
Audithost for one year now to man­
age its mystery shopping program 
across its retail network. This covers 
between 50,000 and 150,000 visits a 
year. For Harvey Townley, mystery 
shopping program coordinator, it 
has eliminated having to juggle 
endless spreadsheets and has allowed 
him to move from a department of 
four employees to managing the 
entire program single-handedly. 

Townley currently works with 
four different mystery shopping 
vendors, and in the past, it was 
impossible to verify that every con­
tracted shopping visit had taken 
place. He calculates that the savings 
achieved, by being able to control 
this area of cost alone, have cost-jus­
tified the system. "It al o lets us 
track the accuracy of the auditors 
and ee who is lagging behind 
schedule," he says. "It gives me one­
click functionality, so I can see 
where all the audits are, and tell 

how many are still missing." 
Commenting on the experience 

u ing the application, he reports: 
"Overall, the application is very 
well made. It is well-designed and 
easy to navigate. It is pretty much 
seamless from the auditors' point of 
view." 

Townley welcomes the improved 
communications it gives with ven­
dor , managers and even the mys­
tery shopper in the field. "We never 

had direct communication with the 
auditors before," he says. "Now, 
we've eliminated the snags ofhaving 
multiple communications going 
out, and the miscommunications 
that can arise." 

At a time when mystery shop 
results are increasingly under scruti­
ny, Townley feels he has found a way 
to ensure integrity. "For us, 
Audithost i that policeman - it 
keeps everyone honest." I Q 

Visit us at .wcsternwatt.COI'n for a demonmation 
and all as to leatn how can help you hit the mark 
on JOur next~ .project. 
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qualitatively speal<ing 

With health care as the largest sector of 
the U.S economy, xecutives through­
out the mtlustry are keenly interested 
in the tho ghts and behaviors of 
p ~sicians. <Qualitative research can be 
an effective way to gather valuable 
physician i sights. But it is important 
to recognize this segment can also 
bring with it challenges. Conducting 
research with physicians often requires 
not only research skill, but also content 
knowledge. Based on our experience 
interviewing physicians and moderat­
ing physician focus group sessions, my 
colleagues and I have developed a 
number of strategies to help ensure 
successful outcomes. 

Get in line 
Competition for this group of profes­
sionals by pharmaceutical and medical 
device companies, hospitals and man­
aged care organizations, to name a few, 
can make recruiting a challenge. 
Consider the following when deter­
mining how to go about recruiting 
and what incentives to offer physicians. 

• Compensate for their time. Most 
physicians we talk to admit that they 
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don't participate in research without 
receiving some form of compensation. 
They may make exceptions if the 
research is academic or charitable in 
nature. 

• What to pay? The range of what is 
considered acceptable varies greatly 
and depends on the specialty of physi­
cian needed. Also take into considera­
tion whether the interview is by 
phone or in person or is an Internet 
survey that can be done at any time. If 
the interview is done in person, what 
is the time investment for the research, 
including travel time? Carefully con­
sider the honorarium you are offering 
and whether or not it is enough to 
attract the right kind of participant to 
your study.You'll know fairly quickly if 
you are in the ballpark.We've paid up 
to $1,000 for an involved focus group 
of specialists. Telephone interviews 
generally range from $150 to $300. Be 
sure to recruit early- doctors' sched­
ules book far in advance. 

• Get creative. In our research with 
doctors, we frequently offer a choice 
of how they would like to be compen­
sated - either paid directly to them or 
to their favorite charity. Physicians 

www.quirks.com 

Editor's note: Sheryl Bronkesh is 
president ofThe HSM Group) a 
Scottsdale) AriZ.1 research firm. She can 
be reached at 800-776-8078 or 
bronkesh @hsmgroup. com. 

appreciate having this option. 

The interview 
Physicians are turned off when it is 
obvious that the researcher they are 
dealing with has little knowledge of 
the subject matter, yet is charged with 
asking clinical questions or explaining 
medical details. One physician told me 
that he often feels talked down to by 
an interviewer who has a very superfi­
cial knowledge of the topic. Giving 
participants a perception that the per­
son they are talking with understands 
the subject matter will result in more 
complete answers and more valuable 
insights so critical to qualitative 
research. How can you accomplish 
this? 

• Do your homework. While it is 
not necessary to know all the intrica­
cies of a disease or a drug's mechanism 
of action, it is imperative to know the 
basics of the condition or procedure, 
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treatment options and impacts. Make 
sure that your interviewer or modera­
tor has learned the material necessary 
to discuss the topic intelligently. 

A recent experience conducting an 
in-depth telephone interview with a 
subspecialist reinforces this point. After 
a long and complicated series of ques­
tions and probes, I asked the doctor 
about a response he had just given that 
seemed to contradict something he 
had said earlier about the properties of 
a specific drug. He expressed amaze­
ment that I understood the subject 
matter well enough to have caught the 
misstatement. When we finished, he 
thanked me for the "stimulating" 
hour-long exchange and commented 
that this wasn't like most interviews in 
which he often rushes through the 
answers because he knows the inter­
viewer doesn't have a clue about what 
he is saying. 

• Hire researchers comfortable 
interacting with medical professionals. 
An interviewer or moderator must 
not only be knowledgeable on the 
subject, but comfortable interacting 

with medical professionals and not 
easily intimidated. However, you also 
want someone skilled at interviewing, 
rather than a person with a medical 
background (such as a moonlighting 
doctor or nurse) with no research 
experience. 

• Make the process interactive. 
Telephone interviews, one-on-one 
interviews and focus groups are all 
very effective qualitative research 
methods because of the opportunity 
for two-way or group interaction. 
These methods provide for both in­
depth and lively discussions. Doctors 
tell us that these settings are most like­
ly to produce the richest information 
because interactive research allows for 
instantaneous feedback, and many feel 
that writing answers on an online sur­
vey takes too much tim~ (especially if 
the doctor is not adept at typing). 

• Probe. The goal of any research is 
to uncover. Don't be intimidated by 
something that you don't know. If a 
point is raised that is unfamiliar, follow 
up with something like, "That is a 
point I hadn't heard before; please tell 

me more." Or, "That is a side effect 
I'm not familiar with; what are its 
manifestations?" 

• Maintain control. Whether it is a 
one-on-one interview or focus group 
forum, it is not uncommon for physi­
cian participants to get off-task. Some 
perceive this as their opportunity to 
get on a soapbox; others may 
unknowingly wander off-subject and 
pontificate. A proficient interviewer or 
moderator must be skilled at reeling in 
participants, when necessary. 

The bottom line 
Qualitative studies are not an inex­
pensive undertaking. Effective discus­
sion guides take time to develop; more 
time is needed to select and educate 
experienced interviewers or modera­
tors; recruiting the right participants is 
a time-intensive job. 

Mter all of your creative thinking, 
planning, studying and implementa­
tion, you are now on your way to 
helping clients make those strategic 
decisions requiring insights from 

physicians. I Q 
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By Heather Woodward 

Don't eliminate 
migrate! 

Moving a 
telephone 

ou have a dilemma. One of your largest 

and most important research projects is 

facing potential budget cuts. In the mid-

dle of a tough economy, you will not have 

enough money to do the sizable tele-

phone awareness and ad tracking study that you have successfully con-

ducted for the past two years. What to do?You don't want to cancel 

the study and lose the benefits of the research, but a shorter, less 

involved telephone study or a smaller 

sample size will not give you enough 

information to justify the expense of 

survey to the Web the research. What you really need is the 

Editor's note: Heather Woodward is 
Internet research product manager at 
FGI Research, Chapel Hill, N C. She 
can be reached at 919-932-8852 or at 
hwoodward @fginc. com . 
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same study you've been doing all along. 

An unsolvable problem? As recently as a 

few years ago, yes, but in today's research marketplace, there are solu-

tions for problems like these. As we'll demonstrate in the following 

case study, online research tools and methodologies can be used to sue-

cessfully replace costly telephone studies if carefully designed and 

properly managed. 

www.quirks.com 



Searching for solutions 
The following case study is based on 
a large annual research program for a 
Fortune 500 telecommunications 
company (which will be referred to 
as the telecom company). The study 
in question was a 12-minute tele­
phone interview with a complex 
quota structure based on geography, 
daily completion targets and technol­
ogy use. In its original format, 30,000 
surveys were conducted each day of 
the year with an RDD telephone 
sample. A comparable mail study 
would be as costly as telephone, with 
postage costs and lower response rates 
canceling out any benefit gained by 
eliminating human fieldwork hours. 
The only feasible option from a cost 
perspective is the Web. 

Of course, there are trade-offs to 
converting to an online data collec­
tion methodology, and these will 
need to be addressed and understood 
up front before any decision is made. 
The primary advantages for the pur-

poses of this kind of study are largely 
related to cost implications, but cer­
tainly not exclusively. Some of these 
advantages are: 

• With an online study, there are no 
costs for telephone charges, inter­
viewer time, supervisory or quality 
control time within a typical phone 
center environment. Online data col­
lection also dramatically reduces the 
level of professional project manage­
ment support that is typically spent 
interacting with a phone center. In 
terms of the investment of project 
management time, the online version 
would require about half the current 
level of professional effort compared 
to the telephone equivalent. 

• In the online world, there are no 
time-zone constraints or limitations. 
Interviews roll in at all hours of the 
day or night, which accelerates field­
work and allows respondents to com­
plete the survey at a time that's con­
venient for them, instead of during 
their dinner hour or favorite televi-
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sion show. 
• There are options available to you 

in an online format that are simply 
not feasible with a telephone study, 
such as the use of images for aware­
ness measurement (logos, screen shots 
of advertisements, etc.). Even stream­
ing video can be incorporated, pro­
vided the respondent has the appro­
priate software - like Real Player or 
Macromedia's Flash player- to view 
video images. 

• The Web affords an ideal structure 
for reporting on project progress, 
with the capability to make quota 
reporting and topline data available 
online in real time without the need 
for faxes or e-mails back and forth. 

Some of the disadvantages are: 
• End users of the research may 

have concerns about moving to a still 
relatively new platform for data col­
lection. They may fear that the results 
will be vastly different from a compa­
rable telephone study, or that the 
technology is simply too new to be 
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reliable. 
• Certain demographic distribu­

tions can be different in an online 
study, resulting in concerns about 
skew in certain subgroups. Typically, 
online data collection results in a 
younger, more affluent and less eth­
nically-diverse sample than the U.S. 
population on the whole. 

• For a study of this magnitude, a 
great deal of sample is required, and 
it will need to mirror the demo­
graphic makeup of the U.S. popula­
tion as closely as possible. There is 
no true equivalent to a random 
digit-dialing sample online. 

• The most significant trade-off to 
consider is the projectability of the 
survey results to the broader U.S. 
population. The online method most 
often utilizes as its sample frame an 
online panel of respondents. Almost 
invariably, online panel samples 
comprise individuals who have 
explicitly opted-in to participate in 
research studies; RDD frames for the 
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most part reflect true EPSEM (equal 
probability of selection method) 
sampling rules, enabling survey 
results to be reliably projected to the 
population universe being measured. 
In most cases, however, careful sam­
pling of the online frame -
attempting to replicate the broader 
universe as closely as possible - will 
yield comparable results to the 
online method. This is true so long 
as the subject of the research is not 
totally contingent upon Internet 
access within households. 

Making it work 
In the fourth quarter of 2002, this is 
the dilemma we were facing. How 
could we design this study for the 
online environment, and equally 
important, make sure everyone was 
comfortable with the decision to 
migrate this project? It was decided 
that we would conduct a 30-day 
parallel test, running the project 
concurrently on the Web and on the 
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telephone, with a period of analysis 
at the back end to determine the 
feasibility of continuing with this 
research in 2003 with the appropri­
ate data collection method, if at all. 

The questionnaire was pro­
grammed in the Web environment, 
precisely replicating the complex 
quota structure and hierarchical 
logic of the telephone study. 
Modifications were made to accom­
modate the differences in question 
layouts in the new format and refer­
ences to interaction between the 
respondent and an interviewer. 

The most significant revision that 
had to be made to the questionnaire 
was the structure of the many unaid­
ed awareness questions ("What 
company do you think of first when 
considering ... ") included in the sur­
vey. This is a relatively simple matter 
on the telephone, with a prelist 
viewable by the interviewer, but not 
to the respondent. On the Web, 
responses to this crucial question are 
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collected via input to a text box in a 
Web browser. With the many possi­
ble permutations of the spelling of 
something as simple as a company 
name, the capturing and subsequent 
use of the specific responses within 
the same survey can quickly become 
complicated, particularly if the skip 
logic later in the urvey requires 
restoration of these "open-ended" 
responses. This was managed by 
using a combination of text fields 
and text restores to affix total unaid­
ed and aided awareness into the 
database for future reference by the 
script. 

As described before, the sample 
frame was an online panel ofUnited 
States consumers, selected propor­
tionally by geography and U.S. 
Census demographic data, and then 
weighted after data collection. 
(Identical back-end weighting was 
applied to the telephone control 
group as well, and in both frames, 
and is used to mitigate the effects of 

non-response bias . This is a different 
application to front-end weighting 
used in sampling.) E-mail invitations 
and reminders were staggered 
throughout the 30-day fieldwork 
window to correspond with the 
daily dialing quotas for the tele­
phone study, ensuring that the dis­
tribution of the completes was 
spread as evenly as possible through­
out fieldwork. 

Data collection began for the par­
allel test the first week of December 
2002, and ended the first week of 
January 2003, allowing for a sample 
size of about 3,000 for each method. 
We began looking at the data after 
the first week of fieldwork to identi­
fy differences between the methods 
for key data points. 

The results 
Our first investigations focused on 
the demographic makeup of the 
households that participated in the 
study. Our principal concern was 
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that the online data would return 
vastly different breakdowns from the 
telephone data, but in fact, this was 
not the case. Due to careful sampling 
at the front end, we were able to 
avoid significant differences in most 
of these breakdowns. 

Respondent age was broken out 
into the following categories: 18-19, 
20-24,25-29,30-34,35-39,40-44, 
45-49,50-54,55-59,60-64,65-69, 
and 70+. Among these groups, there 
were only two where the difference 
between the unweighted Web and 
phone data exceeded 3 percentage 
points. Those groups were 45-49, 
and 70+ . 

The mean number of people 
residing in the household on the 
telephone was 2.65, and the mean 
for Web was 2.46, a very slight dif­
ference . 

For the household income break­
downs, the only significant differ­
ence was among households report­
ing an annual income of under 
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$15,000, with the Web data reflect­
ing a percentage 3.74 percent lower 
than the telephone data. Not a sur­
prising difference, with Internet 
penetration continuing to skew 
towards higher income households. 

Reaching minorities continues to 
be a difficulty for online research, 
which was evidenced by the race 
and ethnic origin distributions in 
the data from the Web component 
of the test. All of our ethnic groups 
had differences of greater than 3 
percent between the Web and the 
telephone data, with the frequency 
of minorities completing the inter­
view significantly lower online. This 
will continue to crop up in online 
research until the distribution of 
minorities with Internet access 
becomes comparable with their 
presence in the U.S. population. 
Until then, these issues must be han­
dled with weighting. For the pur­
poses of this study, we weighted the 
Internet data to the telephone data 
to provide the most analogous 
means of comparison. 

Gender breakdowns were not 
hugely different between the two 
methods, although the difference for 
both genders was significant. In both 
methods, a much higher distribution 
of women completed the interview 
than men. 

The findings from the demo­
graphic analysis provided us with 
what we needed to weight the data 
appropriately, but the most interest­
ing re ults of our comparisons came 
from the ad awareness section of the 
questionnaire, which is one of the 
focal points of the research. 
This section was designed to gauge 
recall and sponsor identification of 
ads for the telecom company and its 
largest competitors. Each respondent 
was asked about two advertisements, 
one for the telecom company and 
one for a competitor. These ads were 
randomly selected from a list of ads 
that were running during the field­
work window. In the telephone ver­
sion, text descriptions of the ads 
would be read to the respondent, 
who was then asked to indicate if 
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they recalled seeing or hearing these 
ads. Then those who did recall the 
ads were asked to identify (unaided) 
the companies associated with those 
ads. In the online version, the text 
descriptions of the ads were present­
ed on the screen for the respondent 
for the same exercise. 

What we found when we com­
pared the data for this section 
between the two methods was a sys­
tematic increa e in the online ver­
sion, both in awareness of the ads 
and in correct identification of the 
sponsor of the ads. This was the case 
for the telecom company as well as 
for each of the three competitors 
who were tracked. For the telecom 
company, for example, only 28 per­
cent of respondents remembered the 
ad they were asked about on the 
telephone, compared with almost 40 
percent online. Of those who 
remembered the ad, 34 percent cor­
rectly identified the telecom compa­
ny on the telephone, compared with 
75 percent on the Web! With the 
exception of one competitor whose 
historical performance has been 
poor in this section, these increases 
were similarly significant. 

We believe the primary factor dri­
ving this increase for the online ver­
sion is the ability of the respondent 
to see the text on the screen and 
respond to it in their own time, 
rather than having to make a split­
second decision while on the phone 
with an interviewer. We may be 
pulling in ome of the people who 
would report no awareness on the 
phone becau e they didn't have the 
opportunity to really think about it. 
In addition, there is the real possibil­
ity that our subject matter impacted 
awareness here. Because the compa­
nies we a ked about were purveyors 
of technology-related ervices, an 
Internet audience may inherently be 
more aware of such products and 
services when compared to the gen­
eral population. Both factors will 
require further investigation to 
quantify the impact on our data. 

A happy ending 
After the data comparisons were 
completed, we found that what dif-



ferences exist between the two 
methods could be accounted for and 
worked around. In many cases, there 
were no significant differences at all. 
Where necessary and possible, revi­
sions were made to the project 
structure to minimize these differ­
ences (adjustments to quotas) and 
maximize the new options available 
(incorporation of screen shots from 
television ads for ad recall and brand 
awareness). The project was renewed 
for 2003, utilizing the new method. 
The telecom company will be able 
to conduct research that will meet 
its business needs, even in the midst 
of steep budget cuts. Bottom line: 
don't let the combination of budget 
cuts and the increasing cost of tele­
phone data collection spell the end 
for your research.Your solution may 
just await you online. 

Recommendations for 
transitioning a telephone study 
to the Web 
• Identify your universe first. If you 
need to interview a specific 

minority group that is largely 
unrepresented on the Internet, a 
totally online study may not be for 
you. Investigate the possibility of a 
multimode study, with online 
AND telephone components. 
However, most studies with the 
general population or with a 
client's customer base can be easily 
transitioned to an online environ­
ment. 

• Pay close attention to your 
sampling. Duplicating your frame 
online is one of the most impor­
tant aspects of this transition. If 
you have a general population 
study, make sure your sampling is 
targeted to U.S. Census data up 
front. 

• Run a parallel test for at least 
30 days with your original method 
to determine which data points, if 
any, yield significant differences in 
the new method. Use this informa­
tion to make appropriate adjust­
ments to your questionnaire. 

• Keep your questionnaire as 
short as possible. Online surveys do 
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move faster than telephone, due to 
the absence of the 
interviewer/respondent interac­
tion, but even online respondents 
are subject to survey fatigue, and 
you may experience high dropout 
rates after a certain point, and 
introduce the risk of bias when the 
respondent grows tired of the sur­
vey. If you can, keep your script at 
20 minutes or less. 

• Take your time. Because of the 

ability to field surveys quickly, the 

inclination to rush the fieldwork 

process is significant. However, that 

which is true in the telephone 

world about respondent availability 

to complete surveys still holds true 

for the Web. If you field your study 

in a three-day window without a 

weekend, you will systematically 

eliminate those people who only 

check their e-mail at that time. 

Try to schedule your fieldwork to 

cover at least part of a week and 

one full weekend to maximize 

your representation. I Q 

Quirk's Marketing Research Review I 29 



I 

c 
0 

Does speed l<i II the 
data? 

A!ey benefit of using an online consumer panel is the ability to 
orten field length. Obtaining consumer input faster can give 
arketers a competitive advantage, especially for quick-hit i sues 

that require timely decisions. 
Although sampling is the foundation of any research project, researchers 

have struggled to find a sound source from which to draw an online 
research sample. Online consumer panels have become one of the most 
popular methods of sampling for an Internet survey. Mail and telephone 
consumer panels have been used for years, so many researchers see 
Internet-based panels as simply a logical extension of an established sam­
pling technique. 

Researchers can collect hundreds of surveys in one evening using an 
online consumer panel. To compare, it would take at least three weeks to 
collect the same amount of surveys using a mail methodology. If cost is 
not an issue, telephone interviewing can sometimes be used to complete 
fieldwork in one night. Unfortunately, experience tells us that completing 
a telephone study in one night does not always produce the most repre­
sentative or reliable sample (i.e., different types of people tend to be avail­
able at different times on different nights). 

Some researchers have wondered if the rapid pace at which online sur­
veys are completed may introduce similar problems associated with 
overnight telephone studies. Past research suggests that between 70 per­
cent and 80 percent of responses to online survey invitations are received 

during the first day of fielding. If 
the quota for a given project or 

Validating overnight 
sampling W'ith an 
online research 
panel 

quota cell is reached in that first 
night, then 20 percent to 30 per­
cent of your sample elements did 
not have an equal opportunity to 
take part in the study. 

In this article, we explore the use 
of replicate sampling in an online 
application. Replicate sampling is a 
procedure often used by govern­
ment agencies, academic institu­
tions and research organizations 

that require strict adherence to probability sampling. Instead of using one 
large sample frame, the sample frame is divided into small mini-samples. 
Each of these mini-samples has identical characteristics of the full sample 
frame. Researchers thoroughly work one replicate at a time, not releasing 
a new replicate until the previous one is exhausted. This technique ensures 
full use of the sample frame and prevents a certain type of consumer from 
being disproportionately represented in the final set of data. 

Pure replicate sampling requires a lengthy, systematic process that, 
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By Paul Curran and 
Nicole Cicogna 

Editor's note: Paul Curran is senior 
project director at Gongos and 
Associates, Inc., a Bloomfield Hills, 
Mich., research firm. He can be 
reached at 248-205-9500 or at 
pcurran@gongos.com. Nicole Cicogna 
is vice president of sales at FGI 
Research, Nonvalk, Conn. Formerly 
she was a senior account executive at 
Survey Samplittg International, 
Fairfield, Conn. She can be reached at 
203-845-827 5 or at 
ncicogna@fgiresearch.com. 
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unfortunately, isn't always possible or 
realistic in the realm of commercial 
market research. Market re earchers 
have, however, adapted the procedure 
in such a way that is now commonly 
used in oflline methodologies such as 
telephone and door-to-door inter­
viewing. It is unclear if applying a sim­
ilar technique to Internet research 
would prove beneficial, particularly 
when the research involves the use of 
an online research panel. 

This is the main focus of our 
research. While faster fieldwork is a key 
benefit of doing online research, we 
need to understand if completing the 
fieldwork quickly impacts the quality 
of the data we collect. By expediting 
the fieldwork, do we bia our sample 
with those who are more eager to par­
ticipate in surveys or by those who 
may check their e-mail more frequent­
ly? Are those more eager to participate 
in surveys reading diligently and 
answering in a coherent way, or are 
they rushing through just to get the 
incentive? 

To answer these questions, we ana­
lyzed the results of a typical online sur-

vey taken by members of an online 
research panel. Panelists were randomly 
placed into two groups - One-Time 
and Staggered. All One-Time invita­
tions were sent to paneli ts on a 
Thursday evening (Thursdays tend to 
produce high response rates). 
Invitations for the second group, 
Staggered, were divided into replicates 
of equal ize and released periodically 
over an eight-day period. Responses 
for the Staggered group were collected 
for 10 days to ensure all records were 
available on at least one T hursday 
eve rung. 

The panel and survey instrument 
The sample for this project wa donat­
ed by urvey Sampling International 
(SSI).The sample was drawn from SSI's 
online panel, SurveySpot, which con­
sists of over one million panelist 
households. Panel size is monitored to 
prevent over-surveying as well as 
under-surveying in an effort to main­
tain panelists' intere t in participating. 
Panelists are also offered rewards in the 
form of entries into a monthly cash 
prize drawing with each survey invita-

tion, increasing their likelihood of par­
ticipation. 

The sample was national in cope 
and balanced to the most recent U. . 
Census demographics. In this experi­
ment, the same ample size were 
selected for both groups, using an nth 
selection technique.A total of2,340 
were selected for each group. 

The survey instrument focused on 
con umer preferences for Hollywood 
movies and had four main sections: 
demographic profile questions, general 
movie preferences, attitudinal rating 
and semantic differential scales, and a 
discrete choice exercise. Each of the 
four ection was u ed in our assess­
ment of the data. 

All data collection was done using 
Gongos and Associates' online research 
tool . Likewise, Gongos and Associates 
did all the data analysis. 

Field diagnostics 
A review of field diagnostics between 
the two group revealed a couple of 
intere ting findings. 

First, we found replicate sampling in 
an online application to be extremely 
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ments: 
Table 1: Field Diagnostic Statistics Respondent attentiveness (appropri­

ateness of interview length): Staggered Approach One-Time Approach 

Number of Invitations Sent 2,340 2,340 

Percent Responding* 9% 17% 

Percent of Responders Who Qualify 78% 81% 
for Study 

Percent of Qualified Respondents 14% 8% 
Who Abandon Survey 

*Unlike most research projects, no attempt was made to contacVremind non-responder~. This, a~ong with the somewhat 
trivial nature of the survey, likely drove down response rates. The SurveyS pot panel typically delivers response rates of 30 

Companies experienced in conducting 
online research know the importance 
of monitoring the time respondents 
spend going through the survey and 
even the time respondents spend on 
each page of the survey. Regardless of 
the sample source, there is always a 
small proportion of respondents who 
complete the survey in an incredibly 
short period of time. At Gongos and 
Associates, this proportion is referred 
to as the "race-through rate." percent. 

inefficient. The One-Time sample 
yielded 216 completions in the first 24 
hours compared to the Staggered 
approach's 143 completions over a 10-
day fielding period. As noted previous­
ly, we knew that Thursdays tend to be 
a very productive night for online 
panel sampling. Even though all the 
Staggered records were active for at 
least one Thursday evening, its 
response rate was dismal compared to 
that of the One-Time group. 

From this observation, we hypothe­
size that mailbox clutter may impact 
response rates as much or more than 
the day of the week invitations are 
sent.The more full one's e-mailbox 
becomes, the less likely one is to 
respond to a survey invitation. The 
time and day survey invitations are sent 
becomes an important consideration 
when executing a successful online 
research project. 

The other finding worth noting was 
the rate at which qualified respondents 
abandoned the survey. Those respond­
ing to the One-Tin1e invitations were 
much more likely to stick with the 
survey than were those in the 
Staggered group. Response and inci­
dence rates are shown in Table 1. 

Experiment results 
Our first challenge was to measure the 
effect of the sampling procedure on 
the ultimate survey results.We wanted 
to establish whether or not the two 
groups were composed of the same 
type of respondents and if the two 
groups answered questions in the same 
way. To determine this, we looked at 
the demographic profile of the respon­
dents and the extent to which ques-

tions were answered differently by the 
two groups. 

Overall, there were no statistically 
significant differences observed 
between the two groups in terms of 
demographic profile. Likewise, there 
were very few differences observed in 
survey responses (about what you 
would expect to see using a 90 percent 
confidence level). 

Our second challenge was to assess 
the quality of the data. To do this, we 
used three different types of assess-

Consistency in response choices: 
When doing a discrete choice or 
choice-based conjoint survey, 
researchers will often include "hold­
out tasks." Hold-out tasks appear just 
like any other choice task except they 
are held out of the analysis when 
building the choice model (hence the 
name).While the main purpose of the 
hold-out tasks is to test the predictive 
ability of the model, they can also be 
used to test the reliability of the data 
being collected. This is accomplished 
by placing two identical hold-out tasks 

Celebrating 
years o~ . 

prern1er serv1c:e 
to the marketing 

research industry 
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Table 2: Summary of Selected Responses 

Staggered 
Approach 

n-143 

Frequent Movie Patron (10+ 
15% 

movies per year) 

Took a Child To The Last Movie 
32% 

They Saw 

Average Age of Respondent 42 years 

Percent Married 55% 

Enjoy Dramatic Movies 39% 

Enjoy Musicals 57% 

Agree There Is Too Much 
21% 

Vio lence In Movies 

at different parts of the choice experi­
ment. The percent that respond differ­
ently to identical choice tasks is 
referred to as the "test-retest failure 
rate." 

Data reliability: Our survey instru­
ment includes a "Hollywood animosity 
scale."This is an additive scale based on 
five attitudinal statements related to 
common complaints of Hollywood 
movies. As part of our evaluation of data 
quality, we used a test statistic called 
Cronbach's alpha to measure the relia­
bility of the scale. A higher alpha score 
indicates a more reliable scale.We would 
expect to see no differences in the 
alpha statistic between the two groups of 
respondents. 

With respect to data quality, the results 
were somewhat mixed: 

• There were no statistically significant 
differences between the two groups in 

One-Time 
One-Time 

One-Time Approach 
Approach (all) (first 24 

Approach 

hours) 
(first 143) 

n-143 n-300 n- 216 

15% 16% 15% 

34% 32% 29% 

40 years 40 years 40 years 

60% 61% 58% 

38% 38% 39% 

54% 53% 56% 

23% 24% 23% 

terms of average length of interview. 
What's more, both groups had similar 
race-through rates (well under 10 per­
cent). 

• The test-retest failure rate was com­
parable for both groups. There were, 
however, some directional indications 
that suggest those in the Staggered 
group answered in a more consistent 
fashion. 

• The alpha measure for the Staggered 
group was slightly higher than that of 
the One-Time group, suggesting 
respondents in the Staggered group 
answered in a more cogent manner. 

• As one might expect, data quality 
measures increased considerably after 
removing those who were thought to 
have raced through the survey. 

Conclusions 
Overall, researchers would draw the 

Tired of tape? 
save time. 
save space. 

ViC CD 
Get your focus groups on CD at over 100 facilities 
nationwide. Or send us your tapes for transfer. 
Three affordable choices: ViC Viewer, ViC Clipper or ViC Marker. 

Check our site 1 t Cl" 973 733 3434 
for _t~el~test n er_ 1pper (Fax)973~733~3440 
fac1i1ty l1st. www.vlcCD.com info@vicCD.com 
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same general conclusions from either 
dataset. Although our research shows 
that the Staggered approach may pro­
duce slightly higher-quality data, the 
negatives outweigh the positives in that 
the Staggered approach generates an 
extremely poor response rate. This 
experiment, along with other research 
conducted by Gongos and Associates 
and Survey Sampling International, 
allows us to offer the following recom­
mendations to online researchers: 

• In most situations, it is best to 
release all the survey invitations at one 
time. Care needs to be taken, however, 
when a project involves filling multiple 
quota cells at an even pace (for exam­
ple, when recruiting for an in-home 
product test or product clinic). 

• Encourage clients to field projects 
over a four- to five-day period.When 
an overnight sample is absolutely nec­
essary, work with your research sample 
provider to determine the most strate­
gic day/time to release the survey invi­
tations. 

• Use quota sampling to ensure that 
your final ample matches the demo­
graphic profile of your population. Set 
quota cells up in a matrix format, as 
opposed to standalone quotas. 

• Dynamically monitor the length of 
time respondents move through the 
survey, terminating those who appear 
to be racing through without reading 
the questions. When working with a 
company that hosts a survey for you, 
make sure it can accommodate this 
request and insist it include real-time 
monitoring of race-through rates. 

Sound practices 
The early days of online research 
were marked with the fervor of 
gung-ho advocates and the cautious 
uncertainty of old-school skeptics. 
Over the years, top research compa­
nies and sample providers have 
worked hard to cut through the 
hype and hyperbole and carve out a 
set of sound online research prac­
tices. Many of these best practices 
have been refined through careful 
analysis of case studies and experi­
ments. We hope this article con­
tributes to that body of research and 
that it may encourage additional 
research focused on online research 
sampling. I Q 
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When consumers 
whisper their 
values 

W
hen people interact online, all they have is words. They can­
not see facial expressions or hear shifts in tone or emphasis. 
They don't spend much time typing, and they don't use 

many words but they make those words work. They project their opin­
ions: vve should do this ... You wouldn't do that. They hedge their bets: vvell, 
maybe I could . . . Sometimes they might. They specify conditions: lf this hap­
pens, then . . . 

Browse a transcript from an online focus group or an online chat, and 
you will very likely be struck by the leanness of the communication: 
short one- and two-syllable words, lack of complete sentences, missing 
subjects and verbs. This terseness leads people to think that online dia­
logue conveys far less information than face-to-face conversations, and it 
does. But people's word usage in the online environment goes a long 
way to make up for the loss of cues from body language and intonation. 

The online universe does not just look or feel different, it is different. 
People change their language use, or modify their ways of cooperating 
with each other, and sometimes even change their names. But people's 
inner motivations don't really change. And they keep the same style they 
use when they talk. That style can be captured. 

Even in the online universe, as in face-to-face interviews or focus 
groups, style can be scaled to measure group solidarity or cohesion; style 
can also be scaled to measure consumer perceptions of a brand or ser­

vice. People have a constellation of 
preferred ways for expressing them­
selves, each dependent upon the 

Analyzing the words 
people use in online 
dialogs 

context of the conversation, and they 
take those preferences online. 

An analysis of consumers' online 
styles can show the social engage­
ment that is occurring within groups 
or between an interviewer and inter­
viewee. Style, even online style, can 

vidual is taking toward a topic. 

be scaled to determine the strength 
of a stance or position that an indi-

Our research finds the meaning that's wrapped up in people's style. 
Ask people's opinion about something. Here's what they typically use 
their own style to do: 

• tell you what they don't like; 
• muille their response, when they want to avoid hurting your feel­

mgs; 
• disclose personal experience when they're seriously interested; 
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Editor's note: Peyton Mason is 
president of Linguistic Insights, Inc., a 
Charlotte, N C., research firm. He can 
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• quality their reaction when 
they're feeling cautious. 

It's the way they do it - their sig­
nature style - that tells you what 
they mean. People's style is located in 
the way they choose and arrange their 
words. Our approach look at those 
words from multiple per pective , 
combining quantitative and qualita­
tive approaches to consumer commu­
nication to uncover their points of 
view, including the ones they thought 
were hidden. 

Multidimensional approach 
To get under the surface, we first use 
a set of multidimensional techniques 
that are typically used to analyze a 
collection of spoken, written or 
online texts. Sometimes the analyst 
uses these techniques to look for 
potential areas of deception. Other 
times, an analyst uses them to look for 
evidence of authorship. We use these 
techniques to look for ways people 
signal their attitudes. 

We draw on statistical analyses to 
determine underlying associations 
across a speaker's - or a group's -
language features . The approach is 
based on the assumption that "statisti­
cal patterns reflect underlying hared 
communicative functions" (Conrad 
and Biber 2001:7). 

The approach is multidimen ional 
because style is considered a bundle of 
language features that co-occur in 
text because they work together to 
mark some common underlying lan­
guage function. 

The qualitative aspect of this analy­
sis is the interpretation of how the 
factors ignal the impact of a particu­
lar bundle oflanguage features. 

What we quantify 
We employ a database of conver a­
tions. Each new transcript from an 
online focus group is compared to 
our database of online styles. We 
quantity and analyze consumer lan­
guage, in order to determine: 

-how comfortable the partici­
pants are in the communication situa­
tion; 

- how tentative they are with 
their personal response; 

-when and how they quality 

www.quirks.com 

their opinions; 
- when they're ready to commit 

to something; 
- when they're edging away; 
- how they recommend action; 

and how, all the way through, they 
send oft signals of their own values. 

Our databa e oflanguage styles 
contain 750,000 word and includes 
both face-to-face and online conver­
sation (chats), interviews and focus 
group . It' important to have selec­
tions from numerous topical areas. For 
instance, in the online universe of 
chat groups, topics serve as "places" 
where language styles can differ in the 
same way the different sections of a 
high school - classroom, auditorium, 
lunchroom, gym - constrain the way 
teens choose their words, their tone 
of voice, even the choice of who 
speaks to whom. To ensure a broad 
base oflanguage usage, the full data­
base contain groups and chats on: 
travel, family, friendship, money, 
music, religion, friendship, health, 
hobbies, books, sports and politics. 
The subset of online focus groups 
covers finance, travel, fashion and 
online retail, representing different 
regions, age and genders. 

From words to dimensions 
We've all heard the old saying: "It's 
not what they ay; it's how they say 
it."To see how they say it, we coded 
all the texts in the database. Each text 
in our full database was coded for 90 
part of peech, which were then ana­
lyzed for frequency. In this part of the 
analysis, we look at how people use 
their words to take a stand on a topic. 

Our series of factor analyses identi­
fied the 33 trongest patterns of word 
choice. Next, we scaled the factors to 
establish benchmarks that locate 
when members of a focus group 
change their position, signal their 
commitment or move into evalua­
tion. People 's tance shifts as the 
words scroll down the screen or arrive 
on the bulletin board. Meaning is not 
found in words alone. It's also in how 
words are put together. We measure 
both the what and the how. Here is 
why: In online focus groups, responses 
are short - five to seven words is a 
typical utterance. Two lines (or about 



18 to 20 words) are a lot to type. 
Responses are time-constrained and 
pressurized; utterances are unplanned, 
compressed and full of typos. And the 
responses are truncated:The partici­
pants do not repeat nouns and verbs 
used by the online moderator. 

Our benchmarks signal what peo­
ple have to say, when they say it, and 
how people collaborate to construct 
meaning when they are online, 
regardless of whether they are chat­
ting, sending e-mail or participating 
in focus groups. The "when" bench­
marks are the locations within a focus 
group discussion in which the partici­
pants are taking a stand. The "how" 
tells us what the stand is that they are 
taking. 

The participant in online discourse 
must be able to realign in seconds to 
changes in topic, addressee-addressor 
relations, size of audience in terms of 
number of participants and the 
entrances or exits of conversational­
ists, and in the tone of general or spe­
cific interactions. What the moderator 
or analyst needs is some way to go 

beyond the obvious, identifying subtle 
shifts and masked or buried "hot 
areas" of a transcript that typically stay 
hidden until the fifth or sixth pass 
through the material. 

In online focus groups, people 
don't hand you their meaning with 
the verbs they choose. Half the time, 
they leave out the verbs. Instead, 
meaning is carried by: adjectives, 
adverbs and adverbially-used preposi­
tions - not all at once, and not to the 
same degree. But they are the carriers 
of meaning, and participants arrange 
other types of words around them -
ort oflike trimming a tree- to sig­

nal the direction of the online discus­
sion and the strength of their feelings 
or opinions. When scaled, the interac­
tions among these carriers can identi­
ty the successive stages of the stance a 
person is taking toward the topic 
under discussion. 

For example, in the online universe, 
personalization is handled by first­
person pronouns, but the second-per­
son pronouns are typically used as a 
way to project belief or action, one 

step away from "I." Combinations of 
verbs of perception or cognition with 
modal auxiliary verbs - we called 
them "helping verbs" in school- can 
signal conditional interest. 

Stance Analysis Monitor 
The Stance Analysis Monitor 
methodology lets us identify con­
sumers' feelings toward a topic or 
brand or other stimulus, and their 
indirectly-expressed opinions. Focus 
group participants do not always want 
to say directly that they value or more 
often, what they do not like about a 
product or brand. Sometimes, they're 
not sure of what they think until the 
words spill out of their mouth or 
onto the keyboard. 

Stance is measured along four 
dimensions that measure the degree: 

• Strength- this is the intensity 
with which people whisper, speak or 
shout their position. 

• Conditionality - this is the 
extent to which people will qualify or 
list conditions constraining an action 
or a response. 
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• Hedging or wailling- here's 
where people back off, mitigate or 
soften their position. 

• Action-orientation- here's 
where people announce their intend­
ed action or project that action onto 
other people. 

No single grammatical or semantic 
feature tells the story. It's the interac­
tion between content and context 
that determines which language fea­
tures are used. Stance Analysis 
Monitor is multidimensional, and 
each dimension signals informational 
load and social involvement (Conrad 
and Biber, 2001). 

The impact of language 
combinations 
Language choice can signal social 
involvement. Ever read a note - or 
an online chat - and feel like you 
can spot who knows whom, and 
how well? Some grammatical forms 
sugge t a speaker is focused on 
becoming involved with the listener: 
When speakers delete the "that" 
after a statement ofbelief, opinion 
or perception, they are often sug­
gesting or initiating a social relation­
ship, increasing the potential for 
social cohesion, and inviting a simi­
lar response. "I believe we're ready to 
get that" has a different impact from 
"I believe that we are ready to get 
that." And "You'll think it's great!" is 
far more comfortable with its excla­
mation point than "You'll think that 
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it's great!" Using "that," particularly 
online, gives a deliberate, weighty, 
formal air to the conversation. If 
your online focu group starts using 
"that" in its sentences, watch out: 
participants may be feeling uneasy, 
or may be backing away from com­
mitment. 

What about "you"? "You" doesn't 
always mean "you, Dear Moderator," 
or "you, Dear Reader." It is often 
used as a sort of generic, where it 
suggests informal, colloquial, familiar 
conversation among people who are 
acting as if they ought to know each 
other. The "you" in these examples 
from our collection is not the "you" 
of direct address to the reader or 
hearer: here, the "you" means "1, we, 
or everybody" 

You diftnitely need comfort in shoes. 
You can get them like at Goody's for 

only 5.00. 
Dressing up makes you feel good. 
The trick is to decide when you 

means I, we, somebody, or anybody. 
The answer is usually keyed to con­
text. By context, we mean who's 
talking to whom, about what. 

"You" is often used to suggest a 
hypothetical situation. It use lets the 
speaker/writer achieve a little di -
tance, moving away from full owner­
ship of a situation or idea. That lets 
the speaker/writer make a comment 
on a situation without taking full 
responsibility for it. 
Communications researcher H-Y 

www.quirks.com 

Tao thinks that the first person to 
use "you" in this way in a conversa­
tion is actually taking on the status 
of the privileged peaker. We think 
it's a gentle form of one-upmanship. 
Look at how the writer assumes 
authority by using "you" in this sen­
tence: 

ulf you're going to write ads aimed at 
your audience, you'd better use their cur­
rent language." 

What does it all mean? 
A multidimensional analysis of 
online language spotlight the word­
u e equivalent to the visceral 
respon es, body language and 
involvement that are not observable 
online. It bridges the gap of being 
able to "view" participants as you 
would for an in-person group.You 
do not have to hire a brass band to 
take a stand: most people do it with 
a wink or a ingle word. Finding the 
online equivalent is where an 
approach like Stance Analysis 
Monitor is useful. It helps to get 
under the surface to detect what is 
important. It: 
• Replaces the loss of body language 
and intonation of in-person groups. 
• potlights participants': opinions 
and rationales; personal engagement 
with the topic and each other; waf­
fling; and potential for action. 

After the focus group or the inter­
view is over, the analyst has three 
tasks. Everything rests on how he or 
she takes an inventory of the chang­
ing positions, changing degrees of 
commitment, changing attitudes 
throughout the group or interview. 
The first task is to figure out the big 
story of the ebbs and flows in a dis­
cussion. The second is to look 
objectively at what people meant, 
when alliances or topics shifted, 
when the meanings blurred, and 
how engaged the participants were. 
The third is being able to compare 
transcripts, and that's hard. I Q 
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It's the user 
satisfaction, stupid 

W
hen the Internet first burst on the scene it was a magical, 
technical and complicated treasure chest guarded by Young 
Turks speaking a different language and creating a whole new 

set of rules. We all had visions of glorious overnight success in which 
money would rain down from heaven - or through the wires as the case 
may be. As we are all painfully aware, that didn't happen. 

The good news: There is no doubt that the Internet is here to stay and 
will play an increasingly large role in our lives as an information resource 
and as a convenient shopping channel. As the Internet mature , it is clear­
ly being integrated into the mainstream of business ... and being required 
to follow rule of fiscal discipline. 

The bad news: In spite of the growth and increased sophistication, 
there is still a huge amount of anticipated ROI being left on the table by 
site-owners. 

The problem 
Depending on the study you read, anywhere from 50-75 percent of 
online transactions are abandoned, with site visitors either going to a 
competitive Web site for their transaction or foregoing it altogether. 
Why? Because the Web sites they are visiting are riddled with usability 
hurdles - confusing navigation, incomplete information, and slow page 
loads, to name a few. A 2001 study by Arthur Andersen showed that more 
than 83 percent of Internet users are likely to leave a Web site if they feel 
they have to make too many clicks to find what they're looking for. 

This is not to say that companies have not attempted to manage their 
Internet assets. Many have taken advantage of assorted site log analysis 
and stress-testing tools. And, many have even done some usability 
research, though it is usually after a site has been developed. 

While these tools are important aides in the management ofWeb sites, 
many of these site owners are missing the broader picture: Analysis efforts 
are most effective when part of a fully integrated research and develop­
ment program. 

Critical to under tand is this: From a development and customer satis­
faction point-of-view, Web sites are just different "products" in spite of 
the fact that many people perceive them as being a different medium. As 
such, a company's Web site needs to follow the same rules of traditional 
user satisfaction studies -just like that for breakfast cereals, frozen veg­
etables or laundry detergents. 

It's a communication vehicle .. .it's a product .. .it's both 
"But we don't sell our Web site .. .it's a different medium for communica­
tion of our message to our clients." Very true. But, unlike the other com-
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munication channels such as radio, TV 
or print, Web sites are directly con­
trolled by each company and directly 
impact customers' experience with a 
company's product(s).You are in con­
trol of the format and design of the 
channel and the way in which your 
users interact with it. As such, your 
users must be satisfied with their 
experience of it - or they won't use 
it or possibly your products. 

Every marketer knows that lifetime 
value is the key to long-term success. 

• For consumer packaged goods, 
this means that a coupon in the 
Sunday newspapers can encourage 
trial of a new product, but product 
quality is what sells future purchases of 
the product. 

• Magazine publishers know that 
their real profit occurs when sub­
scribers renew their subscriptions 
beyond the first year. 

• Retailers know that a customer 
will not return to their store if they 
did not have a satisfactory experience 
- finding the product(s) they need 
with an acceptable level of service. 

• Direct marketers are driven by the 
lifetime value of a customer - not 
how much they spend during the first 
purchase, but how much they will 
continue to spend during their life­
time with a company based on posi­
tive customer experiences. 

Much like the retailers, the direct 
marketers and the CPG manufactur­
ers, Web site owners must reframe 
their perspective on their Web sites to 
realize that it is a product that must be 
developed and managed just like any 
other in order to achieve maximum 
ROI. 

What to do about it 
Site owners must return to the basic 
principles of market research and new 
product/ concept testing. In so doing, 
they need to incorporate site research 
into their annual budgets and sched­
ules. Specific research elements to be 
incorporated include: 

1. Identify the objectives for the 
Web site.What customer need(s) does 
it/will it satisfy?While this does not 
involve outside research, it is a vital 
first step to take for any and all new 
products, including Web sites. One of 
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the toughe t challenges for site owners 
is to determine who is going to use 
the site and for what. This may seem 
obvious for some sites, but it is an 
especially large challenge for the many 
sites that service multiple customer 
constituencies. 

2. Brand equity I consumer needs 
research. Run qualitative or laboratory 
studies to gather consumer feedback 
on early Web site design concepts and 
the fit between the site concepts and 
the objectives/ corporate brand equity. 
Does the proposed site meet con­
sumer needs and perceptions? 

3. Early-stage concept development. 
Run qualitative research to gauge 
broad directional feedback on ite 
objectives and strategies. 

4. Quantitative feedback to design 
concepts. Once concept options have 
been developed, use quantitative stud­
ies to help identify the leading choices 
in a statistically significant way. 

5. Detailed review of live site, both 
qualitative and quantitative feedback. 
Once the new site is fully functional 
and near launch, run a series of quali­
tative and quantitative studies to gath­
er detailed information about the site's 
subtleties as well as statistically reliable 
feedback on the core functionality and 
the site's look and feel. The research 
should include measurement of actual 
site usability and task performance in 
addition to measurement of the look 
and feel of the site. Disaster-checking 
a site before launch is far cheaper than 
launching a bad site and losing cus­
tomers and credibility forever. 

6. Competitive analysis. How do 
you stack up against the competition? 
Perform quantitative research on a 
regular basis to ensure your place in 
the market is secure. New online tools 
allow you to run head-to-head com­
parisons of designated tasks at yours 
and your competitors'Web site . 

7. Continuous monitoring. As the 
Web site continues to change and 
grow it is important to monitor the 
change . Pretest functional enhance­
ments to the site to en ure their effec­
tiveness. Are key tasks able to be 
accomplished in fewer clicks? Are all 
of the links still working? Do new 
design element continue to support 
the brand identity? 
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Like with traditional marketing, 
Web development questions are best 
answered via a combination of quali­
tative and quantitative research. 
Conduct qualitative at the early stages 
of product development and use more 
quantitative methods as the site gets 
closer to launch and broader, statisti­
cally significant feedback is required to 
confirm multimillion-dollar decisions. 

The critical thing to always keep in 
mind, however, is to be sure to start 
research as early in the development 
process as possible. Studies have shown 
time and again that monies invested at 
the early stages of site or software 
development have a huge return on 
investment in terms of software quali­
ty and usability while monies invested 
later in the process have a much lower 
ROI due to mistakes in development 
that must be reworked. Failure to 
invest money in research can be the 
most costly, resulting in poor sites, 
unhappy users and operational ineffi­
CienCies. 

Where to find the money? If you 
have money allocated to Web site 
development and maintenance, then 
you have money for usability research. 
Jakob Nielsen, a leading usability 
expert, recommends that 10 percent 
of site development budgets be allo­
cated to usability testing. This invest­
ment will garner, on average, a 135 
percent increase in site usability. Keep 
in mind, when planning research and 
site development projects, the most 
significant increase in usability comes 
from improvements to form-filling 
and navigational activities rather than 
from changes to the site's look and 
feel. 

Throughout the life cycle 
In order to successfully manage corpo­
rate Web ite , it is increasingly critical 
to measure performance throughout 
the site's life cycle- from earliest 
development stages to mature mainte­
nance mode - beyond simply tracking 
site traffic and log stats. Site owners 
must treat their Web sites like their 
brands, con tantly measuring customer 
perception and atisfaction, benchn'lark­
ing v . the competition, and investing in 
research efforts to ensure that develop­
ment efforts are effective. I Q 
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Painting a truer 
picture 

The Internet revolution taking place in the marketing information 
business is just hitting its stride. Today, about 10 percent of research 
is conducted online - but online market share is growing quickly. 

All indications are that, in the next few years, online will account for about 
70 percent of research dollars. As this change occurs, the amount of core 
and high-stakes research migrating to the Internet will also rise. While 
there will always be roles for other media- particularly where they suit 
research needs better than the Internet- online custom research will cer­
tainly be the most common future methodology for informing business 
decisions. 

At this pivotal time, as Internet research moves from a new method to a 
core method, important questions must be investigated: 

• How can online research be reliably integrated with business decisions? 
• What are the opportunities and the pitfalls in applying online research 

to decision-making? 
• What are the differences between higher- and lower-quality Internet 

research approaches? 
All of these issues must be understood by users as we go forward. 

Correspondingly, other factors that affect online marketing information 
quality- such as the environment for recruiting, maintaining and retain­
ing respondents - are also at a tipping point, and changing even faster 
than the business uses of online research. Clutter, spam and slowing growth 

of computer and Internet penetration 
are all creating dramatic transforma­
tions in the online world - and more 

Is data from a change is on the horizon. As a result, 
users of online research must not only 
be cognizant of how to choose and 
apply online research today, but also 
must know how to move through the 
chaotic future we are facing. 

representative 
online panel more 
valid? Through an ongoing research-on­

research progran1, our firm is commit­
ted to understanding how, in the con­
text ofbetter decision-making, 
researchers, marketers and social scien-

tists all must adapt to the evolving consumer and online environments. We 
must challenge ourselves to use the Internet revolution not just as a change 
in data collection method, but as an opportunity to maximize research's 
value for more informed consumer-based marketing decisions. But to 
make this important leap, we must first gain a thorough understanding of 
the variety of online research tools and their effects. 
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By John J. Lewis 

Editor's note:]ohn J Lewis is 
president and CEO of Knowledge 
Networks, a Menlo Park, Calif. 
research firm. He can be reached at 
650 289-2050 or at 
jlewis@knowledgenetworks.com. 
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Quality dictates 
Research quality should be defined by 
its impact on the business decision. 
Research outcomes are determined by 
the quality of the sample, the research 
design, or the analysis and interpreta­
tion of results. This as essment deals 
mostly with sample quality, which 
varies widely in the online world. 
Simply put, sample quality dictates the 
soundness of results. So, while support­
ing decisions with good research 
requires more than high sample quality, 
it is a necessary precondition if one 
wishes to project findings beyond the 
specific set of respondents used in a 
given study. Thus, sample quality repre­
sents the most logical place to start 
assessing online studies and their busi­
ness impact. 

Most online research respondents 
come from one of two sources: 

• Volunteer panels and e-mail lists: 
Consumers who have volunteered to 
participate in ongoing research; most 
are obtained via pop-up ads, e-mail 
bla ts, word of mouth, list purchases. 

• Volunteer rivers: Recruited by 
many of the same techniques as panels 
and lists, these respondents have volun­
teered for one-time research only. 

Two things are conunon to both of 
the above types of sample. First, neither 
of the populations are defined by the 
researcher (anyone and everyone can 
sign up and participate in research con­
ducted in this manner) . This poses 

security as well as methodological risks. 
Second, neither of these methods is 
based on random selection - o 
respondents, in essence, choose the 
research( er) rather than the other way 
around. 

An alternative to these methods i 
the representative approach, as embod­
ied by the Knowledge Networks Panel. 
The panel is based on a representative 
san1ple of the full U.S. population­
both Internet and non-Internet house­
holds. Sample members are initially 
recruited by phone; those who do not 
have Internet access are given it free of 
charge. The result is an online ample 
that represents all U.S. household . 

In any research, there are three pri­
mary types ofbias associated with sam­
ple source: 

• coverage bias: excluding certain 
groups from the universe of potential 
respondents; 

• self-selection bias: allowing respon­
dents to be "self-chosen" ("volun­
teeri m"), rather than using a pre-des­
ignated san1ple; and 

• non-response bias: receiving survey 
responses from only some of those who 
were invited to participate. 

Depending on the methods 
employed, these sources ofbias can 
have a dramatic effect on survey results. 
The job of the researcher is to mini­
mize, as much as possible, these biases. 
Thus, the "quality" of sample should be 
judged with reference to the e types of 

ACA/Web 
Adaptive Conjoint Analysis 

In 1985, Sawtooth Software created the first ACA software system. 

It became the most widely used conjoint software in the world. 

Now you can deploy ACA surveys over the Web on your own website. 

ACA is a proven technique for understanding buyer preferences 
and predicting their behavior. 

Experience a live ACA/Web survey at 
www.sawtoothsoftware.com 

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

360/ 681-2300 • 360/681-2400 (fax) 
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bias. A brief de cription of each fol­
lows. 

Coverage bias: Findings from Pew's 
highly regarded "Internet and 
American Life" studies show that 61 
percent of the U.S. population goes 
online from any location to access the 
Internet or to send and receive e-mail; 
this level has remained constant for 
well over a year. This means that, for 
the foreseeable future, any sample that 
is derived wholly from the Internet 
population - as volunteer online sam­
ples are - will exclude 40 percent of 
the population. The fact that there is no 
universal database of e-mail addresses 
also means that there is no way to cre­
ate a probability sample of the 60 per­
cent of consumers who are online. 
And, since Internet use is skewed to 
upper-income, white, highly educated 
people, this segment will be over-rep­
resented in online-only samples. 

By contrast, 96 percent of the popu­
lation ha a telephone number; thus, a 
san1ple recruited from a univer e of 
telephone numbers will exclude only 4 
percent of the population. 

Self-selection bias: Opt-in samples 
are, by definition, self-selected; and 
tho e who volunteer to participate in 
research repre ent a narrow sub-group 
of the Internet population - possibly 
more opinionated, and more interested 
in the topic of the survey or in answer­
ing surveys in general. When the 
researcher, via random sampling or 
other techniques, chooses samples then 
self-selection bias i eliminated. 

Non-re ponse bias: If a repre enta­
tive research sample has been cho en in 
advance, the quality of findings will 
depend on the ability to obtain answers 
from as many potential respondents as 
possible. In the world of telephone 
research, this means maximizing the 
number of surveys obtained from a 
pre-selected sample of telephone num­
ber. 

Volunteer Internet surveys do not 
have a predefined sample; their respon­
dent pools consist of whoever has seen 
a given pop-up ad or received an e­
mailed solicitation. Since this universe 
is almost never defined in volunteer 
surveys, it i impossible to prompt par­
ticipation through follow-up messages. 

Using a repre entative approach 
minimizes the three sources ofbias as 



Put it in context 
Table 1: Summary of the Levels of Success in Coverage, 

Panel Recruitment, Survey Response 
The value of research quality cannot be 
established or understood in the 
abstract; it must be tied to specific 
interpretations and business decisions. 
Are the quality variations from one 
survey to the next large enough to 
change actual decisions about products, 
ads, policies or commodities? Placing 
quality differences in this context 
demonstrates their significance - or 
lack thereof- and gives clients a sense 
ofhow best to deploy different types of 
research. 

Coverage of 

U.S . Population 

KN Panel 
96 percent 

(Non-telephone H H 

not covered l 

57 percent 
Volunteer Internet (Non-Internet HH not 

covered) 

ROD Telephone 96 percent 

follows: 
• Coverage: Because the ample for 

the representative panel is based on the 
telephone universe, only 4 percent of 
the population is excluded. 

• Self-selection: Re pondents are 
selected via random sampling; no self­
selection is involved. 

• Non-response: In our case, we 
make aggressive attempts to build a 
community - to recruit its full sample 
to the panel and to maintain their par­
ticipation through incentives, newslet­
ters and other techniques. 

Table 1 compares average levels of 
success for typical volunteer Internet 
research, RDD telephone studies, and 

Panel Recruitment Survey 
Cooperation Response 

50 percent-90 percent 
39 percent (7- to 30-day fielding 

period) 

15 percent-35 percent 
.02 percent (7- to 30-day fielding 

period) 

N/A 25-50 percent 

the Knowledge Networks Panel. 
Some researchers have suggested that 

bias caused by opt-in samples can be 
essentially eliminated after the fact 
through weighting and balancing. But 
such adjustments can only be made 
according to a standard demographic 
profile that cannot reproduce the 
unpredictable ways that a truly repre­
sentative sample would respond to a 
given set of survey questions. And our 
research has shown that, even with 
sample balancing, results from opt-in 
surveys can still differ widely from rep­
resentative research - a fact we illus­
trate below. 

To shed light on this issue, we used 
two surveys as opportunities to com­
pare volunteer research to that pro­
duced by a representative sample (the 
Knowledge Networks Panel). In both 
cases, after the proprietary surveys had 
been completed by KN, we obtained 
volunteer sample from prominent ven­
dors and fielded the same instrument 
among those groups. (For more infor­
mation on these studies, see Pineau & 

Slotwiner, "Probability Samples vs. 
Volunteer Respondents in Internet 
Research: Defining Potential Effects on 
Data and Decision-Making in 

for Over 25 Years. 
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just a goal- it's a reality. That's why our customers 
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top quality data collection at the lowest prices, on­
time results, and the attention to detail you deserve. 

1/HIR Research Group 
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www.quirks.com Quirk's Marketing Research Review I 49 



Chart 1: Past-Month Off-Premises Alcoholic Beverage Consumption Among Men 21-27 
Knowledge Networks Panel vs. Volunteer Sample 

• KN Panel • EM-1 

Chart 2: Past-Month Out-of-Home Alcoholic Beverage Consumption Among Men 21-27 
Knowledge Networks Panel vs. Volunteer Sample (Absolute Differences) 

I • Off-Premises (Avg. Diff .= 15.77%) • On-Premises (Avg. Diff. = 12.00%) I 
35% ------ --------~-. 
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Marketing Applications." Knowledge 
Networks, 2003.) 

In one case, a study of alcohol prod­
uct potential among young men was 
fielded with two different opt-in sam­
ples, yielding three data sources. In the 
other, research on acceptance and lik­
ing of a new line of facial products was 
conducted among one volunteer 
group, as well as the KN Panel. In both 
cases, the volunteer samples produced 
data that was consistently different -­
often to extremes -- from the repre­
sentative KN data, and would have led 
to different marketing decisions.And in 
both cases, the client affirmed that the 
representative KN findings were more 
in line with expected levels and thus 
would be considered the definitive 
findings. 

In the alcohol research, we first 
examined the data to see whether or 
not the different vendors produced 
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comparable levels of on- and off­
premise alcohol consumption among 
men ages 21 to 27. Second, we evaluat­
ed whether the data exhibited the same 
relative distributions across the vendors. 
Finally, we investigated the extent to 
which weighting the volunteer samples 
changed the results of the first two 
analyses. In all cases, we found that the 
data from the volunteer groups differed 
significantly from the KN data. 

Chart 1 summarizes the estimates 
derived from the first question in our 
survey: "Which of the beverages listed 
below have you consumed in your 
own home or someone else's home in 
the past month?" Data are presented for 
the KN sample and from one of the 
volunteer list vendors. (We could not 
use the data from the second source for 
this chart because that vendor would 
only provide data for the qualified 
completes [hard liquor drinkers], and 

www.quirks.com 

this table is based on all completes.) 
The average difference between the 

representative and volunteer estimates 
is about 16 percent. Reproducing this 
chart for the second question -
"Which of the beverages listed below 
have you consumed outside the home, 
for example in bars, clubs or restaurants 
in the past month?"- yields nearly 
identical results (the mean difference in 
the estimates was 12 percent) . Chart 2 
summarizes these differences by cate­
gory for the measures of on- and off­
premises alcohol consumption. 

The measures of on- and off-premis­
es consumption, then, show clear dis­
parities across the two groups-- differ­
ences large enough to influence deci­
sion-making. The pattern of higher 
consumption in the volunteer group 
holds true for practically every type of 
alcoholic beverage examined in the 
study. 

If the client were trying to estimate 
the overall size of the market for fla­
vored alcoholic beverages and intended 
to invest heavily in product develop­
ment if the size of the market exceeded 
25 percent of males age 21 to 27, the 
final business decision would have been 
different depending on whether they 
relied on KN panel data or volunteer 
respondents. The result could have 
been development and launching of a 
product whose demand was signifi­
cantly lower than expected. 

Similar results 
We obtained similar results -- with 
equal potential to impact marketing 
decisions -- when comparing volun­
teer and representative findings for the 
facial products study. The study was 
intended to supply answers to impor­
tant questions such as: 

• Who are the early triers of the new 
product line (in terms of demographics 
and behaviors)? 

• Does the profile of early users 
match initial marketing efforts for the 
line, or does the targeting need to be 
refined? 

To answer these questions, it is criti­
cal to obtain accurate measures of inci­
dence and reliable data on the demo­
graphic profiles of users. If the target 
group is not, ultimately, representative 
of all new users, then measures of prod­
uct performance and benefits may be 



Chart 3: Individual SKUs for New Facial Products Brand versus Broader Category 
Knowledge Networks Panel vs. Volunteers 
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skewed as well. 
The KN Panel data indicate that 

U.S. marketplace penetration for the 
line is about 1.2 percent; that is, 1.2 
percent of those surveyed said they 
used the product one or more times 
per week. This figure is appropriate for 
an HBA product ix month po t­
launch in a highly fragmented category. 
The volunteer group, however, yielded 
substantially different measures of 
brand usage; the line penetration num­
ber was 3.3 percent- nearly two-and­
a-half times the representative panel 
data estimate. 

Other differences were clearly evi­
dent between the two amples. For 
example, the profiles ofbrand user 
described by the two sources of data 
show notable deviations. Early 
brand triers identified via the volunteer 
study appear to be younger, more edu­
cated, wealthier, and have more chil­
dren then their KN data counterparts; 
they are also less likely to be African­
American or Hispanic. All of these 
skews match the classic profile of 
Internet users. 

Chart 3 shows the data differences 
between representative and volunteer 
samples in terms of those liking the 
new products "better than others." 

The disparities between the estimates 
ofbrand usage could lead the manufac­
turer to draw dramatically different 
conclusions about the success of its 
product. As these data are used to make 
explicit decisions regarding advertising 
and marketing efforts, overestimation of 
the brand's success could lead to 
decreased marketing support when, in 
fact, performan~e is average for the cat­
egory. Such a mistaken decision could 

SKU4 SKU5 SKU6 

have serious consequences for the 
brand. 

The extreme difference in the pro­
files of early adopters painted by the 
two data sources could also yield diver­
gent busines decisions. Understanding 
the basic characteristics of early 
adopters i key to assessing and refining 
marketing trategy. It affects all deci­
sions related to the purchasing of tar­
geted media for marketing and com­
munications efforts. As a result, misun­
derstanding this group - as would 
likely happen with the volunteer data 
- could lead to an unwarranted 
change in cour e, or lack thereof. 

Unlimited potential 
The Internet offers almost unlimited 
potential as a marketing and public 
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policy information source, and is fully 
suited to core studies if appropriate 
methods and quality checks are 
deployed. Studies like those discussed 
above demonstrate that different 
online research resources and tech­
niques can yield very different results 
and change busine decisions; know­
ing the effects of these factors is es en­
tia! to taking full advantage of all that 
the Internet has to offer. 

We will continue to explore quality 
issues of all kinds related to research 
-an initiative that will take on grow­
ing significance as the online business 
and research environment continues 
to transform. Pop-up blockers, anti­
spam technologies, the growing num­
ber of companies soliciting respon­
dents via the Web, and government 
regulation all are poised to transform 
the Internet experience. T heir effects 
demand monitoring and adjustment 
among those who wish to fulfill the 
Web's potential as a market research 
medium. 
The path to informed business deci­
sions - by researchers and informa­
tion suppliers alike - requires that 
the characteristics and business value 
of quality research become a high­
profile issue in the industry. 
Understanding how to use and unlock 
the power of data obtained from the 
Internet is perhaps the most important 
opportunity - and challenge - in 
market research today. I Q 

Specialized services 
for a II types of research 

Traditional Focus Groups 
Product Clinics 
Ethnographic 
Observational 
Website Usability 

• On-site transcription, includes 
time code reference and 
color picture of respondent 

• Videoconferencing and 
webcasting from any location 

• We have worked in every 
major U.S. market and 22 
foreign countries 

• Highl ight and summary 
video edits 
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From door-to-door 
to the Internet 

I 
t's 1963. A client calls. His company has a great new detergent it 
wants to test in your market. Your job is to get the product into the 
hands of 50 qualified respondents and convince them to do two 

follow-up surveys about how the new product performed. Sounds like 
a product placement you might be asked to do today. The difference is 
that today you could do this using one of several methodologies. Back 
then the choice was pretty much limited to door-to-door. 

Glyna Kilpatrick, field director at the Nashville Research Group in 
Nashville, remembers those door-to-door days and the procedures 
researchers had to follow for sampling, security and follow up: 
Normally women were the interviewers and often traveled in pairs for 
safety. They would be assigned a neighborhood and were given an exact 
pattern to follow. They worked to the right, knocking on doors, screen­
ing mostly women, who back then had not made the mass migration to 
the job market. Once they got a placement they would skip over a set 
number of houses before they knocked again. 

Looking back, she says it is still amazing to her how many people 
invited them into their homes, sometimes two to three times over the 
course of a study, for no incentive other than the product itself. She also 
remembers some of the crazy things that she experienced, including 
having the clipboard jerked out ofher hand, or the time she was chased 
down the street, or when a naked man answered the door! 

Twenty years later, in 1983, if 
those same specs came across your 
desk, you had choices. Between 

Product placement 
research moves into 
the 21st century 

1960-1990 telephone interviewing 
replaced much of face-to-face inter­
viewing in industrial countries. 
During that time there was al o 
growth of mail panels and mall 
interviewing. Although there was 
early re istance to the new method­
ologies, the timing of their emer­
gence was perfect, a door-to-door 

was becoming a thing of the past as people became more security-con­
scious and women left home to join the workforce. It was now possible 
to pre-recruit by phone or mail, then mail the product or send respon­
dents to a central location or mall for pick-up. Follow-up surveys could 
be completed by phone, mail or in-person at the mall. 

Nowadays, you receive an e-mail with those same specs.And there's a 
new kid on the block: online data collection. Initially online was 
embraced by some as a viable alternative and rejected by others who 
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projects with a sense of purpose and confi­
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understand your customers, and we've 

transformed our business to meet your 

need with far-reaching marketing, product, 

and business information. 

Delve creates and fosters environments 

for dynamic dialogues between marketers 

and customers. Whether they be face-to­

face, voice-to-voice, or technology-based 

settings like the Web, we are committed to 

providing the best in the business. 

Connect with us today and we'll give you 

a gold medal performance! 

Focus Groups 
Pre-Recruits 

Web Surveys 
Telephone Interviews 

Central location Testing 
Taste Tests 

Interactive Voice Response 

www.delve.com 
800-325-3338 

Delve· 



saw it as a non-proven technique. 
Acceptance of online research has 
been going through the same stages 
that phone did in the '60s . However, 
with a large percentage of the popu­
lation now online at home or at 
work, more and more researchers are 
finding their comfort level. Initially 
used for low-complexity customer 
satisfaction surveys with client lists, 
the Internet can now handle the 
most complex designs and deliver a 
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Map- Ip-Persgg 
Prgduct P!acemegt 

Mall Strengths 

• Target respondents-
sight screening 

• In-depth probing 
• Establish human contact 
• Can clarify unclear 

responses 
• Lower shipping costs 

Mall Weaknesses 

• More socially acceptable 
responses 

• Interviewer error 
• Not always 

representative of 
population 

• High staff & facility 
needs 

• Additional data entry 

Qpljge Prpdyct P!acemegt 

Internet Strengths 

• Minimize interviewer 

bias/ social acceptability 

• Target respondents 

easily 

• Faster recruits/follow up 

• Respondent completes 

when convenient 

• Higher response rates 

• Recruiting costs lower 

sample of the general population. 
The scope of the projects fielded 

online has grown to include product 
placements. Recruits can successfully 
be found online for placements for 
everything from granola bars to toi­
lets. (Yes, I said toilets. It has been 
done.) What online brings to the 
table is one-stop shopping. Rather 
than dealing with a number of malls 
and perhaps a WATS vendor, the 
online service bureaus can recruit in 
all markets, and do all the follow-up 
surveys. In addition to the data col­
lection, they can provide sampling, 
programming, incentive fulfillment, 
coding and tabs. They don't usually 
ship the product, although they pro­
vide contact information for those 

www.quirks.com 

Internet Weaknesses 
• In-depth probing 

• Shipping costs higher 

• Not representative of very low 

income and elderly population 

• Small sample sizes (<200) 

not necessarily cheaper 

• Considered convenience 

sample - NOT random 

respondents who have agreed to par­
ticipate. The partnering of an online 
vendor and a mall facility is another 
alternative. The malls actually do the 
recruit, screening and product place­
ment. Respondents must have an e­
mail address as they are sent an e-mail 
invitation to participate in the recall 
surveys. 

What's the right method? 
With all the data collection choices 
available for product placement, 
what's a researcher to do? I actually 
asked several researchers that very 
question. The consensus seems to be 
that the "right" method, as always, 
depends on research objectives, tim­
ing and the budget. But since it's 



!elephgge Prgduct Placemegt 

that avoid mall atmospheres (i.e., 
skews mostly women), or the avail­
able public may skew racially (fewer 
minorities in suburban malls; fewer 
non-minorities in urban settings), by 
income, or some other less visible 
way. 

Telephone Strengths 

• Establishes human 

contact 

• Probe and clari fy vague 

answers 

• Complete a study 

relatively quickly 

• Moderately 

representative of the 

larger population 

Telephone Weaknesses 
• Completion rates have 

declined dramatically 
(DNC) 

• Surveys becoming less 
representative 

• More socially acceptable 
response 

• Interviewer bias 
• High staff and facility 

needs 

"A concern about Internet prod­
uct placement is the lack of avail­
ability of a large, accurate e-mail list 
from which to recruit, and the reali­
ty that there is still a large portion of 
the population that has neither e­
mail nor Internet access ." 

Majl Prgdyct Placemegt 

Lynda Manning, vice president of 
sales, Universal Survey Center, New 
York: "I don't put products in malls 
that require all males . For example, 
men's hair color is not a good fit. 
Higher-end products also don't 
work as well in the mall but are 
great online." 

Beth Fischer, president ofThe TCI 
Group, Minneapolis: "When sight 
screening is a factor - looking for 
plus sizes, for example - the mall is 
best. However, mall traffic is not 
always a good read of the market as 
most attract shopper within a five­
mile radius." 

Mail Strengths 
• Long response 

categories 
• Privacy 
• Sensitive questions 
• Low staff and faci I ity 

needs I cost 
• No interviewer bias 
• Respondents complete at 

their convenience 

hard to find a methodology that is 
always "faster, better and cheaper," 
usually trade-offs have to be made. 

Their opinion on the issues of 
quality, cost and speed are document­
ed below (two responded via e-mail; 
the rest were interviewed by phone) 
and then summarized by method in 
accompanying charts. 

• Recruiting the right audience 
Gerry Cain, president, TIP 

Research, Kansas City, Mo. (viae­
mail): "From a methodological 
standpoint, online product place­
ment may make more sense over 
mall/ CLT if diversity in participant 
recruitment is an important factor. 
The publics in a mall are 'conve­
niently' gathered and generally 
demographically similar. But there is 
a large percentage of the population 

Mail Weaknesses 
• Cannot probe open-ended 

responses 
• Respondents can 

selectively respond to 
questions 

• Additional data entry 
step 

• No face-to-face contact 

Dianne Littlefield, field director, 
de Kadt Marketing & Research, 
Inc., Ridgefield, Conn.: "I prefer the 
mall because I've always done it that 
way and I know what to expect. I 
know who my audience is . I worry 

FOCUS GROUPS/ 
CLEVELAND SURVEY CENTER 
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Three Large Suites Multi-Purpose Room 

Multiple Tl Lines in all Suites 
Litigation Research, Medical, Consumer, 

Product Placement, Taste Tests, 
Pre-Recruits, Videoconferencing, On-Site 

Excellent Recruiting - Project Management 
We are the only centrally located facility serving all 

parts of greater Cleveland/ Akron & vicinity 
Call: 800-950-9010 or 216-901-8075 
Fax: 216-901-8085 or 216-642-8876 
Web: www. focusgroupsofcleveland.com 
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about the representativeness of an 
online panel." 

• Response rates 
Lisa Doyle, vice president, C&R 
Research Services, Inc., Chicago (via 
e-mail): " It is our experience that 
recruitments and placements made 
via the Internet yield a much higher 
response rate than more traditional 
methods. First, a recruit/placement 
made via an online panel yields a cap­
tive, interested audience. Second, the 
completion of the follow-up survey is 
done at a time that is most convenient 
for the respondent. Third, higher 
response rates mean that our clients 
can produce less product which, in 
cases where prototypes are produced 
by hand, can be a huge 'win' for the 
client and their budget." 

Beth Fischer: " It 's easier for the 
respondent to disengage if it's not in­
person. However, people are becom­
ing more used to engaging in a virtual 
world." 

Lynda Manning: "If a respondent 
has been recruited at a local mall, they 

know where to go if they need help. 
That face-to-face contact makes them 
more committed." 

• Cost 
Lisa Doyle:" First and foremost, the 
is ue of cost is probably one of the 
biggest areas of advantages to an 
online product placement. We've 
found that the cost of an IHUT [in­
home u e test] recruited and placed 
through more traditional avenues can 
be cut in half when recruited via the 
Internet, which is quite appealing to 
clients who face budgetary constraints 
and cuts on a daily basis." 

Dianne Littlefield: "The cost of 
product fulfillment ha to be factored 
in. It's one shipment per mall vs . hun­
dreds of individual shipments if it's 
done online. A disadvantage of the 
mall is interviewer error.You have to 
rely on them to give the correct 
product to the correct respondent. 
Mis-placed products or products 
placed with non-qualified respon­
dents is a waste of time and money." 

Lynda Manning: "The trade-off 

~iii~J[r~. Multivariate Weighting 
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might be that the shipping for 
online is higher but the recruiting 
costs are low enough to make it 
more appealing." 

Beth Fischer: "You must always 
consider your research objectives, but 
most trade-offs are driven by price." 

• Speed of data delivery 
Gerry Cain: "For obvious reasons, 
online makes sense if quick turn­
around time is critical." 

Lisa Doyle: "The shortened recruit­
ment phase is another prime benefit 
for recruiting an IHUT via the 
Internet. Recruitment from an online 
panel usually takes about a week, with 
incidence of the group you are look­
ing to target playing a small role." 

• Quality of information 
Gerry Cain: "An advantage of 
mall/ CLT is the presence of an 
interviewer, who is able to clarify 
questions or responses, if necessary. 
There is also an element of'instant 
validation,' which is difficult to 
achieve online. Survey respondents 
tend to report greater satisfaction in 
their involvement in surveys if their 
participation is active - engaged in 
mall/ central location te ting or 
interacting with computer - rather 
than passive - listening on the tele­
phone. Increased satisfaction among 
participants translates into better 
responses and hence, better market­
ing intelligence." 

Diversity of tools 
What I learned from talking to my 
colleagues is that they are not totally 
committed to any one methodology. 
They evaluate each project, weighing 
the necessary outcome with the 
advantage and disadvantages each 
method offers, and make thoughtful, 
educated decisions. There also seems 
to be a movement towards mixing 
methodologies. Researchers today are 
armed with a diversity of tools in 
their briefcase and this is what clients 
want and expect in this 21st century 
world of choices. I'd love to hear from 
readers with comments or from those 
who wish to share their experiences 
with product placements. I Q 
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Conducting Web 
site usability 
research 

the beginning of the 21st century, Web site usability research was 
robably the fastest growing area within the market research 
dustry. Everyone was pouring money into developing sophisti­

cated sites, e-commerce was booming, new site concepts were being 
developed on a daily basis. Then the market crashed, budgets shrank, and 
the resources available for developing and testing new sites dried up. 

But research moves in cycles. Companies have recently begun to 
remember the importance of evolving, expanding and refreshing their 
Web presence. And as Web development dollar have begun to grow 
again, so have the resources for Web site research. 

While it is clear that companies are returning to usability research, the 
jury is still out on how usability research should be conducted. This article 
is meant to provide professional researchers and clients with a perspective 
on conducting usability studies. It does not attempt to define the "best" 
way. Rather, it is meant to provide a point of view and some suggestions 
that may help shape the discussion. 

At the simplest level, there are two basic approaches to Web site usability 
testing and each has its own strengths and weaknesses. In this article, we'll 
focus primarily on qualitative usability interviews. 

Qualitative usability interviews 
Qualitative Web site usability interviews are traditionally done with one 
respondent- or site visitor- and one interviewer sitting together at a 
computer. The interviewer prompts the respondent with a series of open­
ended questions as he directs his or her attention to different areas of the 
site (e.g., home page, nav bars, product layout) and asks the respondent to 
attempt a variety of tasks (e.g., sign up for an e-mail newsletter). 

By watching how respondents navigate the site and by listening to their 
comments, patterns emerge in how visitors respond to both the site as a 
whole and to specific elements. As the interviews progress, the moderator 
is able to drill down deeper and deeper into these areas. Research ques­
tions that can best be addressed by this methodology include: 

• What is the visitor's overall impression of the site? 
• Is the ite easy to navigate and does it follow a logical design? 
• What are the obstacles to completing important site tasks? 
Because the interviews are qualitative, a large number of interviews are 

not necessary. We typically recommend 10-15 interviews per user seg­
ment. Therefore, if you are just testing one segment consider doing about 
12 interviews, but if you're testing two segments (e.g., design engineers 
and line ofbusiness managers) try a total of18-20 interviews. 

Clients are often attracted to this idea of conducting usability research 
in a focus group setting; it increases the efficiency of the process and low­
ers the per-interview co t. However, it also dramatically reduces the effec-
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tiveness of the research. In order to 
truly assess the user's experience, the 
respondent must be free to navigate 
the site as they might at their own 
desk, not while trying to keep up with 
a group. The group setting creates a 
distance between the visitor and the 
site and the interaction between group 
members interferes with the respon­
dent's ability to clearly communicate 
his experience with the interviewer. 

A group setting can be an appropri­
ate choice when exploring design 
concepts and getting feedback on new 
ideas. In that case, the group is used in 
the same way that one might do an 
advertising concept test or creative 
exploration. The focus in that case is 
on the strengths and weaknesses of dif­
ferent design strategies rather than 
understanding how it feels to navigate 
through the site. 

Quantitative usability surveys 
Quantitative Web site evaluations are 
great when you want to te t alterna­
tive design elements or choose 
between different site layouts, or select 
navigation iconography. But quantita­
tive surveys are generally not very 
helpful in understanding the visitor's 
experience. 

Use a quantitative approach when 
you need a statistically reliable answer 
on which design alternative visitors 
will prefer. Examples of the types of 
questions you can answer best with a 
quantitative approach include: 

• Do visitors prefer lots of small 
product pictures on one page or a few 
larger pictures on two pages? 

• Which icon style most clearly 
communicates its meaning? 

• What percentage of respondents 
can successfully find a specific item 
from the product inventory? 

• Which navigation strategy results 
in the fewest dropouts? 

Assessing site usability 
Web de igners often believe that the 
fewer the clicks the more usable the 
site. Nothing could be further from 
the truth.Visitors will report a much 
more positive experience for a page 
that uses five clicks that are logically 
designed and easy to find than for one 
that only takes two clicks, but requires 
them to hunt through a page of con-
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tent to find the right link. 
Try to resist the urge to focus on 

the number of clicks it takes to find a 
specific page or how many seconds it 
takes to complete a task. Instead, 
investigate the respondent's experi­
ence finding the material or complet­
ing the task. 

• What did you expect when you 
clicked on that link? 

• How did you decide where to 
click? 

• Did the path feel logical, fast, easy 
to find? 

The answers to these questions will 
be much more useful than just learn­
ing that it took three clicks to find the 
account sign-in page. 

Visit other sites 
Research participants cannot design a 
Web page for you. If you ask a respon­
dent "How would you like to see the 
product page laid out?" they will 
rarely provide a useful answer. Mter 
all, they are Web surfers not Web 
designers. 

At the same time, respondents are 
excellent at telling you what they like 
or don't like about a Web page. That's 
why it is often a good idea to visit 
other sites during the usability inter­
view. If you're not sure which 
approach to take when designing the 
sign-in page, take the respondent to 
two or three other site and have them 
compare the different approaches. 
That way you can quickly discern 
some of the advantages and disadvan­
tages that go with any design decision. 

The goal is not to rip off someone 
else's design; you are just giving the 
respondent omething to look at and 
respond to. This will stimulate the dis­
cussion and provide more actionable 
insights than by asking them to come 
up with the design on their own. 

Similarly, it may be useful to have 
them visit some of your competitor's 
sites. This is an opportunity to under­
stand how your site stacks up against 
your competitors and understand the 
different imagery that each site com­
municates. 

Negotiating turf wars 
Large corporate Web sites often suffer 
from ongoing turf wars. The site is 
"owned" by multiple business units, 

www.quirks.com 

each of which lays claim to a portion 
of the site's footprint and navigation 
structure. As a service department, 
without budget or authority, the Web 
group often ha a hard time laying 
down the law and managing the con­
flicting needs of the business units. 

Three signs of this type of internal 
conflict are: one menu for the corpo­
rate site and one for the business units; 
page layouts that change from section 
to section; a homepage that is packed 
with information but has no overall 
organization. 

In these cases the usability research 
has often been commissioned as a 
mean of forcing the different site 
owners to cooperate and impose 
design rules. It is often best to resist 
the temptation to have the research be 
the judge of the best site design style 
or graphics. Instead, focus the research 
on how the lack of consistency 
impacts the user's experience. For 
example, do respondents: 

• Know where they are on the site? 
• Understand the roles of the multi­

ple navigation menus? 
• Realize when they've moved from 

one division's site to the next? 
• Get lost and not know how to 

retrace their steps? 

Testing imagery 
It is very easy to become so focused 
on the mechanics of a site that you 
forget that your site is also an expres­
sion of your brand. In addition to the 
more functional or task-driven 
research activities, have the respondent 
take a step back and respond to ques­
tions like: 

• What is the first impression you 
get from the home page? 

• What kind of person is this site 
de igned for? 

• How doe the site fit with your 
perceptions of the company? 

• How does the site make you feel 
about the company? 

• What is the company trying to say 
about themselves? 

These questions are mo t effective 
early in the interview before the 
respondent has become too educated 
about the site and the company. Their 
initial reactions to the site will give 
you the best indicator of the image 
the site is conmmnicating. I Q 
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A mix of high-tech 
and old-tech 

C
onducting marketing research among physicians can be a daunting 
task. An online data collection methodology for survey research is 
ideal, allowing a busy group of respondents to participate at their 

convenience. However, it is the premise of this article that the Internet or 
e-mail is often not the best way to recruit physicians. The most effective 
recruitment method is a frequently overlooked communication tool- the 
fax machine. 

Simply because you're using the Internet as your data collection medium 
does not necessarily mean you need to restrict your sample-contacting 
activities to the Internet. While there are both sound reasons and appropri­
ate studies that justify recruitment via the Internet or an opt-in targeted 
sample list, we have found that these methods do not work well with the 
physician respondent. 

Physicians are a unique breed of respondent, with their own set of pref­
erences and values when it comes to marketing research. Not only are they 
busy professionals, they are virtually unrivaled in the sheer number of sepa­
rate interests vying for their attention in a given day. Start with a full sched­
ule of patient visits, often booked two or three at a time at 15-minute 
intervals, add in nurses, phone calls, emergencies, peer requests, the ever­
present sales rep visits, and it's easy to see that a request for a survey will not 
even register a blip on the radar screen. 

Recruiting methods 

When recruiting 
physicians for online 
research, don't 
overlook the fax 
machine 

Recruitment techniques can take the 
form of either traditional or online. 
Traditional recruiting refers to recruit­
ment via postal mail, the telephone or 
fax, while online recruiting encom­
passes e-mail, online banner ads, tar­
geted pop-up windows, or other 
Internet-related methods. How do 
these methods stack up in physician 
research? Beginning with traditional 
recruiting, we can eliminate the mail 
recruit for obvious rea on . Phone call 
to a doctor's office do not get past the 
gatekeeper.Anyone who has attempt­
ed to speak with a doctor about his or 
her own health over the phone can 

attest to this. Imagine the futility of calling Dr. X's office asking to speak 
with him to discuss a survey. Even an attempt to "sell" Dr. X's receptionist 
on the merits of your survey research effort will not make you worthy of 
the doctor's time. Our executive interviewers/recruiters, we think, are 

64 I Quirk's Marketing Research Review www.quirks.com 

By Lynn Welsh 

Editor's note: Lynn Welsh is vice 
president of the Olson Research 
Group, Inc., Ewing, NJ She can be 
reached at 609-882-9888 or at 
lwelsh@olsonresearchgroup. com. 



Don't 
Get Burned 

by 

Data Collection 
Costs 

The painful truth is that you're getting burned by all those 
unproductive numbers in your RDD samples. 

GENESYS-IDplus will give you the highest RDD household 
hit rates available (approaching those of a listed sample), 
along with the pure, unadulterated statistical integrity only 
GENESYS provides. 

IDplu.s processing will speed up your data 
money and keep you looking good. 



among the best at their jobs. Even in 
our lofty estimation, we would not put 
money on the odds of getting past the 
receptionist in attempting to win Dr. 
X's participation. 

E-mail recruiting generally refers to 
contacting sample via an opt-in list. 
Though we have an in-house broadcast 
e-mail capability that allows us to cus­
tomize and send e-mails to prospective 
respondents, we rarely employ it for 
that purpose. In fact, even in cases 
where a client has provided an opt-in 
list of e-mail addresses for physicians, 
we will match this list against our 
physician database to obtain fax num­
bers, and recruit in this manner. The 
reality is that a list is only opt-in if the 
individual remembers opting-in. And, 
as is the case with other groups ofbusy 
people, physicians often don't remem­
ber opting in. Further, Internet banner 
ads and other forms of pop-up invita­
tions will only reach those physicians 
that happen to be online at a particular 
time. 

So how do you reach Dr. X? The fax 
is the answer. Mter nearly a decade of 
conducting marketing research with 
physicians, we have found a faxed invi­
tation is, hands down, the most efficient 
way to reach a doctor. 

Well-intentioned office personnel 
patrol both the doctor's mail and phone 
with as much vigor as drug-sniffing 
hounds in an airport. Remarkably, and 
we know this from experience, the fax 
has been immune to their vigilance. 
The same receptionist who will polite­
ly tell you that "the doctor does not 
participate in research surveys" over the 
phone, will promptly escort your faxed 

recruitment letter into the doctor' 
office and place it on top ofhis desk for 
his review.Why?The fax is a "soft sell," 
requiring neither a decision nor further 
action on the part of the often over­
worked receptionist. 

Through the use ofbroadcast fax 
technology, coupled with our in-house 
physician database, we are able to target 
and recruit physicians for an online 
study in just a few hours. Of course, 
once the study is underway, e-mail is an 
ideal vehicle for recontacting individu­
als, reminding them of their agreement 
to participate, or as fieldwork ensues, of 
an incomplete survey, or other study­
related information. In the case of our 
panel research, while we employ a fax 
recruit when setting up the panel, we 
then utilize e-mail as the method of 
contact for the remainder of the panel's 
duration. 

Internet user vs. Internet access 
We place an important distinction 
between "Internet user" and "Internet 
access."We define an Internet user as a 
person who regularly uses the Internet 
to correspond, find information, shop 
and perform any other of the myriad 
tasks the Internet makes it easy to do. 
However, Internet access refers to hav­
ing the ability to go online, whether 
that ability is manifested through a 
computer network connection in the 
physician's office or via a family com­
puter at home. To successfully partici­
pate in an online research study, the 
physician need only have Internet 
access. The doctor does not have to be 
a frequent Internet user: regularly com­
municating via e-mail, or adept at 

Socratic animates Web survey tasks ... 

Boring Web Surveys 
Not Cutting It? 

No software or files are downloaded to a respondent's computer, and exhibits cannot be copied using 
standard screen-print or cut/copy tools. 

All of these tools are fully compatible with the Socratic Web Survey 2.Q5M 

system, which means that all tests may be preceded or followed by in-depth 
profiling or other questionnaire-based lines of inquiry. 

More information and animated demonstrations of the WebComm technology can 
be found at Socratic's Web site at www.sotech.com. 
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search engine usage. He simply must be 
able to, once notified, connect to the 
Internet and click on the study link 
provided. A fax recruit simply levels the 
playing field between these two 
groups. 

Every word counts 
We have become experts, admittedly 
largely through trial and error, in craft­
ing the ideal doctor recruitment fax. 
Not too long to waste time, but not 
too short to not appear legitimate. The 
ideal fax recruitment letter should 
allow the physician to read and decide 
whether or not to participate in less 
than 20 seconds. Mention enough of 
the subject matter to arouse interest, 
but not too much as to compromise 
the methodological soundness of the 
study. List the three most important 
facts succinctly: subject matter, time 
commitment, and incentive amount, 
though usually in the reverse order. 
Eliminate any unnecessary color and 
graphics; these tend to align your 
research effort with a sales or marketing 
p1ece. 

If the study dictates that respondents 
must be screened over the phone first, 
give them a specific name to call, and a 
toll-free number. Mark the fax with a 
sense of urgency o that it doesn't get 
lost in the shuffie of paperwork - state 
that the study will close when quotas 
are reached. If screening will be con­
ducted online, list the Web address and 
include username and password infor­
mation if necessary. 

Panel vs. custom study 
Clients often ask us if we have standing 
panels in place consisting of particular 
specialties of phy icians.While we reg­
ularly create and maintain custom 
online physician panels for clients, we 
do not et up the panel in anticipation 
of the research. Our panels are created 
for a particular client's use, at the time 
of the research. We do not set up a 
panel, and then wait for a need to 
implement it. This, in the realm of 
physician research, would be to put the 
cart before the horse. 

For custom studies, it is far more effi­
cient to recruit a group of doctors for a 
client than maintain a panel of a partic­
ular specialty of physician for a period 
of time until a client has a need for it. 



The reason? The capacity of even the 
most well-intentioned physician to 
remember signing up to participate in 
periodic research at some as yet unde­
termined date is, understandably, quite 
small. 

Thus, for us to expend the energy 
and manpower required to recruit and 
set-up a panel of, say, 200 cardiologists 
for a one-time tudy, is largely a futile 
effort. If three weeks or more passes 
between the time the physicians have 
been recruited and the survey being 
ready for fieldwork, most will have 
either forgotten their conunitment to 
participate or simply do not check 
their e-mail regularly enough to 
receive the request in a timely fashion. 
As a result, an e-mail to the group 
announcing there is now a survey for 
them to complete falls largely on deaf 
ears. A substantial amount will either 
delete or simply ignore the e-mail, and 
a certain percentage (depending on the 
duration of time between the two 
events) will reply inquiring as to how 
we obtained their e-mail address (even 
though they called our offices and hap­
pily gave it to us a few weeks earlier), 
further requesting that we promptly 
take them off our list. Some even men­
tion the industry's four-letter word: 
spam. 

It is a much smoother process for us, 
and for the physician, to traditionally 
recruit from our physician database via 
fax when an appropriate study is avail­
able. Study parameters dictate the 
number and type of physician needed 
for the research. A study database is 
derived from our master physician 
database. A one-page fax invitation is 
broadcast to enough physicians to fulfill 

the study requirements, generally 
allowing for a 10 percent over-recruit 
for any dropout participants. Interested 
physicians call us to be screened and 
added to the research effort. They are 
informed that an e-mail will follow 
shortly including all the pertinent study 
information and an active link to the 
survey. Less than 24 hours later, the e­
mail is sent. Participation rates are high. 
Physicians are satisfied; our fax contact 
is fresh in their minds, and we have 
already fulfilled what we promised in 
sending the study e-mail promptly.And 
satisfied respondents come back, poten­
tially giving us a head start on the 
client's next custom research project. 

Eliminating bias, real or perceived 
Despite the proliferation of the 
Internet, there still exists some bias to, 
and uncertainty in, reaching people 
solely through an e-mail address. In this 
regard, the physician respondent is no 
different than any other. This bias, in 
some cases, will be real. In others, it will 
be your client's perceived threat. 
Traditional recruiting ensures that any 
bias, real or perceived, is largely elimi­
nated. 

By utilizing a fax as our method of 
contact, we are not limiting our 
recruitment to those physicians that 
connect to the Internet on a regular 
basis. Considering the speed at which 
online studies, particularly those with 
sample requirements ofjust a few hun­
dred, are fielded, they may be in and 
out of the field in a few days. Should 
we opt for an e-mail recruiting strategy 
for a study such as this, we are, in effect, 
biasing our sample by the very nature 
of our recruiting method. Those doc-

tors that check their e-mail two to 
three times a week or more will be the 
ones that participate in this research. 
Those that check for e-mail less fre­
quently, and it can be argued that these 
are the busiest, highest-profile, or 
"opinion leader" physicians, will be 
excluded. Bias by recruitment method, 
in many cases, is unavoidable and a fact 
oflife in conducting marketing 
research. However, this is one example 
of where it is not only avoidable, but 
also the better option, to rely on tradi­
tional recruiting methods. 

The best of both worlds 
In physician marketing research, 
when you use traditional recruiting 
methods and couple them with the 
speed and efficiency of an online sur­
vey, you are truly getting the best of 
both worlds.You are capitalizing on 
all of the merits of the online survey 
that we know so well: speed, conve­
nience and low cost, while employing 
a much more efficient recruiting 
technique. By casting our recruiting 
net beyond the group of Internet 
users to those with Internet access, we 
are bolstering the validity of our sam­
ple, and virtually eliminating the bias 
that may exist with the Internet 
medium. 

This article relates our experience 
conducting physician research over 
the Internet. While its premise may 
not hold true for consumer research, 
one could argue that the best prac­
tices discussed here would translate 
well when surveying other profes­
sional or executive-level respondents, 
whether in the pharmaceutical, finan­
cial or technology fields. I Q 

Inspect what you Expect 

Service Evaluation Concepts provides powerful 

and effect ive Customer Experience Management 

tools and resources to some of the best known 

brands in t he world. 
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A guide to success 

M
ystery shopping, also known widely as performance assess­
ment, is a form of participant observation - using trained 
customers and/ or potential customers to observe the processes 

and procedures used in the delivery of a product or service. Unlike the 
methodologies employed in mainstream, conventional market research, 
mystery shopping seeks to measure the service delivery process rather 
than the service outcome. The emphasis is on what did or did not occur 
as the service process unfolded, rather than on impressions, attitudes or 
opinions about the service experience per se. 

Establishing service delivery process standards and measuring actual 
performance against these standards is becoming a critical task for retail­
ers who wish to maintain and, more importantly, grow their brands in 
domestic and global marketplaces. Global spending on mystery shopping 
is estimated to be in excess of$500 million in 2004.The methodology is 
used in almost all major retail markets that touch the consumer: automo­
tive, food service (quick-service and fast-food restaurant), wireless tele­
com, retail products and services, financial services, petroleum stations, 
convenience stores, travel and leisure and, believe it or not, local and fed­
eral government retail agencies. 

Mystery shopping is gaining widespread acceptance as a mainstream 
management tool for measuring - from the customer perspective - the 
service delivery performance of an organization, thereby enabling drivers 
of both employee and customer satisfaction to be better understood -

and better managed. 

l<eys to 
implementing 
your mystery 
shopping program 

The case for mystery shopping 
The use of mystery shopping has 
developed largely on the back of 
what is plain common sense - that 
understanding and meeting cus­
tomers' expectations is good for busi­
ness. Customers don't buy products 
or services, they buy re ults. In any 
business activity today the most 
important competitive advantage a 

company can achieve is excellence in its service delivery process perfor­
mance. Excellent service will differentiate otherwise similar competitors 
in a way that is important to customers. 

But services are often intangible: they cannot always be measured, test­
ed and verified in advance of sale to ensure quality because the produc­
tion and consumption of services are inseparable. Thus services differ 
from products in that quality occurs during delivery. And, unlike manu-
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Editor's note: Chris White is CEO of 
NOP World Mystery Shopping, New 
York. He can be reached at 
c. white@nopworld.com. 



The Internet is a complex 

and constantly changing 

environment. We invest heavily ins 

oftware, systems and staff to stay abreast of 

changes and to ensure consistent high quality 

research year after year. Our Internet research 

technology includes: 

• XML and SQL Programming 
Large, complex database structures can be 
created, managed, and integrated with 
other data. 

• Advanced Online Reporting 
Online toplines as the data comes in, 
24 hours a day. Complex online reporting 
systems for large, ongoing surveys. 

• lcion™ 
Proprietary multivariate sampling software 
that simultaneously balances our panel 
samples by geography, age, gender, etc., and 
compensates for each group's predicted 
response bias. 

• Logician TM 

Proprietary questionnaire programming 
software with the advanced logic and 
flexibility to handle the most 
complex surveys. 

We have over 3,500,000 consumers in our suite 
of worldwide Internet panels ready to execute 
your next research project. 

Let us help you improve your 
marketing research systems. 

Call 1 ,SQQ, ANALYSIS or visit: 
www.decisionanalyst.com 

Decision Analyst 
A global leader in interactive innovation systems 



facturers, service providers do not 
have a factory to act as a buffer 
between production and consumption 
- making the service delivery process 
especially critical. 

Services are also heterogeneous: the 
quality of the interactions between cus­
tomers and frontline staff can rarely be 
standardized to ensure uniformity - in 
the way, for example, the quality of 
goods produced in a factory can. The 
level of interaction, and of customer 
involvement, makes it difficult to con­
trol service quality, while the higher the 
level of customer interaction, the 
greater the impact on customer satis­
faction (in a supermarket the level of 
interaction may be low but in a restau­
rant or call center it is very high) . 

It is the processes that directly touch 
the customer (face-to-face, over the 
counter, on the phone) that are the 
main contributors to what customers 
value most and that lead to satisfaction. 
But the service delivery process is like a 
chain: only as good as the weakest link. 
Management must focus on finding the 
weakest link and uncovering those 

activities that inhibit the perceived, as 
well as the actual, performance of the 
organization. But this can't be achieved 
without input from the person most 
affected by the processes that touch the 
customer - the customer! The voice 
of the customer will identify which 
activities contribute to customer atis­
faction and add value. 

Any organization interested in deliv­
ering quality service must: monitor 
customers' perceptions of service quali­
ty; identify the causes of service quality 
failures; take appropriate action to cor­
rect failures. 

The criteria used by customers in 
judging service quality are likely to 
include: 

• credibility - trustworthiness, hon­
esty, believability; 

• security - freedom from danger, 
risk or doubt; 

• tangibles - appearance of the 
premises and staff, etc.; 

• access - approachability and ease 
of contact; 

• courtesy - politeness, considera­
tion, friendliness and respect; 

You will be surprised to find out how much 
you can learn at the touch of a button. 

Let us show you how. 

IVRsurveys.com 
Fast. Reliable. Affordable. 

Interactive Voice Response and 
www.IVRsurveys.com 888-359-9054 

Web-based Surveys 
quotes@ivrsurveys.com 
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• communication - listening to 
customers and keeping them 
informed in a language they under­
stand; 

• understanding - making the 
effort to know customers and their 
needs; 

• re pensiveness - willingness to 
help customers; 

• competence - possession of the 
skill and knowledge required to per­
form the promised service; 

• reliability - dependable and 
accurate delivery of the service 
prorru e. 

These criteria are overlaid with cer­
tain core values that influence cus­
tomer perceptions of the service 
delivery process when it involves 
direct contact with frontline staff: tone 
of voice; facial expres ion; body pos­
ture; grooming; teamwork; empower­
ment. 

Mea uring factors such as quality, 
cost, and asset utilization is straightfor­
ward- and objective measures can 
be used effectively to monitor perfor­
mance. Measuring the performance 
of the service delivery process can be 
done effectively only through the 
eyes of the customer. 

Supplying mystery shopping 
services 
The market for mystery shopping 
programs has grown significantly over 
the last 10 years, but so has the num­
ber of mystery shopping providers, all 
now operating in an increasingly 
competitive market. The Mystery 
Shopping Providers Association has 
more than 150 members worldwide. 
In addition there are as many as 
1,000 other companies providing 
mystery shopping services in the U.S. 
alone. 

Implementing large, complex mys­
tery shopping programs is no longer 
an activity that traditional market 
research organizations can imply 
bolt on to their existing portfolio of 
services. The barrier to entry is sig­
nificant. Potential mystery shopping 
suppliers must be willing to invest 
heavily in technology, management 
expertise and online communities to 
ensure they can fulfill the key prereq­
uisite for today's discriminating mys-



tery shopping clients. These clients 
expect and demand high-quality, 
timely, meaningful and actionable 
data that is available 24/ 7 in detailed 
and rolled up reports that can quickly 
identify strengths and weaknesses. 
Indeed, some traditional market 
research and private investigation 
organizations claiming mystery shop­
ping expertise may not actually have 
the necessary processes in place to be 
regarded as suppliers for large com­
plex mystery shopping services. 

Mystery shopping techniques 
include face-to-face, telephone, 
Internet and video as essments. While 
not all suppliers provide all the e ser­
vices, a number have specialized even 
further, for example in the recruit­
ment of disabled shoppers. 

The following summarizes some of 
the key component that mystery 
shopping providers and their clients 
must consider in de igning and exe­
cuting successful mystery shopping 
programs. 

Questionnaire design 
The logistics of even a small-scale mys­
tery shopping program are complex. 
Based on an understanding of the 
information needs of the client organi­
zation, providers must ensure that sub­
jective as well as objective issues are 
assessed in a way that is both flexible in 
coverage and useful to all levels of 
client personnel. 

Shopper selection and training 
A broad panel of mystery hoppers 
trained in both generic and program­
specific skills is a prerequi ite for any 
supplier. Training re ources need to 
focus on ensuring that all shoppers are 
familiar with the techniques of detailed 
observation, memory retention and 
recall. Further, the recruitment of a 
broad geographic and demographically 
representative panel is critical as clients 
segment customers and look to match 
shoppers against specific customer pro­
files. 

Quality control 
From shopper recruitment through 
selection and training, fieldwork moni­
toring, data checking and report publi­
cation, quality control procedures vali-

dating data and shopper performance 
must be rigorous and detailed. 

Reporting 
Mystery shopping providers are obliged 
to design a hierarchical suite of report 
formats with content geared for differ­
ent audiences - the information needs 
ofheadquarters management are 
~arkedly different from field manage­
ment, and frontline staff management! 
Mystery shopping programs must gen­
erate information that can be easily 
interpreted and quickly acted on by the 
reader. This means that the report 
de ign, content and distribution must 
reflect the needs and functional respon­
sibilitie of individual readers, be they 
frontline staff, field management or 
corporate management. 

For maximum benefit, program find­
ings should be integrated with results 
obtained from other information 
sources (such as complaint rates, rev­
enue per square foot, customer satisfac­
tion and competitive surveys), in order 
to maximize potential benefits and cor­
rect weaknesses that may originate out-

side the service delivery process itself. 
There should be a continuous linking 
of facilities, systems and procedures 
with service standards, staff perfor­
mance, training and reward mecha­
msrns. 

The future? 
We see the mystery shopping industry 
developing along two distinct paths. 
Small suppliers will continue to collect 
service performance data, usually at a 
local or regional level and possibly with 
the addition of simple summary 
reports . Larger suppliers are doing this 
now along with offering services such 
as interpreting data in order to provide 
reports and educational materials 
designed to change the service delivery 
behaviors of frontline staff. Some com­
panies in the mystery shopping sector 
are now integrating service perfor­
mance data along with other forms of 
research and operational information, 
thereby providing management with a 
dashboard-like tool to monitor and 
manage their cu tomer's experience in 
the retail channel. I Q 

Get a 
handle on it 

T hat's the thing about information. You need to figure 
out what you want, then get help to collect it. That's why 
you call us. W e've been 'creating handles' for information 
by collecting consumer research data since 1960, and then 
turning the results over to you. Call us with your next data 
collection assignment. 

W e'll help you get a handle on it. 

I Consumer Opinion Services 
~ ------·"Uie answer to you 

206-241-6050 Fax 206-241-5213 12825 1st Ave. So. Seattle, WA 98168 
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Survey Monitor 
continued from page 8 

zero tolerance for new technologies 
that don't meet their needs." 

The self-checkout lanes research 
was featured in the November issue 
of Facts, Figures & the Future, a month­
ly e-newsletter published by 
ACNielsen, the Food Marketing 
Institute, and Phil Lempert. To view 
the issue and obtain a free subscrip­
tion visit www.factsfiguresfuture.com. 

Vegetarian food market 
grows 
According to Chicago-based Mintel's 
research, Americans aged 18 to 24 
years old are three times as likely than 
the general population to follow a 
vegetarian diet, with only 2 percent 
of the general population saying they 
don't eat meat or seafood. Among 
respondents in the oldest age group 
(65 and older), while they had a low 
penetration of red meat eaters, they 
were significantly more likely to eat 
fish or seafood. This is likely a factor 
of the increased need to monitor 
cholesterol, fat and calorie intake, and 
a move to a lighter diet. In regards to 
the general population, 10 percent of 
Americans say they do not eat fish or 
seafood. 

Vegetarians are much more likely 
to exercise than those who do not 
agree with the statement "I am a veg­
etarian." Nearly 70 percent of vege­
tarians say that they "make sure to 
exercise regularly," in comparison to 
38 percent of those who are not veg­
etarians. In addition, vegetarians are 
almost twice as likely as all respon­
dents to snack on healthy foods. 

More than one-third of Americans 
consume some type of vegetarian 
food, with meatless meat products 
having the highest level of uptake 
among respondents. Prepared vegetar­
ian meals were consumed by nearly 
one in five respondents, which could 
reflect the trend toward interest in 
convenient, healthy and easy-to-pre­
pare meals. 

The vegetarian food market in the 
U.S. has grown rapidly over the past 
five years, from $646.7 million in 
1998 to $1.6 billion in 2003. Mintel 
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predicts that the market will grow 
another 61 percent to reach $2.5 bil­
lion by 2008. 

The market for vegetarian foods, 
fueled in part by the explosive growth 
of refrigerated daily alternatives such 
as soy milk, has evolved well beyond 
its incubator of health food stores. In 
the food subcategory of the vegetari­
an market, the segment to post the 
most significant growth is frozen meat 
substitutes, increasing nearly 18 per­
cent in the two-year period, and 
which also commands 73 percent 
share of the vegetarian foods subcate­
gory. Refrigerated dairy milk alterna­
tives (primarily soy milk) showed the 
strongest growth of all vegetarian 
food and drink covered here from 
2001 to 2003. This is likely at the 
expense of its shelf-stable counter­
part, which posted a 3.3 percent loss 
compared to a 68 percent jump for 
the refrigerated segment of dairy milk 
alternatives. For more information 
visit www.mintel.com. 

Buyers rely on ad inserts 
Baltimore-based marketing firm Vertis 
has announced the results of its 
Customer Focus 2004: Ad Inserts 
study, which for the first time shows 
that advertising inserts are most likely 
to influence a consumer's buying 
decisions and are the most popular 
form of media that shoppers turn to 
when looking for help with their 
purchasing decision. 

"Ad inserts have been around for 
over 30 years and they've always been 
influential, but our new survey shows 
that consumers increasingly are being 
drawn to this medium," says Therese 
Mulvey, vice president of marketing 
research at Vertis. "With less time on 
their hands and less money in their 
wallets, a growing number of shop­
pers are seeking out the best deals 
before they leave the house to go 
shopping. Now, more than ever, retail­
ers and other marketers should con­
sider including advertising inserts in 
their multi-channel marketing pro­
grams.'' 

Additional findings from the Vertis 
Customer Focus 2004: Ad Inserts 
study include: 

www.quirks.com 

• 85 percent of those surveyed con­
firmed that they use ad inserts in 
some form, up from 82 percent in 
1998. 

• 90 percent of women now read 
ad inserts, an increase of 4 percent 
from 1998. 

• Consumers are most likely to use 
advertising inserts when they are 
deciding where to shop for clothing 
(56 percent), followed by groceries 
(52 percent) and home electronics (50 
percent). 

• When it comes to consumers' 
buying decisions the most influential 
media are ad inserts (28 percent), TV 
(22 percent) and ads on the page of a 
new paper (18 percent). 

• The popularity of ad inserts has 
increased by 8 percent among men 
since 2002 (16 percent to 24 percent). 

• 30 percent of those surveyed said 
that when they're ready to make a 
purchase they turn to advertising 
inserts first, compared with ads on the 
page of a newspaper (18 percent) and 
TV (1 0 percent). 

• Women aged 18-34 and 35-54, 
and men aged 35-55 and 55+ all 
made ad inserts their first choice. 

• For the first time, more respon­
dents said they read an insert in the 
past week than listened to morning 
drive radio (69 percent vs. 67 per­
cent). 

• Readership of ad inserts has 
increased from 61 percent in 2000 to 
69 percent in 2004. 

Customer Focus, cornn1issioned by 
Vertis, is a biannual survey tracking 
consumer behavior across a wide 
variety of retail settings including 
automotive, grocery, department and 
discount stores, the Internet and spe­
cialty retailers. The survey was first 
conducted in 1998. In subsequent 
years, the tudy has been expanded 
and modified to identify emerging 
consumer behavior patterns and track 
shifts in consumer practices and moti­
vations. For more information visit 
www. vertisinc. com. 

Gordon Gecko still rules 
Most people (57 percent of all adults) 
would like to see stronger regulation 
ofWall Street and only 7 percent 
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would like to see looser regulation. 
Those responsible for regulating 
financial services receive a so-so, or 
moderate, rating, 43 percent positive, 
43 percent negative. These are replies 
to two new questions asked in the 
annual Harris Poll about Wall Street. 
It is based on a nationwide tele­
phone survey of 1,017 adults sur­
veyed by Rochester, N.Y.-based 
Harris Interactive between October 
14 and 19,2003. 

The trended questions show that 
there has been a modest improve­
ment in the public's perceptions of 
the people who work on Wall Street. 
They are still very negative but 
somewhat less so than 2002. By a 
substantial 68 percent to 16 percent 
majority, most Americans continue 
to feel that, on balance, Wall Street 
benefits the country rather than 
harms it, while they also hold many 
critical views about the people who 
work on Wall Street. 

For example: 
By 54 percent to 34 percent, a 

majority believes that people on Wall 
Street would be willing to break the 
law if they believed they could make 
a lot of money and get away with it. 
However, this is down from 61 per­
cent who felt this way in 2002. 

By 51 percent to 36 percent, they 
believe that Wall Street is dominated 
by greed and selfishness, but here 
again, this is an improvement from 
the 57 percent who felt that way in 
2002. 

Only a minority, 35 percent 
(unchanged from 2002) believe that 
in general people on Wall Street are 
as "honest and moral as other peo­
ple." 

These results presumably reflect 
the good and bad news coming out 
ofWall Street recently, including 
continuing investigations of wrong­
doing but also a big improvement in 
share prices. For more information 
visit www.harrisinteractive.com. 

Companies are innovating 
more with less 
The landscape of innovation in 
America is shifting. The peaks and 
valleys of revolution are giving way 
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to the interconnected roadways and 
rivers of well-designed solutions, 
according to a study by San 
Francisco-based strategic consulting 
and research firm Cheskin and 
Fitch:Worldwide, an international 
brand and design firm. 

The change is deliberate and well­
funded, as corporations have 
increased their budgets for innova­
tion, but learned to spend smarter. 
Rather than pushing their R&D lab 
to "just invent something new," exec­
utives are casting a keen eye on 
meeting rapidly evolving customer 
needs. The most effective ones have 
refined their innovation process to 
be highly responsive to changing 
market conditions, widely collabora­
tive throughout their organization, 
and focused on core competencies. 
Surprisingly, these very actions that 
might seem counter to inspiring the 
creative spark have the opposite 
effect. These are companies where 
innovation grows and thrives with 
less effort and greater rewards. 

The study surveyed over 500 
senior business executives across the 
U.S. in a range of industry sectors, 
asking them in-depth questions on 
their companies' innovation prac­
tices, including specific approaches, 
level of authority and leadership, 
spending trends, success metrics and 
the influence of major industry 
trends. The 35-page report, Fast, 
Focused & Fertile: the Innovation 
Evolution, is available free online and 
can be downloaded from www.che­
skin.com or 
www.fitchworldwide. com. 

The study's top findings include: 
Rebellion is out, relating is in. 

Twenty-six percent of companies 
define innovation as "a solution" that 
identifies and addresses the unmet 
needs of consumers. Very few associ­
ated innovation with a more likely 
term such as "discovery" or "revolu­
tion." 

Tech companies out-innovate 
everyone. Microsoft was cited most 
frequently as one of today's most 
innovative companies (137 men­
tions) in unaided open-ended 
responses, followed by Dell ( 4 7 men­
tions),Apple (40 mentions).The only 
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non-tech companies to make it on 
the Top 10 list are Wal-Mart (38 
mentions) and Daimler Chrysler (21 
mentions). 

Innovation budgets are not rou­
tinely being cut. In spite of the 
recession and sluggish economic 
recovery, over half (54 percent) of 
the executives surveyed indicated 
that their companies have increased 
investment in innovation over the 
past two years. 

Creativity counts, but the customer 
is the judge. Bottom-line accountabil­
ity is driving a practical and cus­
tomer-focused approach where suc­
cess is judged by sales (51 percent), 
revenue and customer satisfaction. 

Some sectors seek to please, while 
others think first, then act. Retail, 
manufacturing and consumer goods 
industries put much of their emphasis 
on understanding the customer and a 
focus on quality; service industries felt 
more tied to strategy and planning, as 
did technology firms who also sought 
leadership. 

Trends are crucial, but few know 
how to harness them. Sixty-five per­
cent of companie committed to 
innovation monitor or track trends 
within their industries. However, 
while giving these trends a high level 
of importance, their role in the inno­
vation process is ill-defined. 

Tree-huggers are gaining ground. 
Sustainability - defined as meeting 
the needs of the present generation 
without compromi ing the ability of 
future generations to meet their 
needs - tops the list. (31 percent) of 
trends that companies are most 
focu ed on today. 

The report contains results gath­
ered from three phases of research 
including internal interviews and 
expert interviews with innovation 
leaders at companies including 
Coca-Cola, Maytag, Ford Motor 
Company and Meredith 
Corporation. The focus of the 
research was an online survey con­
ducted in July 2003 with 544 exec­
utives with senior decision-making 
authority. Respondents were spread 
across the U.S. A full range of 
industries and company sizes was 
represented. 
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load is available at 
www.xlminer.com. 

Conjoint tool from Moskowitz 
Jacobs 
White Plains, N.Y, research firm 
Moskowitz Jacobs Inc. has issued a 
new release ofldeaMap.Net, a self­
authored conjoint tool for developing 
product concepts and marketing and 
advertising programs. Once users 
enter the test elements of a product or 
communication, IdeaMap.Net's tech­
nology will place these elements in 
dozens of different combinations for 
consumers to rate. The quantitative 
data ultimately reveals the most pre­
ferred elements, based on a mathe­
matical model. Tests can be conducted 
globally, currently in 15 languages 
(more are being added). 

Marketers can test ideas online with 
consumers via Conjoint, ConScreen 
(concept screening) or basic 
Questionnaire modules. In the 
Conjoint and ConScreen modules, 
tested ideas are presented to respon­
dents in a randomized order to pre­
vent bias. Testers can see data accumu­
lating in real-time reports as a study is 
underway. At conclusion, 
IdeaMap.Net will generate summaries 
plus provide the raw data for addi­
tional analysis. For more information 
visit www.mji-designlab.com. 

System lets users work with 
sample from several sources 
U.K.-based Pulse Train has 
announced an alliance with 
Centurion Marketing Systems, suppli­
ers of MARSC, a scalable solution for 
management and control of project­
based research sample. The firms' inte­
grated system organizes sample 
derived from a variety of potential 
sources, such as CRM systems, corpo­
rate data warehouses and other exter­
nal sources. It allows sampling rules to 
be applied, to extract representative 
subsets of the data, and passes these 
sample records to Bellview Fusion, for 
Web or CATI (or mixed-mode) 
interviewing. Bellview Fusion is able 
to report back to MARSC the dispo-
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sition of the sample, thereby complet­
ing the loop and allowing for over­
sight of the sampling process. 
MARSC has been designed to work 
with both event-driven and ad-hoc 
projects. For more information visit 
www. pulsetrain. co. uk. 

Retail sourcebook from Trade 
Dimensions 
Wilton, Conn.-based publisher Trade 
Dimensions International Inc. has 
released its 2004 High-Volume 
Retailers -The Alternate Channel 
Sourcebook, a new reference dedicat­
ed to the fast-turn, high-volume 
world of alternate channel retailers, 
covering supercenters, wholesale 
clubs, discount stores, dollar stores, 
drug stores, department stores, catego­
ry killers, specialty retailers and mili­
tary buying centers. It features over 
600 U.S. and Canadian company pro­
files, including the names of more 
than 4,500 key executives. This infor­
mation is extracted from the Trade 
Dimensions Retail Database. For 
more information visit www.tradedi­
mensions.com. 

NetReflector updates 
InstantSurvey 
Seattle-based research software firm 
NetReflector, Inc. has released 
InstantSurvey 4.4, the latest upgrade 
of its online survey application. New 
features include a redesigned distribu­
tion management control panel, dis­
tribution templates, draft distributions 
and an HTML invitation template. 

The new distribution management 
user interface, consisting of a control 
panel with tabs, is designed to 
increase flexibility and provide users 
with better visibility into the status of 
their online survey distributions. This 
includes a toolbar that shows distribu­
tion status at a glance and a status tab 
that provides a graphical display of 
response statistics. 

New distribution templates allow 
users to reuse distribution settings the 
next time they create a distribution, 
edit these templates and share them 
with members of their group. 

Users can now set up sophisticated 
distributions over time, rather than all 
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in one session. Thi is accomplished 
by saving the distribution as a draft 
distribution and returning to it later 
to continue working on it. Simple 
distributions can still be made using 
the step-by-step distribution wizard. 
For more information visit 
www.netreflector.com. 

New version of lnquisite 
Austin, Texa -based Inquisite has 
released Inquisite 6, an automated 
Web survey system. This latest version 
of Inquisite offers data pre-population 
capabilities, a new response editor, 
advanced data-sharing, and enhanced 
templates and styles. 

The pre-population feature allows 
users to import data into a survey 
from an external data file (.csv, .txt) 
and map it to the survey content. In 
addition, they can choose to show 
answer to those questions or hide 
them from respondents. This feature 
allows personalization of surveys and 
makes data, such as demographics, 
available for reporting without actual­
ly asking respondents for the infor­
mation. 

A database editor offer administra­
tors the ability to manage data once 
responses have been received. Users 
can edit individual responses, batch 
updates for groups of respondents and 
delete respondents from the database. 

Inquisite's data- haring capabilities 
allow administrators to give others in 
an organization the ability to access 
data that was previously only available 
to the owner of the survey. The 
dataset also can be constrained by 
allowing the sharing of specific data 
with specific users. 

The enhanced template and styles 
of Inquisite allow a survey administra­
tor to change the entire look of a sur­
vey in tantly and consi tently, since all 
fonts and colors for questions, tables 
and text are aggregated into styles. 
Templates also have styles defined for 
each type of control, such as question, 
table and text label. For more infor­
mation visit www.inquisite.com. 

Long form version of NCDB 
GeoLytics, Inc. has released The Long 
Form Ver ion of the Neighborhood 



Change Database (NCDB), which 
will allow users to access Census data 
from 1970-1980-1990 and 2000 all 
on one disk. The updated 
Neighborhood Change Database 
expands on the earlier version by 
adding nearly 2,500 new variables. 
The NCDB upgrade has about 1,800 
variables from the 2000 Census Long 
Form. In addition, it has over a thou­
sand variables from each of the 1970, 
1980 and 1990 Long Form Censuses. 
These data sets are available in their 
year-specific boundaries as well as 
being normalized to the 2000 bound­
aries for comparisons of the areas over 
the 40-year time period. For more 
information visit 
www. censusdata 1. net. 

Shared-cost study looks at 
Boomers and their elders 
Strategic Directions Group, Inc., St. 
Paul, will conduct its eighth shared­
cost, industry-specific studies on Baby 
Boomers and their elders during the 
first quarter of2004. The basic pack­
age includes a half-page for a partici­
pating company's own proprietary 
questions, as well as shared data from a 
16-page questionnaire covering 
behaviors related to health, real 
estate/finance, food, travel, demo­
graphics, and Internet and media 
usage. The data is conveyed in a cus­
tom set of approximately 500 cross 
tables. Beyond the basic fee, other 
deliverables include the purchase of 
additional half-pages, questionnaires 
sent to a client's own proprietary 
sample, a report, and a presentation on 
the data. Each study also incorporates 
seven of the psychographic segmenta­
tion strategies on Baby Boomers and 
their elders developed by Strategic 
Directions Group, Inc. These psycho­
graphic segmentation strategies 
include health, health compliance and 
health information, travel, food, 
lifestyle and finance. For more infor­
mation visit www.attitudebase.com. 

New online product for CPG 
marketers 
NewYork-based NetRatings and 
ACNielsen U.S. have launched 
Homescan Online, a new service 

designed to improve the effectiveness 
of online marketing for consumer 
packaged goods (CPG) marketers and 
Web publishers. Homescan Online 
will utilize 12,000 members of the 
ACNielsen Homescan consumer 
panel who have opted in to the ser­
vice, allowing their Internet behavior 
to be monitored with 
Nielsen/ IN etRatings technology as 
they record their offi.ine buying 
behavior with ACNielsen's propri­
etary in-home UPC code scanners. 

Homescan Online will show CPG 
marketers the Web sites that category 
or brand buyers are visiting, giving 
them a better understanding of con­
sumers' online behavior and helping 
them place more efficient media buys. 
Then it will help evaluate the effec­
tiveness of online advertising cam­
paigns by measuring actual offi.ine 
purchasing behavior among consumer 
groups who were exposed to the 
advertisements. The service will also 
enable Web publishers to market 
themselves to the CPG community 
by helping consumer product mar­
keters target Web site audiences by 
their specific brand consumption. 

Homescan Online will integrate 
consumer retail purchasing of up to 
12,000 CPG brands and online visits 
to more than 1,000 Web sites. Initial 
custom analysis from Homescan 
Online is expected to be available in 
January. Full reporting through 2004 
will include quarterly Web surfing 
data with annual all-outlet purchasing 
data. For more information visit 
www.nielsen-netratings.com. 

Automated conjoint product 
from InsightExpress 
Stamford, Conn.-based research firm 
InsightExpress is now offering an 
automated conjoint analysis solution. 
Using InsightExpress' technology, 
marketers and researchers can create 
their first conjoint survey in minutes, 
field the survey online, and make 
business decisions through a browser­
based "what-if" simulator driven by 
consumer preferences. In addition to 
the "what-if" preference simulator, 
the product identifies the attributes of 
the top 15 most- and bottom 15 
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least-preferred products - enabling 
marketers and researchers to quickly 
identify winning products. For more 
information visit www.insightex­
press.com. 

Briefly ... 
SMG/KRC Millward Brown Poland 
has launched Double Agent, a new 
methodology based on a combination 
of mystery shopping and human 
resources experience, to provide pro­
fessional advice to clients on how to 
resolve customer relationship prob­
lems. For more information visit 
www.millwardbrown.com. 

Q Research Solutions, Inc., Old 
Bridge, N.J., has opened its second 
consumer product testing facility. The 
new facility, which is owned and 
being operated by Focus & Testing, 
Inc., is located in Woodland Hills, 
Calif. Focus & Testing will duplicate 
the Old Bridge, N.J. consumer prod­
uct-testing site. The new 3,500-sq.-
ft .. facility includes: six testing rooms; 
fragrance exhaust; multiple product 
placement rooms; and a local con­
sumer panel. For more information 
call Laurel Moller at 732-952-0000 or 
visit www.whoisq.com. 

Reston,Va.-based comScore 
Networks has launched comScore 
Survey Solutions, a new business unit 

offering survey-based research ser­
vices via a panel of more than 1.5 
million consumers . 

Minneapolis-based Modern Survey 
has introduced the i-measure Suite, a 
set of self-service survey modules that 
enable businesses to self-manage 
employee or customer survey pro­
jects. The first i-measure modules 
center on both employee and cus­
tomer survey solutions. Employees, 
current customers and market 
research customer panel members are 
offered unique and anonymous access 
to online surveys. Interim participa­
tion rates and real-time results can be 
monitored, analyzed and reported. 
For more information visit 
www.modernsurvey. com. 
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Society's recent policies, particularly 
in the area of professional develop­
ment. The second Honorary 
Fellowship was awarded to Richard 
Webber, who applied cluster analysis 
to the 1971 U.K. Census to study 
inner city deprivation. He saw the 
potential of area classifications for 
market research and took his first clas­
sification of residential neighbor­
hoods, named ACORN, to the mar­
ket research community. This led to 
the birth of the geodemographics 
industry in the U .K. and Webber is 
regarded as its founder. He subse­
quently also developed the MOSAIC 
classification. For their exceptional 
contribution to the market research 
industry, nine new MRS Fellowships 
were also awarded to: Don Beverly, 
Susan Blackall, Heather Dunn, 
Stephen Ellis, Sally Ford-Hutchinson, 
Kathleen Harnilton,Jonathan 
Jephcott, Corrine Moy and Richard 
Roberts-Miller. 

Awards/ran kings 
The winners of the John and Mary 
Goodyear Award of Best 
International paper were presented at 
The European Society for Opinion 
and Marketing Research's qualitative 
research conference in November. 
The top paper was "Research for 
innovation: fitting the design process 
at Philips Design," by Monica Bueno 
and Lucile Rameckers, Philips 
Design, Netherlands. Also winning 
was a paper titled "The 'true' inner 
self: a qualitative assessment of the 
Mexican consumer's psychological 
and cultural anthropological con­
struct," by Carol Culebro Stewart, 
Ford de Mexico , Mexico; Michael 
Francesco Alioto and Amy Routhier, 
The RDA Group, Inc. , U.S.; and 
Jorge Cherbosque, The Global 
Consulting Group , U.S. 

Information Tools won the 
MRS/ ASC Joint Award for 
Technology Effectiveness for its 
Harmoni data analysis tool. The award 
is co-sponsored by the Market 
Research Society and the Association 
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for Survey Computing. 

Flamingo International, a U.K.­
based qualitative market research 
agency, was named Best Agency 2003 
in the BMRAAwards for Research 
Business Effectivene s. Other winners 
in the awards, which are designed to 
recognize best practices among mem­
ber companies of the British Market 
Research Association (BMRA) in the 
business of research, were Green Light 
International in the category of 
Innovation; Nunwood Consulting in 
the category of People Management 
(Smaller Agency);TNS in the category 
ofPeople Management (Larger 
Agency); and Test Research in the 
Quality category. 

New accounts/projects 
Interviewing Service of America 
(ISA),Van Nuys, Calif., has chosen 
Seattle-based TeleSage, Inc. to pro­
vide it with telephone survey technol­
ogy for a new exit polling system dur­
ing the 2004 presidential primaries 
and the November 2004 general elec­
tion. ISA, along with Universal Survey 
Research, won a joint contract in 
August from Edison Media Research 
and Mitofsky International to provide 
technology for gathering, tabulating 
and transmitting information on voter 
behavior for television and newspaper 
media outlets. In October 2003, ISA 
selected TeleSage's SmartQuest tele­
phone survey software to gather and 
transmit information from precinct 
field interviewers. 

New companies/new divisions/ 
relocations/expansions · 
Global Market Insite has relocated 
its corporate headquarters to 2835 
82ndAve. S.E., Suite A, Mercer Island, 
Wash., 98040. 

Braintree, Mass.-based Perseus 
Development Corporation has 
opened Perseus-Asia Ltd., a 
Singapore-based corporation, with 
funding provided by Perseus. 

Company earnings reports 
Paris-based Ipsos' consolidated rev­
enues for the first nine months of 
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2003 came in at 400.9 million 
euros, up 7.3 percent on the same 
period of 2002. This improved per­
formance is based on three factors. 
First, strong organic growth of 9. 5 
percent over the first three quarters 
of 2003. This growth was three 
time higher than that of the overall 
market. During the third quarter 
alone, organic growth reached 9 
percent. Second, the positive impact 
of newly consolidated companies, 
which generated a 9.4 percent 
growth in activity over the first nine 
months of 2003. Third, persistently 
negative currency effects resulting 
from the translation into euros of 
Ipsos' revenues from all non-euro 
zone countries and regions (namely 
the U.K., central Europe, North and 
Latin America, Asia-Pacific and the 
Middle East). These currency trans­
lations had an adverse impact of 
11.6 percent on Ipsos' total revenues 
for the first nine months of 2003, 
compared with a negative effect of 
15 percent in the first half. At con­
stant exchange rates, Ipsos' first 
nine-month revenues would have 
come close to 445 million euros, 
showing an 18.9 percent increase on 
the same period of 2002. 

GfK Group completed the third 
quarter of 2003 with a 6.5 percent 
increase in sales to EUR 431.1 mil­
lion and an overproportional 
increase in EBIT after income from 
participations of 50 .5 percent to 
EUR 46.8 million compared with 
the same period in the previous 
year. As a re ult, GfK increased its 
margin of 7. 7 percent at the end of 
the third quarter of 2002 to the 
present figure of 10.9 percent. 
Three factors were crucial to the 
overproportional increase in EBIT: 
rising sales and the exploitation of 
synergies in the Group's interna­
tional network; high-margin acqui­
sitions; efficient cost management. 

In addition, lower expenses in net 
financial income and a lower tax 
ratio compared with the arne peri­
od in the previous year resulted in 
the consolidated total income rising 
by 64.2 percent to EUR 24.0 mil­
lion, more rapidly than EBIT. 
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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: Megan Burdick 
Leading Supplier Of Qual. Rsch. In 
The U.S. With Over 40 Yrs. of 
Experience. Latino/Gen. 
Consumer/l<ids/50+ Age 
SegmenUB2B. 

Cambridge Associates, Ltd. 
2315 Fairway Ln. 
Greeley, CO 80634 
Ph. 800-934-8125 
Fax 970-339-8313 
E-mail: walt@postslot.com 
www.focusgroupguru.com 
Contact: Walt Kendall 
Focus Groups, Conjoint Analysi s, 
Surveys. Call To Discover The 
Difference. 

Cambridge Research, Inc. 
3521 W. 24th St. 
Minneapolis, M N 55416 
Ph . 612-929-8450 
Fax 612-929-8460 
E-mail: dalelongfellow@cam­
bridgeresearch.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: marketing@campos.com 
www.campos.com 
Contact: R. Yvonne Campos 
Full-Service Market Research. 
Custom Qual ., Quant. & Online 
Rsch . 

C o m p I e I e. C o n f i d e n I. 

Chamberlain Research Consultants 
710 John Nolen Drive 
Madison, WI 53713 
Ph. 800-246-9779 
Fax 877-549-5990 
E-mail: quirks@chamerlainre­
search.com 
www.chamberlainresearch.com 
Contact: Tyler Walker, Dir. of Bus. 
Dev. 
Turning Answers into Actions™ 
Since 1988. 

Cheskin 
255 Shoreline Dr., Suite 350 
Redwood Shores, CA 94065 
Ph. 650-802-2100 
Fax 650-593-1125 
E-mail: fkorzenny@cheskin.com 
www.cheskin.com 
Contact: Felipe l<orzenny, Ph .D. 
Strategic Rsch. Consultants 
Specializing in Tech & Consumer 
Goods in General, B2B, Youth, 
Hispanic & Asian Markets. 

Consumer Dynamics and Behavioral 
Analysis, LLC 
8 Goodale Road 
Newton, NJ 07860-2782 
Ph. 973-383-7028 
Fax 973-383-6058 
E-mail: lzaback@cdandba.com 
www.cdandba.com 
Contact: Larry A. Zaback 
Strategically Focused, Actionable 
Consumer Insights. Proprietary 
Behavioral Research Techniques. 

Consumer Focus LLC 
660 Preston Forest Center, #197 
Dallas, TX 75230-2718 
Ph . 214-542-8787 
Fax 214-691-6021 
E -mai I: sstewart@consumerfocus­
co.com 
www.consumerfocusco.com 
Contact: Sue Stewart 
Over 20 Years of Experience in 
Consumer Marketing. 

Creative Focus, Inc. 
1120 Hope Rd., Suite 150 
Atlanta, GA 30350 
Ph. 404-256-7000 
Fax 770-594-2475 
E-mail: vardis@mindspring.com 
www.creativefocus.net 
Contact: Harry Vardis 
B2 B, Seniors, Telecom, Executives, 
Lawyers, Realtors. 

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 .earth I ink. neU -sdan i el/ 
Contact: Stephen Daniel 
FOCUS/IT Understanding 
Technology Buying Processes. 

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

destgn•forun 
Design Forum 
7575 Paragon Rd. 
Dayton, 0 H 45459 
Ph . 937-439-4400 
Fax 937-439-4340 
E-mail: bmckeon@designforum.com 
www.designforumresearch.com 
Contact: Beth McKeon 
Design Forum Is Your Full-Service 
Source For All Your Consumer or 
B2 B Research Needs. 

Direct Feedback, Inc. 
225 West Station Square Dr., Suite 
545 
Pittsburgh, PA 15219 
Ph. 800-519-2739 
Fax 412-394-3660 
E-mail: amav@dfresearch.com 
www.dfresearch.com 
Contact: Sherri M ignella 
New Product. Advertising and B-to­
B. Custom Design/Analysis. 

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. 

Doyle Research Associates, Inc. 
400 N. Michigan Ave., Suite 800 
Chicago, IL 60611 
Ph . 312-863-7600 
Fax 312-863-7601 
E-mail: info@doyleresearch.com 
www.doyleresearch.com 
Contact: Kathy Doyle 
Est.l986; 6 Moderators; Full-time 
Field Staff. Focus G rps. (Face-to­
Face/Phone/Online), Ethnographic/ 
Observational Rsch./Idea 
Generation/ Rsch./ldeation with 
Kids/Teens; New Prod. Dev., Adv. 

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

Erlich Transcultural Consultants 
11430 Burbank Blvd. 
North Hollywood, CA 91601 
Ph. 818-623-2425 
Fax 818-623-2429 
E-mail: info@etcethnic.com 
www.etcethnic.com 
Contact: Andrew Erlich, Ph.D. 
Full Svc. Latino, Asian, African­
Amer., A mer. Indian M ktg. Rsch. 
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Fader & Associates 
372 Central Park W., Ste. 7 N 
New York, NY 10025 
Ph. 212-749-3986 
Fax 212-749-4087 
E-mail: info@faderfocus.com 
www. faderfocus.com 
Contact: Linda Hu 
Broad Range of Categories & 
Demographics Experience With All 
Size Clients. U.S. & lnternationa 
Experience Excellent 
Strategic/Analytical Skills. 

Fine Research & Marketing, Inc. 
431 N. Grandview Ave. 
Daytona Beach, FL 32118 
Ph. 386-253-0809 
Fax 386-253-7272 
E-mail: RsrchPro@aol.com 
Contact: Evelyn Fine 
30+ Years of 
Domestic/International Qualitative 
Experience. Creative and Flexible. 

Focus LATINO 

Focus Latino 
1617 Cabinwood Cove 
Austin, TX 78746 
Ph. 512-306-7393 
Fax 512-328-6844 
E-mail: 
gcafocuslatino@austin .rr.com 
Contact: Guy Antonioli 
Contact: Beatriz Noriega 
Established 1996. Specialize in 
Qualitative Hispanic Consumer 
Research. Bilingual & Bicultural, 
Moderate in Spanish & English. 

F CUSED 
MARKETING RESEARC H INC. 

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

Frankli n Communications 
200 Valley Rd. 
Mt. Arlington, NJ 07856 
Ph. 973-601-0111 
Fax 973-601-0109 
E-mail: michael@fc4research.com 
www.fc4research.com 
Contact: Michael Franklin 
Specializing in Healthcare Research 
Since 1982. 

@Harris Interactive· 

Harris I nteract ive 
135 Corporate Woods 
Rochester, NY 14623 
Ph. 800-866-7655 
Fax 585-272-8680 
E-mail: info@harrisinteractive.com 
www.harrisinteractive.com 
Contact: Jim Longo 
Offering Online & In- Person 
Qualitative Research. 

Henceforth, I nc. 
3412 Hopkins Crossroad 
Minnetonka, M N 55305-4305 
Ph. 952-938-1948 
Fax 952-938-2098 
E-mail: hence4th@att.net 
www.henceforthinc.com 
Contact: Judith Hence 
Full-Service Qual. Rsch.; 16 Years 
Exp: IDSis, Dyads, Focus Groups. 
QRCA, Certified Minority 
Enterprise. Engaging Interviews, 
Actionable Results. 

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

. <:)~. .... 
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I n-Dept h: Technology Market Rsch. 
2090 Vistazo East 
Tiburon, CA 94920 
Ph. 415-789-1042 
Fax 415-789-0366 
E-mail: jacob@in­
depthresearch.com 
www.in-depthresearch.com 
Contact: Jacob Brown 
Premier Provider of Custom Market 
Research to Technology Companies. 
Focus Groups, Online Surveys, Web 
Site Usabilities, International 
Capabi I ities. 
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I nsight Research Associates 
500 N. Wells St., Suite 300 
Chicago, IL 60610 
Ph. 312-595-9500 
Fax 312-595-9980 
E-mail: insight@insightresearch.net 
www.insightresearch.net 
Contact: Mark lngwer, President 
Full-Service Qualitative Research. 
B2 B, I< ids/Teens, Financial, 
Healthcare, Technology, Niche & 
Media. 

Insights Marketing Group, Inc. 
2512 Swanson Ave. 
Miami, FL 33133 
Ph. 305-854-2121 
Fax 305-854-2130 
E-mail: belkist@insights-marketing.com 
www. insights-marketing.com 
Contact: Belkist E. Padilla, Pres. 
Contact: Gloria Cantens, Dir. Qual. Rsch. 
Full -Service Qualitative Research . 
Experienced in Multicultural. Better 
Thinking, Better Qualitative. 

Just The Facts, Inc. 
P.O. Box 365 
Mt. Prospect, I L 60056 
Ph. 847-506-0033 
Fax 847-506-0018 
E-mail : facts2@interaccess.com 
www.j ustthefacts.com 
Contact: Bruce Tincknell 
Highly Skilled; Well Organized; 
Maintains Control While Enabling 
Creative Flow; Strategic 
Moderating; Actionable Results; 25 
Years Experience. 

l<nowledge 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./ All Expertise In- House/ 
Strategic Focus/B2 B. 

Leichliter Associates 
MARKET RESEARCH /IDEA DEVELOPMENT 

Leichliter Ascts. Mkt. Rsch./ 
Idea Deve lopment 
P.O . Box 788 FDR Station 
New York, NY 10150-0788 
Ph. 212-753-2099 
Fax 212-753-2599 
E-mail : lleichliter@aol.com 
www.leichliter.com 
Contact: Betsy Leichliter 
Targeted Focus Grps./Interviews/ 
Usability Rsch./Team Facilitation. 
Face-to-Face/Phone/Internet. 
Based: NYC & Chicago, 
Nat' I./Giobal Capabilities. Free 
Initial Consultation. 

Loretta Marketing Group 
13935 S.W. 102 Court 
Miami, FL 33176 
Ph. 305-232-5002 
Fax 305-232-8010 
E-mail: lmg8010@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. 

Market Navigation, Inc. 
60 Dutch Hill Rd. 
Orangeburg, NY 10962 
Ph . 845-365-1391 ext. 228 
Fax 845-365-1022 
E -mai I: eve@mnav.com 
E-mail : grs@mnav.com 
www.mnav.com 
Contact: Eve Zukergood, CEO 
Contact: George Silverman 
A Diverse Qual. & M ktg . Company 
Specializing In The Customer 
Decision Process, Optimizing Word­
of-Mouth, & Practical Innovation at 
Low Cost. 

Marketing Matrix International, I nc. 
2566 Overland Ave., Ste. 675 
Los Angeles, CA 90064 
Ph . 310-842-8312 
Fax 310-842-7212 
E-mail: selz@markmatrix .com 
Contact: Marcia Selz, Ph.D. 
Foe . Grps., In- Depth Intvs. & 
Telephone, Mailback & Online 
Surveys For Financial Svce. 
Companies. 

MCC Qualitative Consulting 
100 Plaza Dr. 
Secaucus, NJ 07094 
Ph. 201-865-4900 or 800-998-4777 
Fax 201 -865-0408 
E -mai I: andrea@meadowcc.com 
www.meadowcc.com 
Contact: Andrea C. Schrager 
Insightful, Innovative, Impactful, 
Act ion-Oriented Team Approach. 
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Meczka Marketing/Research/ 
Cnsltg., Inc. 
5757 W. Century Blvd., Lobby Level 
Los Angeles, CA 90045 
Ph . 310-670-4824 
Fax 310-410-0780 
E-mail : adiaz@mmrcinc.com 
www.mmrcinc.com 
Contact: Anthony Diaz 
Quai./Quant. Rsch. 25 Yrs. Exp. 
Recruit & Facility. 

Media-Screen 
27 Mirabel Ave. 
San Francisco, CA 94110 
Ph . 415-647-2876 
Fax 413-723-8823 
E-mail: cate@media-screen.com 
www.media-screen.com 
Contact: Cate Rieger 
Focus Groups, 1-on-ls, Online Focus 
Groups, Ethnography. 

MedProbe™ Inc. 
13911 Ridgedale Dr., Suite 400 
Minneapolis, M N 55305 
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 & 
SHARE MAP. 

Millennium Research, Inc. 
7493 W. !47th St., Ste. 201 
Apple Valley, M N 55124 
Ph . 952-431-6320 
Fax 952-431-6322 
E-mai l : jjohnson@millenniumre­
searchinc.com 
www.millenniumresearchinc.com 
Contact: Jan Johnson 
Nat'l. & Int'l. Focus Groups, 
Executive Interviews, Fast 
Turnaround. 

Mountain Insight, LLC 
8185A Summerset Dr. 
Colorado Springs, CO 80920 
Ph . 719-522-0323 
Fax 719-522-0319 
E-mail: emotz@mountaininsight.com 
www.mountaininsight.com 
Contact: Eulee Motz 
Design, Moderation, Analysis of In­
Person & Telephone Focus Groups 
& Depth Interviews. Experienced 
Professionals. 

The New Marketing Network, Inc. 
225 W. Ohio St., Suite 600 
Chicago, IL 60610 
Ph. 312-670-0096 
Fax 312-670-0126 
E-mail: info@newmarketingnetwork.com 
www.newmarketingnetwork.com 
Contact: Priscilla Wallace 
Creative Director, Now A Strategic, 
Results-Oriented Moderator. 

Newman Marketing Research 
11 Stoney Brook Blvd. 
Newtown Square, PA 19073 
Ph. 610-325-4337 
Fax 610-325-4338 
E-mail: fnewman@newmanmarket­
ingresearch.com 
www.newmanmarketingresearch.com 
Contact: Felicia Newman 
Qualitative Research Offering 
Innovative Techniques. 

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

Perception Research Services 
One Executive Dr. 
Fort Lee, NJ 07024 
Ph . 201-346-1600 
Fax 201-346-1616 
E-mail: info@prsresearch.com 
www.prsresearch.com 
Contact: Scott Young 
Pkg./Pos., Print Adv., Direct Mail & 
Web Usability. 

Primary Insights, Inc. 
650 Warrenville Rd., Ste. 301 
Lisle, IL 60532 
Ph. 630-963-8700 
Fax 630-963-8756 
E-mail: info@primaryinsights.com 
www.primaryinsights.com 
Contact: E Iaine Parkerson 
Sensitive Topics. Ideation. 
Exploration for Strategic Decision 
Making. Action-Oriented 
Recommendations. 

PRYBLY Group, 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 
3,000 Focus Groups and IDI's 
Successfully Conducted. Challenging 
and Short Notice Products Welcomed. 

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. 
Qual. Rsch.- Focus Grps., Indiv. 
Depth Interviews, Mini Grps. Skilled 
High Quality Moderating. Over 25 
Yrs. Exp. 

RIVA Market Research 
7316 Wisconsin Ave., Suite 450 
Bethesda, MD 20814 
Ph. 301-652-3632 
Fax 301-907-0209 
E-mail: Research@RIVAinc.com 
www.RIVAinc.com 
Contact: Amber Marino Tedesco 
Full -Service Qualitative Company 
With 20+ Years Experience. 
Considered Industry Leader in 
Moderating & Training. 

Pamela Rogers Research, LLC 
27 59 Fourth St. 
Boulder, CO 80304 
Ph. 303-443-3435 
Fax 303-443-3621 
E-mail: pamelarogers@aol.com 
www.pamelarogersresearch.com 
Contact: Pamela Rogers 
Exceptional Insights Since 1985; 
U.S., International, Online. 

Jav L. Roth & Associates 

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 
25 Years Experience! Great Groups, 
Insights & Reports! 

S rnNELLER ­

~ualitative 
"""'-

Paul Schneller Qualitative LLC 
300 Bleecker St. 
New York, NY 10014 
Ph. 212-675-1631 
www.gls.net/-answers 
Contact: Paul Schneller 
Full Aray: Ads/Packaged 
G oods/R x/B us. -to-Bus./C onsumers. 
14+ Years Experience. 

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. 

SRA Research Group, Inc. 
1001 N. U.S. One, Ste. 310 
Jupiter, FL 33477 
Ph . 561-744-5662 
E-mail: info@sunbeltresearch.com 
www.sunbe ltresearch.com 
Contact: Barbara L. Allan 
20+ Years Exp.; Business & 
Consumer Studies; Nat'l. & Int'l. 
Exp. 

synovate 
Research reinvented 

Synovate 
580 White Plains Rd. 
Tarrytown, NY 10591 
Ph. 914-332-5300 
Fax 914-631-8300 
E-mail: steve.wolf@synovate.com 
www.synovate.com 
Contact: Steve Wolf 
Maximize The Power Of Your 
Qualitative And Get The Clear, 
Concise Results You Need For Real 
Business Decision-Making. 

• • • • • • • • • • AAAAAAAAAA 

TEN people TALkiNq 

Ten People Talking 
3016 W. Raye St. 
Seattle, WA 98199 
Ph. 206-216-0775 
Fax 206-216-0776 
E-mail: regina@tenpeopletalking.com 
www.tenpeopletalking.com 
Contact: Regina Szyszkiewicz, MA 
Specializing in Healthcare 
Qualitative Research. 

Uti lis 
Research & Consulting 

Uti lis 
966 St. Nicholas Ave., 2nd floor 
New York, NY 10032 
Ph. 212-939-0077 
Fax 212-862-2706 
E-mail: rperez@utilis-research.com 
www.utilis-research.com 
Contact: Raul Perez, Ph .D. 
Specialty in H ispanic/Lat ino 
Markets. Full-Service Qualitative: 
Focus Groups, IDis, Ethnographies. 

Zebra Strategies 
2565 Broadway- 393 
New York, NY 10025 
Ph . 212-860-7128 
Fax 212-501-8401 
E-mail: denene@zstrategies.net 
Contact: Denene Jonielle 
F-ull -Service Marketing Research. 
Flawless Recruiting, Moderating, 
Design, Nationwide. Expertise in 
Consumer, B2 B & Multi-Cultural 
Research. 
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GEOGRAPHIC CROSS INDEX OF MODERATORS 
Refer to preceding pages for address, phone number and contact name. 

California 
Jeff Anderson Consulting, Inc. 
AutoPacific, Inc. 
Cheskin 
Erlich Transcultural Consultants 
In-Depth: Technology Market Research 
Marketing Matrix International, Inc. 
Meczka M ktg./Rsch./Cnsltg., Inc. 
Media-Screen 

Colorado 
Cambridge Associates, Ltd. 
Mountain Insight, LLC 
Pamela Rogers Research, LLC 

Florida 
Fine Research & Marketing, Inc. 
Insights Marketing Group, Inc. 
Loretta Marketing Group 
SIL Group 
SRA Research Group, Inc. 

Georgia 
Creative Focus, Inc. 

Illinois 
C&R Research Services, Inc. 
Doyle Research Associates, Inc. 
Insight Research Associates 
Just The Facts, Inc. 
Leichliter Assoc. M ktg. Rsch./Idea Dev. 
The New Marketing Network, Inc. 
Primary Insights, Inc. 
PRYBYL Group, Inc. 

Maryland 
RIVA Market Research 

Massachusetts 
Daniel Associates 
Dolobowsky Qualitative Services, Inc. 

Minnesota 
Cambridge Research, Inc. 
Henceforth, Inc. 
MedProbe™ Inc. 
Millennium Research, Inc. 
Outsmart Marketing 

New Jersey 
Consumer Dynamics and 

Behavioral Analysis, LLC 
Franklin Communications 
Hispanic Research Inc. 
MCC Qualitative Consulting 
Perception Research Services 

New York 
Decision Drivers 
Fader & Associates 
Harris Interactive 
Knowledge Systems & Research, Inc. 
Leichliter Ascts. Mkt. Rsch./Idea Dev. 
Market Navigation, Inc. 
The Research Department 
Jay L Roth & Associates, Inc. 
Paul Schneller Qualitative LLC 
Synovate 
Utilis 
Zebra Strategies 

North Carolina 
D/R/S Health Care Consultants 

SPECIALTY CROSS INDEX OF MODERATORS 
Refer to preceding pages for address, phone number and contact name. 

ADVERTISING FOCUSED Marketing Research, Inc. Fader & Associates 

Jeff Anderson Consulting, Inc. Insight Research Associates Fine Research & Marketing, Inc. 

C&R Research Services, Inc. Insights Marketing Group, Inc. FOCUSED Marketing Research, Inc. 

Cambridge Associates, Ltd. Just The Facts, Inc. 

Cambridge Research, Inc. ASIAN l<nowledge Systems & Research, Inc. 

Decision Drivers Erlich Transcultural Consultants 
Leichliter Ascts. M kt. Rsch/Idea Dev. 

Doyle Research Associates, Inc. Market Navigation, Inc. 

Erlich Transcultural Consu ltants MCC Qualitative Consulting 

Fader & Associates ASSOCIATIONS Millennium Research, Inc. 

Fine Research & Marketing, Inc. Market Navigation, Inc. PRYBYL Group, Inc. 

Focus Latino Pamela Rogers Research, LLC The Research Department 

Insight Research Associates Pamela Rogers Research, LLC 

Insights Marketing Group, Inc. AUTOMOTIVE Jay L. Roth & Associates, Inc. 

Millennium Research, Inc. AutoPacific, Inc. 
Paul Schneller Qualitative LLC 

The New Marketing Network, Inc. C&R Research Services, Inc. 
Synovate 

Outsmart Marketing Design Forum 
PRYBYL Group, Inc. Focus Latino CABLE 
The Research Department 

Erlich Transcultural Consultants C&R Research Services, Inc. 
Pamela Rogers Research, LLC 
Jay L. Roth & Associates, Inc. 

BIO-TECH CHILDREN Paul Schneller Qualitative LLC 
Market Navigation, Inc. C&R Research Services, Inc. 

AFRICAN-AMERICAN MedProbe, Inc. Doyle Research Associates, Inc. 
Fader & Associates 

Erlich Transcultural Consultants 
Henceforth, Inc. BRAND/CORPORATE FOCUSED Marketing Research, Inc. 

Insight Research Associates 
Insights Marketing Group, Inc. IDENTITY Just The Facts, Inc. 
Zebra Strategies Perception Research Services Market Navigation, Inc. 

Primary Insights, Inc. 
AGRICULTURE 

Zebra Strategies 

Cambridge Associates, Ltd. BUILDING PRODUCTS COMMUNICATIONS 
Cambridge Research, Inc. Marketing Advantage Rsch. Cnslts. RESEARCH FOCUSED Marketing Research, Inc. 

Cambridge Associates, Ltd. Millennium Research, Inc. BUS.-TO-BUS. Insight Research Associates 

ALCOHOLIC BEV. 
C&R Research Services, Inc. PRYBYL Group, Inc. 
Cambridge Associates, Ltd. Jay L. Roth & Associates, Inc. 

C&R Research Services, Inc. Cambridge Research, Inc. 
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Ohio 
Design Forum 

Pennsylvania 
Campos Market Research, Inc. 
Direct Feedback, Inc. 
FOCUSED Marketing Research, Inc. 
Newman Marketing Research 

Texas 
Consumer Focus LLC 
Focus Latino 

Washington 
Ten People Talking 

Wisconsin 
Chamberlain Research Consultants 

COMPUTERS/ 
HARDWARE 
In-Depth: Technology Market Rsch. 
Leichliter Ascts. Mkt. Rsch/Idea Dev. 

COMPUTERS/MIS 
Daniel Associates 
Fader & Associates 
In-Depth: Technology Market Rsch . 
Leichliter Ascts. Mkt. Rsch/Idea Dev. 
Marketing Advantage Rsch. Cnslts. 

CONSUMERS 
C&R Research Services, Inc. 
Consumer Focus LLC 
Decision Drivers 
Design Forum 
Fader & Associates 
Fine Research & Marketing, Inc. 
Insight Research Associates 
Just The Facts, Inc. 
Knowledge Systems & Research, Inc. 
PRYBYL Group, Inc. 
The Research Department 
Jay L. Roth & Associates, Inc. 

CUSTOMER 
SATISFACTION 
Marketing Advantage Rsch. Cnslts. 
Synovate 

DIRECT MARKETING 
Consumer Focus LLC 
Leichliter Ascts. Mkt. Rsch/Idea Dev. 
Perception Research Services 
Synovate 



EDUCATION HEALTH & BEAUTY INTERACTIVE PROD./ OBSERVATIONAL RSCH . 
Cambridge Associates, Ltd. PRODUCTS SERVICES/RETAILING Consumer Dynamics and Behavioral 
Insight Research Associates C&R Research Services, Inc. Leichliter Ascts. M kt. Rsch/Idea Dev. Analysis, LLC 
Just The Facts, Inc. Image Engineering, Inc. Doyle Research Associates, Inc. 
Market Navigation, Inc. PRYBYL Group, Inc. INTERNATIONAL Primary Insights, Inc. 
PRYBYL Group, Inc. Paul Schneller Qualitative LLC Fader & Associates 

Synovate Insight Research Associates ONLINE FOCUS GROUPS 
ELECTRONICS Primary Insights, Inc. C&R Research Services, Inc. 
PRYBYL Group, Inc. HEALTH CARE Pamela Rogers Research, LLC Cambridge Associates, Ltd. 

Jeff Anderson Consulting, Inc. Doyle Research Associates, Inc. 

EMPLOYEES D/R/S Health Care Consultants INTERNET Insights Marketing Group, Inc. 
Leichliter Ascts. Mkt. Rsch/Idea Dev. Primary Insights, Inc. Erlich Transcultural Consultants C&R Research Services, Inc. 

Fader & Associates Fader & Associates 
PACKAGE DESIGN ETH NIC/M U LTICU LTUR- Focus Latino In-Depth:Technology Market Rsch. 

AL RESEARCH Franklin Communications Knowledge Systems & Research, Inc. RESEARCH 
Insight Research Associates Leichliter Ascts. M kt. Rsch/Idea Dev. C&R Research Services, Inc. Cheskin l<nowledge Systems & Research, Inc. MCC Qualitative Consulting Consumer Dynamics and Behavioral 
Leichliter Ascts. Mkt. Rsch/Idea Dev. Perception Research Services Analysis, LLC ETHNOGRAPHIC MedProbe™ Inc. Jay L. Roth & Associates, Inc. Insight Research Associates 

RESEARCH Synovate Synovate Leichliter Ascts. M kt. Rsch/Idea Dev. 
C&R Research Services, Inc. Ten People Talking Perception Research Services 
Cheskin INTERNET SITE The Research Department 
Consumer Dynamics and Behavioral HIGH-TECH CONTENT/DESIGN Analysis, LLC Jeff Anderson Consulting, Inc. 

FOCUSED Marketing Research, Inc. PACKAGED GOODS 
Doyle Research Associates, Inc. Cheskin C&R Research Services, Inc. 
Insights Marketing Group, Inc. In-Depth:Technology Market Rsch. 

INVESTMENTS Cheskin 
Primary Insights, Inc. Leichliter Ascts. M kt. Rsch/Idea Dev. Consumer Dynamics and Behavioral 
Synovate PRYBYL Group, Inc. Leichliter Ascts. M kt. Rsch/Idea Dev. Analysis, LLC 

Jay L. Roth & Associates, Inc. Doyle Research Associates, Inc. 
EXECUTIVES Synovate LATIN AM ERICA Focus Latino 
C&R Research Services, Inc. C&R Research Services, Inc. FOCUSED Marketing Research, Inc. 
Decision Drivers HISPANIC Insights Marketing Group, Inc. Insight Research Associates 
Fader & Associates C&R Research Services, Inc. Loretta Marketing Group Insights Marketing Group, Inc. 
Insight Research Associates Cheskin Just The Facts, Inc. 
Leichliter Ascts. M kt. Rsch/Idea Dev. Erlich Transcultural Consultants MEDICAL PROFESSION Jay L. Roth & Associates, Inc. 
Market Navigation, Inc. Focus Latino Cambridge Associates, Ltd. Synovate 
The Research Department Hispanic Research Inc. D/R/S Health Care Consultants 
Jay L. Roth & Associates, Inc. Insights Marketing Group, Inc. In-Depth:Technology Market Rsch. PARENTS 
Paul Schneller Qualitative LLC Loretta Marketing Group Insight Research Associates Fader & Associates 
Synovate Uti lis Market Navigation, Inc. Market Navigation, Inc. 

Zebra Strategies MedProbe™ Inc. 
FINANCIAL SERVICES Paul Schneller Qualitative LLC PET PRODUCTS 
Jeff Anderson Consulting, Inc. HOUSEHOLD Ten People Talking C&R Research Services, Inc. 
C&R Research Services, Inc. PRODUCTS/CHORES Cambridge Research, Inc. 
Cambridge Associates, Ltd. C&R Research Services, Inc. MODERATOR TRAINING FOCUSED Marketing Research, Inc. 
Cambridge Research, Inc. The Research Department Market Navigation, Inc. Primary Insights, Inc. 
Consumer Focus LLC Paul Schneller Qualitative LLC PRYBYL Group, Inc. 
Fader & Associates NEW PRODUCT DEV. FOCUSED Marketing Research, Inc. 

HUMAN RESOURCES C&R Research Services, Inc. PHARMACEUTICALS Henceforth, Inc. 
ORGANIZATIONAL DEV. Cambridge Associates, Ltd. C&R Research Services, Inc. Insight Research Associates 

Cheskin Cambridge Associates, Ltd. Insights Marketing Group, Inc. Primary Insights, Inc. 
Consumer Dynamics and Behavioral D/R/S Health Care Consultants Leichliter Ascts. M kt. Rsch/Idea Dev. 
Analysis, LLC Fader & Associates Marketing Matrix International, Inc. IDEA GENERATION Doyle Research Associates, Inc. Focus Latino MCC Qualitative Consulting Doyle Research Associates, Inc. Fader & Associates FOCUSED Marketing Research, Inc. Jay L. Roth & Associates, Inc. Just The Facts, Inc. Insight Research Associates Franklin Communications The Research Department Leichliter Ascts. Mkt. Rsch/Idea Dev. Just The Facts, Inc. In-Depth: Technology Market Rsch. Synovate Primary Insights, Inc. Market Navigation, Inc. Insight Research Associates 

Synovate Millennium Research, Inc. Leichliter Ascts. M kt. Rsch/Idea Dev. FOOD PRODUCTS/ The New Marketing Network, Inc. Market Navigation, Inc. 
NUTRITION IMAGE STUDIES Outsmart Marketing MCC Qualitative Consulting 
C&R Research Services, Inc. Cambridge Associates, Ltd. PRYBYL Group, Inc. MedProbe™ Inc. 
Fine Research & Marketing, Inc. Leichliter Ascts. Mkt. Rsch/Idea Dev. The Research Department Pamela Rogers Research, LLC 
Outsmart Marketing Pamela Rogers Research, LLC Paul Schneller Qualitative LLC 
Just The Facts, Inc. INSURANCE Jay L. Roth & Associates, Inc. Synovate 
The Research Department Consumer Focus LLC Paul Schneller Qualitative LLC Ten People Talking 
Jay L. Roth & Associates, Inc. Leichliter Ascts. M kt. Rsch/Idea Dev. Synovate 
Paul Schneller Qualitative LLC Ten People Talking 
Synovate 
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moderator marl<etplace™ 

POLITICAUSOCIAL SENIORS TEENAGERS TOURISM/HOSPITALITY 
RESEARCH C&R Research Services, Inc. C&R Research Services, Inc. Fine Research & Marketing, Inc. 

Cambridge Associates, Ltd. Insight Research Associates Doyle Research Associates, Inc. 

Market Navigation, Inc. Primary Insights, Inc. Fader & Associates TOYS/GAMES 
Focus Latino C&R Research Services, Inc. 

POSITIONING SMALL BUSINESS/ Insight Research Associates Fader & Associates 

RESEARCH ENTREPRENEURS 
TELECOMMUNICATIONS 

PRYBYL Group, Inc. 

Outsmart Marketing FOCUSED Marketing Research, Inc. 
Daniel Associates TRAVEL Paul Schneller Qualitative LLC 

SOFT DRINI<S, BEER, In-Depth : Technology Market Rsch. Cambridge Associates, Ltd. 
Insight Research Associates PUBLIC POLICY RSCH . WINE Fine Research & Marketing, Inc. 

Cambridge Associates, Ltd. 
Knowledge Systems & Research, Inc. FOCUSED Marketing Research, Inc. 

C&R Research Services, Inc. Leichliter Ascts. M kt. Rsch/Idea Dev. PRYBYL Group, Inc. 

PUBLISHING 
Cambridge Associates, Ltd. MCC Qualitative Consulting 
Focus Latino The Research Department UTILITIES Cambridge Associates, Ltd. FOCUSED Marketing Research, Inc. Jay L. Roth & Associates, Inc. 

Cambridge Associates, Ltd. Leichliter Ascts. M kt. Rsch/Idea Dev. Jay L. Roth & Associates, Inc. Synovate 
Market Navigation, Inc. TELECONFERENCING Knowledge Systems & Research, Inc. 

SPORTS Cambridge Research, Inc. Jay L. Roth & Associates, Inc. 

QUALITATIVE END- FOCUSED Marketing Research, Inc. Leichliter Ascts. M kt. Rsch/Idea Dev. 
VETERINARY MEDICINE USER TRAINING Pamela Rogers Research, LLC 

TELEPHONE FOCUS FOCUSED Marketing Research, Inc. 
Primary Insights, Inc. 

STRATEGY GROUPS Paul Schneller Qualitative LLC 

RETAIL DEVELOPMENT C&R Research Services, Inc. WEALTHY 
Design Forum Cambridge Associates, Ltd. Primary Insights, Inc. Leichliter Ascts. M kt. Rsch/Idea Dev. 
Knowledge Systems & Research, Inc. Paul Schneller Qualitative LLC Doyle Research Associates, Inc. 

Leichliter Ascts. Mkt. Rsch!Idea Dev. Leichliter Ascts. Mkt. Rsch/Idea Dev. 
YOUTH 

MCC Qualitative Consulting TEACHERS Market Navigation, Inc. 

Synovate Market Navigation, Inc. 
MedProbe, Inc. 
Millennium Research, Inc. 

PRYBYL Group, Inc. 

Names of Note 
continued from page 10 

In line with a new organizational 

structure, VNU has named Steven 
M. Schmidt president and chief 

executive officer of ACNielsen and 

executive vice president of VNU 
Marketing Information. Frank 
Martell has been named chief 

operating officer of AC N ielsen and 

senior vice president ofVNU 

M arketing Information. Brian 
Chadbourne has been named 

pre ident and chief executive offi­

cer ofV N U Advisory Services, and 

execu tive vice p resident ofVNU 

M arke ting Information . Separately, 

VNU has named Maarten 
Schikker vice president corporate 

sustainability. 

NOP World, N ew York, has named 

Denise Teeling chief financial 

officer. 

Suzanne Johnson has joined GfK 
Custom Research Inc. as senior vice 

president and manager of its San 

Francisco office. 
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William Lawliss has joined Sports 
Research Partnership, a joint venture 
between SGMA International and 

Sports Marketing Surveys, as direc­
tor of business development. 

Meyers Research Center, New York, 
has named Matthew Germain 
vice president. 

Pete Farrand has been appointed 
senior research associate at FD 
International, a London-based 
research firm. 

Paris research firm Ipsos has named 
Alain Peron managing director 
(France) of the company's quality 
and customer satisfaction division, 
Ipsos Loyalty. Separately, Randall 
Emond has joined the company as 
CEO of the Ipsos Forecasting, 
M odeling and Consulting global 
division, which includes the Ipsos­
Novaction and Ipsos-Vantis model­
ing and forecasting practices. 

John Birmingham has been 
named vice president/marketing 

www.quirks.com 

C&R Research Services, Inc. 
Zebra Strategies 

for Chicago Tribune. Marketing 
research will be among his new 
responsibilities. 

London-based health care market 
research firm Isis Research 
announced that it 2003 graduate 
training program has now finished 
and that the 12 recruits have now 
joined their respective teams across 
the globe. Joining as junior 

re earch executives are: Lindsay 
Thomas and Jennifer Yu , who 
have joined the Isis Maryland 
team; Gemma Calero Noves , 
who has joined the Isis Spain team; 
Cecille Plasabas , from the Isis 
Philippine office and Emily 
Sumner, Jennifer Bickett , Elaine 
Bonnici , Annabelle Gourlay, 
Nick Hedley , Pieter De 
Richter, Elizabeth Allison and 
Nicola Scott have all joined the 
U.K. office. 

Randall S. Smith has been named 
president and chief executive offi­
cer of com core urvey olutions, a 
new busines unit of Reston, Va.­
based com core Networks. 



Mystery Shopping 

Providers Directory >>> 
This directory was compiled by sending listing forms to companies that have 

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 offe~ be it fu 11-service or just data collection, 

and the span of their services C international, national, regional or local). As an added 

feature, firms have been cross-indexed by the span of their services. The cross-index 

sections, which can be found at the end of the directory, list international mystery 

shopping firms alphabetically, national mystery shopping firms by country, regional 

firms by state, and local mystery shopping firms by metropolitan area. This directory 

is also available online at www.quirks.com. Copyright 2004 Quirk's Marketing Research Review 
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.. Entertainment 
F .. Financial Services 
H . .. Health Care 
R . .. RestauranVFast Food 
RT .. Retail 
S .. Services (Real Estate, Hotels, etc.) 

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

A Customer's Point of View, Inc. 
3588 Highway 138, #343 
Stockbridge, GA 30281 
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 Total Resource Group 
936 E. 12th Ave. 
Denver; CO 80218 
Ph . 303-813-0000 
Fax 303-813-0009 
E-mail: Total ResourceGrp@aol.com 
Nationally- Data collection/Field service 
B, E, F, H, R, RT, S 

A.I.M. Field Service 
1428 E. Semoran Blvd., Suite 101 
Apopka, FL 32703 
Ph. 407-886-5305 or 888-345-3465 
Fax 407-884-0333 
E-mail : patsaim@ao l.com 
www.patsaim.com 
Pat Blackwell, President 
Regionally- Data collection/Field service 
B, E, F, H, R, RT, S 

AAR/AII About Research 
2000 York Rd., Suite 111 
Oak Brook, I L 60523 
Ph. 630-573-9500 
Fax 630-573-2552 
E-mail: aarinfos@aol.com 
Nationally- Full-service 
B, E, F, H, R, RT, S 

ACE Mystery Shopping 
Associate Consumer Evaluations, LLC 
4901 S. Limit Ave 
Sedalia, MO 65301 
Ph. 866-662-5642 
E -mai I: info@acemysteryshoppi ng .com 
www.acemysteryshopping .com 
Nationally- Full-service 
B, E, F, H, R, RT, S 
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Actys Etudes Audit Conseil 
71-73 rue de Saussure 
75017, Paris 
France 
Ph. 33-l-56-56-60-63 
Fax 33-l-48-42-15-83 
E-mail: international@actys.net 
www.actys.net 
A lice Darel, International Manager 
Internationally- Full-service 
E, F, R, RT, S 

Advantage Business Services 
325 Haliwood Dr. 
Melbourne, FL 32901 
Ph. 321-952-0300 
Fax 321-952-0300 
E-mail : cwj3290l@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 403-250-3374 
E -mai I: boyd .stevens@asmcanada.com 
Boyd Stevens 
Nationally - Full -service 
RT, S 

Advisory Group, Inc. 
8605 Cameron St., Suite 306 
Silver Spring, MD 20910-3710 
Ph. 301-588-6800 
Fax 301-588-6802 
E-mail: kassoff@advisorygroupinc.net 
Edward l<assoff 
Nationally- Data collection/Field service 
E, R, RT, S 

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

ARC Research Corporation 
14 Commerce Dr. 
Cranford, NJ 07016 
Ph. 908-276-6300 
Fax 908-276-1301 
E-mail: info@arcresearch.com 
www.arcresearch.com 
Daria Friedman 
Nationally- Full-service 
B, E, F, H, R, RT, S 

Ask Arizona 
A division of WestGroup Research 
2720 E. Thomas, Bldg. A 
Phoenix, AZ 85016 
Ph. 602-707-0050 or 800-999-1200 
Fax 602-707-0055 
E-mail: bethsmith@westgroupresearch.com 
www.westgroupresearch .com 
Beth Aguirre-Smith, President 
Nationally - Full -service 
B, E, F, H, R, RT, S 
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Assistance In Marketing, Inc. 
11890 Montgomery Rd. 
Cincinnati, OH 45249 
Ph. 513-683-6600 or 888-4AI M FIRE 
Fax 513-683-9177 
E-mail: marian@AIM-Cincinnati.com 
www.aimresearchnetwork.com 
Irwin Weinberg, Vice President 
Locally- Data collection/Field service 
E, F, R, RT, S 

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

ath Power Consulting Corporation 
12 Essex St. 
Andover, MA 01810 
Ph. 877-977-6937 
Fax 866-474-4161 
E-mail: info@athpower.com 
www.athpower.com 
Frank Alai, President 
Internationally- Full-service 
B, E, F, H, R, RT, S 

Audits & Surveys Worldwide 
75 Ninth Avenue 
New York, NY 10011 
Ph. 212-240-5300 
Fax 212-240-5353 
E-mail : info@roperasw.com 
www. roperasw.com 
Carl Ravitch, Managing Director 
Internationally- Full-service 
B, E, F, H, R, RT, S 

B. Business Solutions, Inc. 
55 Greystone Dr. 
Mountaintop, PA 18707 
Ph. 800-380-6559 or 570-474-2212 
Fax 509-695-5267 
E-mail: salli@bizshoptalk.com 
www.bizshoptalk.com 
Salli Bruell, PresidenVOwner 
Nationally - Full -service 
B, E, R, RT, S 

Ban Consult, Inc. 
P.O. Box 883 
Okemos, M I 48805-0883 
Ph. 517-349-4343 
Fax 517-349-5908 
E-mail : info@banconsult.com 
www. banconsu lt.com 
Martha l<liebert 
Regionally- Full -service 
F 

Bare Associates I nternational, Inc. 
3251 Old Lee Hwy., Suite 203 
Fairfax, VA 22030 
Ph. 800-296-6699 ext. 3131 or 703-995-3131 
Fax 703-591-6583 
E-mail : mbare@baiservices.com 
www.baiservices.com 
Michael L. Bare, President 
Internationally - Full-service 
B, E, F, H, R, RT, S 



Bare Associates Int'l. Europe 
50 Pyckestraat 
2018 Antwerp 
Belgium 
Ph. 32-3290-0289 
Fax 32-7183-4601 
E-mail: eaben@baiservices.com 
www.baiservices.com 
Ernst Aben, Managing Director 
Internationally- Full-service 
B, E, F, H, R, RT, S 

Barnes Research, Inc. 
4920 Plainfield N.E. 
Grand Rapids, MI 49525 
Ph. 616-363-7643 
Fax 616-363-8227 
E -mai I: b ids@barnesresearch .com 
www. barnesresearch .com 
Marilyn Johnson 
Regionally- Data collection/Field service 
B, E, F, H, R, RT, S 

Barry Leeds & Associates, Inc. 
38 E. 29th St. 
New York, NY 10016-7911 
Ph. 800-532-8586 or 212-889-5941 
Fax 212-889-6066 
E-mail: plubin@barryleedsassoc.com 
www. barry I eedsassoc .com 
Paul Lubin, President & CEO 
Internationally- Full-service 
B, F, R, RT, S 

Bartels Research Corp. 
145 Shaw Ave., Bldg. C 
Clovis, CA 93612 
Ph. 559-298-7557 or 800-677-5883 
Fax 559-298-5226 
E-mail : bartels1 @compuserve.com 
www.bartelsresearch .com 
Patrick Bartels, Vice President 
Nationally- Data collection/Field service 
B, E, F, H, R, RT, S 

Battre Affarer/Better Business 
Vargmotesvagen 4 
18630 Vallentuna 
Stockholm 
Sweden 
Ph. 46-8-5118-51-10 or 46-70-529-1885 
Fax 46-8-5118-51-20 
E -mai I: info@baff.se 
www.battreaffarer.com 
Veronica Karlsson 
Internationally- Full-service 
B, E, F, H, R, RT, S 

Frances Bauman Associates 
23 Girard St. 
Marlboro, NJ 07746 
Ph . 732-536-9712 
Fax 732-536-3256 
E-mail : fbauman23@aol.com 
Frances Bauman, Owner 
Regionally- Data collection/Field service 
B, E, F, R, RT, S 

Bay Area Research 
9936 Liberty Rd. 
Randallstown, MD 21133 
Ph. 410-922-6600 
Fax 410-922-6675 
E-mail: bbridge@mdmarketingsource.com 
www. bayareamarketi ngresearch .com 
Tamara Zwingelberg, Manager 
Regionally- Full-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@bel lresearch.com 
www.bell research .com 
Nationally- Full-service 
B, E, F, H, R, RT, S 

Best Mark 
5605 Green Circle Dr., Su ite 200 
Minnetonka, M N 55343-9602 
Ph. 800-51-G U EST (514-8378) 
Fax 952-922-0237 
E -mai I: i nfo@bestmark.com 
www.bestmark.com 
Ann Jennings, President 
Nationally- Full-service 
B, E, F, R, RT, S 

BestMark is a full-service national mystery 
shopping company that serves many of 
America's finest businesses, including Fortune 
500 companies, in an array of industries. 
BestMark's powerful Web technology solu­
tions allow you to not on ly access completed 
shops online, but to dynamically query shop 
resu Its for ad hoc reports and internal studies 
as well . Get all your standard reports online 
and use BestMark's Web-based shop manage­
ment system to create action plans, employee 
feedback notes and trend performance history 
right from your own PC. 
(See advertisement on p. 87) 

Innovative Mystety Shop Solutiot1s 
Desigt1ed to Drive Results 

• Operating Worldwide 
• Recognized Industry Leader 
• Web-Based Systems 
• Award Winning Service 

BESTM RK 
GREAT MYSTERY SHOPPING PARTNER FOR 

AMERICA'S BEST CORPORATIONS 

800- 514- 8378 I www .bestmark.com 

www.quirks.com Quirk's Marketing Research Review I 87 



.. Financial Services 
H ... Health Care 
R ... Restaurant/Fast Food 
RT .. Retail 
S .. Services (Real Estate, Hotels, etc.) 

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

The Blackstone Group 
360 N. Michigan Ave., Suite 1500 
Chicago, IL 60601 
Ph. 312-419-0400 or 800-666-9847 
Fax 312-419-8419 
E -mai I: info@bgglobal.com 
www.bgglobal.com 
Claire Rose 
Nationally - Full -service 
B, E, F, H, RT 

BMA- BMA Mystery Shopping 
P.O. Box 21269 
Bradenton, F L 34204 
Ph. 800-355-5040 or 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 

Business Evaluation Services 
123 Truxton Ave 
Bakersfield, CA 93301 
Ph. 888-300-8292 
Fax 661-631-1685 
E-mail : charles@mysteryshopperservices.com 
www.mysteryshopperservices.com 
Charles Stiles, President 
Nationally- Full-service 
B, E, R, RT, S 

Business Research Group, Inc. 
967 Sheffield Forest Court 
Ballwin, MO 63021 
Ph. 636-527-8400 
Fax 636-527-8407 
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 V41< 2S7 
Canada 
Ph. 604-946-8535 
Fax 604-946-2384 
E-mail: info@retailcareers.com 
www. retai I mysteryshoppers. com 
Elaine Hay, President 
Locally- Full-service 
B, E, F, H, R, RT, S 
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Capstone Research, Inc. 
695 Rte. 46 W. 
Fairfield, NJ 07004 
Ph. 973-575-6161 
Fax 973-575-6980 
E-mail : steve_simon@capstoneresearch.com 
www.capstoneresearch .com 
Steven F. Simon, Vice President 
Internationally- Full -service 
B, E, F, H, R, RT, S 

Capture, Inc. 
1944 Warwick Ave, Suite 1 
Warwick, RI 02889 
Ph. 401-732-3269 or 866-463-8638 
Fax 401-739-2401 
E-mail: resource@captureinc.com 
www.captureinc.com 
Stuart H. Marion, Managing Partner 
Regionally - Full -service 
B, F, H, S 

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

CB&A Research, Inc. 
1400 Westgate Center Dr., Suite 200 
Winston-Salem, NC 27103 
Ph. 336-765-1234 or 800-779-8966 
Fax 336-765-1109 
E-mail: melissas@cbaresearch.com 
www.cbaresearch .com 
Melissa Smith, Manger-Fie ld Operations 
Regional ly - Full -service 
B, E, F, H, R, RT, S 

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

Cetram, Inc.- The Martec Group 
1400 Lombardi Ave ., Suite A 
Green Bay, WI 54404 
Ph. 920-494-1812 or 888-811 -5755 
Fax 920-494-3598 
E-mail: martecgb@sbcglobal.net 
www.martecgreenbay.com 
Internationally - Full-service 
B, E, F, H, R, RT, S 

www.quirks.com 

Check Mark, Inc. 
4250 Ferguson Dr. 
Cincinnati, OH 45245 
Ph. 513-753-8476 
Fax 513-943-2798 
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., #108 
Raleigh, NC 27612 
Ph. 919-782-7581 
Fax 919-788-8650 
E -mai I: secretshopper@checkupmarketing .com 
www.checkupmarketing.com 
Nationally - Data collection/Field service 
E, F, R, RT, S 

Cirrus Marketing Consultants 
9852 W. l<atella 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. 
2908 W. Burbank Blvd. 
Burbank, CA 91505 
Ph. 800-898-9021 
Fax 818-556-5225 
E-mail: gregoryd@commercialservices.com 
Gregory Doomanis, Vice President 
Nationally - Full -service 
B, E, F, H, R, RT, S 

Confero, Inc. 
The Service Resources Group 
1152 Executive Circle, Suite 100 
Cary, NC 25711 
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 

Confield Research 
Freiheit 4 
45127 Essen 
Germany 
Ph. 49-2 01-82737-0 
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 -2259-1299 
Fax 55-21-2529-2755 
E -mai I: confi rma@confi rma.com .br 
www.confi rma.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: jodi@ci.attbbs.com 
www.consumerimpressions.com 
Jodi Paul, President 
Nationally - Full -service 
E, R, RT, S 

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

The Corporate Research Group ltd. 
301 Moodie Dr., Suite 325 
Nepean, ON 1<2H 9C4 
Canada 
Ph. 613-596-2916 ext. 223 
Fax 613-596-0287 
E-mail: tracey@thecrg.com 
www. thecrg .com 
Tracey Conners, Mgr. Mystery Shopping Div. 
Nationally - Full-service 
B, E, F, R, RT, S 

Courtesy Counts, Inc. 
7945 MacArthur Blvd, Suite 212 
Cabin John, MD 20818 
Ph. 301 -299-5400 or 800-233-7751 
Fax 301-299-7008 
E-mail: info@athpower.com 
www.courtesycounts.com 
Ellen Foreman, President 
Nationally - Full -service 
B, E, F; H, R, RT, S 

Craciun Research Group, Inc. 
880 H St., Suite 208 
Anchorage, AI< 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 & Response Research Svcs. 
(Australia) 
Suite 2, Level 5 
60 Macquarie Street 
Parramatta, N SW 2151 
Australia 
Ph. 61 -2-8837-9999 
Fax 61-2-9806-9311 
E-mail: markm@crresearch.com.au 
www.crresearch .com.au 
Mark Mitchell 
Nationally - Full -service 
B, E, F, H, R, RT, S 

Creative Images Associates, Inc. 
445 Leominster Rd. 
Lunenburg, MA 01462-2009 
Ph. 978-582-7005 
Fax 978-582-456 7 
E-mail : ciaincorp@aol.com 
www.creativeimage.net 
Jacqueline Gail Buddie 
Internationally - Full -service 
B, F, S 

Crimmins & Forman Market Research 
29955 Southfield Rd. 
Southfield, MI 48076 
Ph. 248-569-7095 
Fax 248-569-8927 
E-mail: info@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 
www.crossfinancial .com 
Nationally - Full -service 
F, R, S 

www.quirks.com 

Customer 1st 
225 CommercePiace 
Greensboro, NC 27401 
Ph. 800-288-7408 ext.3214 
Fax 800-888-3487 
E -mai I: marc@customer-1st.com 
www.customer-1st.com 
Marc Holbrook, Operations Manager 
Nationally - Full-service 
B, E, F, H, R, RT, S 

Customer Foresight Group, Limited 
452 Lauder Ave. 
Toronto, ON M6E 3J2 
Canada 
Ph. 416-651-0143 or 877-350-0143 
Fax 416-651-7883 
E-mail: enrico@customerforesight.com 
www.customerforesight.com 
Enrico Codogno, President 
Nationally - Full-service 
B, F, RT, S 

Customer Perspectives 
213 W. River Rd . 
Hooksett, N H 03106-2628 
Ph. 603-647-1300 
Fax 603-647-0900 
E -mai I: j udi@customerperspectives.com 
www.customerperspectives.com 
Judith Ann Hess, President 
Nationally- Full-service 
B, E, F, R, RT, S 

Customer Service Experts, Inc. 
116 Defense Highway, Suite 205 
Annapolis, MD 21401 
Ph. 410-897-8444 or 888-770-7625 
Fax 410-897-8450 
E-mail: info@customerserviceexperts.com 
www.customerserviceexperts.com 
Lise D'Andrea, President 
Nationally- Full-service 
B,R,RT 

Customer Service Profiles 
808 S. 74th Plaza, Suite 111 
Omaha, N E 68114 
Ph. 800-841-7954 
Fax 402-399-8979 
E-mail : jberigan@csprofiles.com 
www.csprofi les.com 
John Berigan, Executive Vice President 
Nationally- Full-service 
B, E, F, H, RT, S 

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 : laura@customerize.com 
www.customerize.com 
Laura Scheid, President 
Nationally- Full-service 
B, E, R, RT, S 
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. . Financial Services 
H ... Health Care 
R . . . Restaurant/Fast Food 
RT . . Retail 
S . . Services (Real Estate, Hotels, etc.) 

Cutting Edge Research, Inc. 
3649 La Grange Rd . 
Shelbyville, I<Y 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, Inc. 
Unit C, 2609 Progressive Way 
Abbotsford, BC V2T 6H8 
Canada 
Ph. 604-864-0069 or 866-8-S U RV EY 
Fax 604-864-0588 
E-mail: dawn@cv-market.com 
www.cv-market.com 
Dawn Boyce, Mystery Shopping Manager 
Internationally- Full-service 
E, F, R, RT, S 

Data Quest, ltd. 
667 Boylston St. 
Boston, MA 02116 
Ph. 800-292-9797 or 617-437-0030 
Fax 877-362-7272 
E -mai I: ttu rgeon@dataqueston I ine .com 
www.dataquestonline.com 
Tracey Turgeon, Vice President 
Nationally - Full-service 
E, F, R, RT, S 

Datum International SA 
Luis F. Villaran, 365 San Isidro 
Lima 27 
Peru 
Ph. 51-1-421-8740 or 51 -1-221-4355 
Fax 51-1-221-5147 
E-mail : datum@datum.com.pe 
www.datum.com.pe 
U rpi Torrado 
Nationally- Full-service 
B, E, F, H, R, RT, S 

Defensive Business Management 
213 S. 5th Street 
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 
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Development II, inc. 
107 Middle Quarter 
P.O. Box 992 
Woodbury, CT 06 798 
Ph. 203-263-0580 
Fax 203-266-4697 
E-mail : information@development2 .com 
www.development2.com 
Internationally - Full -service 
B, E, F, H, R, RT, S 

Devon Hill Associates 
1535 El Paso Real 
La Jolla, CA 92037 
Ph. 858-456-7800 
Fax 858-456-7806 
E-mail : devonhill@aol.com 
www.devonhillassociates.com 
Barbara Gerber, President 
Nationally - Full -service 
H,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 -mai I: i nfo@dsgai .com 
www.dsgai .com 
Donna Guido, CEO 
Internationally - Data collection/Field service 
B, E, F, R, RT, S 

Guaranteed data integrity, along with unsur­
passed responsiveness and flexibility to meet 
client needs, highlight the unique mystery 
shopping system pioneered by DSG 
Associates, Inc. An industry leader for 23 
years. DSG works to a single standard: to get 
the work done right the first time, on time, on 
budget, with a smile on every assignment. 
(See advertisement on p. 91) 

EFG,Inc. 
European Fieldwork Group 
Empire State Building 
350 Fifth Ave., Suite 5711 
New York, NY 10118 
Ph. 866-334-6927 
Fax 866-334-4692 
E-mail: contact@efgresearch.com 
www.efgresearch.com 
Michael Wiesenfeld 
Internationally - Full-service 
B, E, F, H, R, RT, S 

www.qu i rks.com 

ESA Market Research Ltd. 
Ziggurat 
25 Grosvenor Road 
St. Albans, Hertfordshire All 3AW 
United l<ingdom 
Ph. 44-1727-847572 
Fax 44-1727-735449 
E-mail: hesa@esa.co.uk 
www.esa.co.uk 
Harvey G i I bert 
Internationally - Full -service 
B, E, F, H, R, RT, S 

Essman/Research 
100 E. Grand Ave ., Suite 340 
Des Moines, lA 50309-1800 
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 
670, boul. St. Renen est 
Gatineau, PQ J8P8A9 
Canada 
Ph. 819-669-0799 or 866-669-0799 
Fax 819-669-9290 
E-mail : info@serviceincognito.com 
www.serviceincognito.com 
Nationally - Full -service 
E, F, R, RT, S 

Excel Shopping and Consulting 
2321 Claridge Ci rcle 
Plano, TX 75075 
Ph. 877-278-7467 
Fax 972-769-9494 
E-mail: info@xcelshop.com 
www.xcelshop.com 
Karen Rogers, Owner 
Nationally - Full -service 
E, R, RT, S 

Feedback Plus, Inc. 
5757 Alpha Rd., Suite 100 
Dallas, TX 75240-4601 
Ph. 972 -661 -8989 
Fax 972 -661 -5414 
E-mail : reb.henry@feedbackplusinc.com 
www.feedbackplusinc.com 
Reb Henry, President 
Internationally - Full -service 
B, E, F, H, R, RT, S 

Field & Research Matters Ltd. 
22 Hambledon Vale 
EPSOM, Surrey I<Tl8 7DA 
United l<ingdom 
Ph. 44-1372-722-721 
Fax 44-1372-722-549 
E-mail: info@fieldmatters.com 
www. fieldmatters.com 
Val Etemadi 
Nationally - Full -service 
B, E, F, H, R, RT, S 



The Field Force, I nc. 
2324 S. Philippe Ave. 
Gonzales, LA 70737 
Ph. 225-621-7634 ext. 640 
Fax 225-647-0601 
E-mail: fforce1@bertfife.com 
www.bertfife.com 
Locally - Data collection/Field service 
B, E, F, H, R, RT 

Field Research, Inc. 
4125 Mason Dr. 
Hoffman Estates, IL 60195 
Ph. 847 -776-8660 
Fax 847-776-8680 
E-mail: fieldresearch@attbi.com 
www. fieldresearchinc.com 
Susan Lewis, President 
Locally - Data collection/Field service 
B, E, F, H, R, RT, S 

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

Firm Facts Interviewing 
307 l<enyon St. 
Stratford, CT 06614 
Ph. 203-375-4666 
Fax 203-375-6034 
E-mail: firmfacts@aol.com 
Harriet Quint 
Regionally - Data Collection/Field Service 
B, E, F, H, R, RT, S 

First Glance 
1489 H ighbrook Dr. 
Columbus, OH 43204 
Ph. 614-274-4065 
Fax 614-274-4065 
E-mail : firstglanceinc@msn.com 
Sandi Jordon 
Nationally - Full -service 
R, RT, S 

Focus on Service, LLC 
49 Saddle Hill Rd. 
Hopkinton, MA 01748 
Ph. 508-435-1007 
Fax 508-435-1011 
E-mail: d leonard@focusonservice.com 
www. focusonservice .com 
Dave Leonard 
Regionally- Full-service 
E,R,RT 

Focus Research, Inc. 
5001 E. Hwy. 190 Service Rd ., Suite B-5 
New Orleans, LA 70433 
Ph. 985-867-9494 or 985-867-9437 
Fax 985-867-9936 
E-mail: info@focusresearchinc.com 
www. focusresearchinc.com 
Laurie Anderson, Project Manager 
Regionally- Full -service 
B, F, H, R, RT, S 

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

Freni Ricerche Sociali e di Marketing 
Via della Villa Demidoff, 27 
50127 Firenze 
Italy 
Ph. 39-55-350-773 or 335-7019163 
Fax 39-55-351-534 
E-mail: v.frenit@frenimkt.com 
www.frenimkt.com 
Vincenzo Freni, President 
Nationally - F u 11-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@friedmanmktg.nopworld.com 
www. friedmanmktg .com 
Gary Vigeant, Director, Client Services 
Nationally - Data collection/Field service 
B, E, F, H, R, RT, S 

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

Galloway Research Services 
4751 Hamilton Wolfe Rd., Suite 100 
San Antonio, TX 78229 
Ph. 210-734-4346 
Fax 210-732-4500 
E-mail: egalloway@gallowayresearch.com 
www.gallowayresearch.com 
Linda I< Brazel, General Manager 
Regionally - Full -service 
B, E, F, H, R, RT, S 

GfK Market Analysis Ltd. 
190, Hymettus Street 
116 36 Athens 
Greece 
Ph . 30-2-10-757-2600 
Fax 30-2-10-701-9355 
E-mail : markanalysis@marketanalysis.gr 
www.marketanalysis.gr 
Spyros Camileris 
Nationally - Full -service 
B, E, F, H, R, RT, S 

www.quirks.com 

GfK Turkey 
I BS Marketing Research Services 
Siracevizler Cad. Esen Sok., Saruhan Plaza 
No:6 l<at:5 34381 
Sisli, Istanbul 
Turkey 
Ph. 90-212-368-0700 or 90-212-368-0790 
Fax 90-212-368-0799 
E-mail: denizozerdil@gfkturkiye.com 
www.gfkturkiye.com 
Deniz Ozerdill, Int't Projects Unit Manager 
Nationally- Full-service 
B, E, F, H, R, RT, S 

MYSTERY 
SHOPPING 

YOU CAN TRUST 
We deliver to your 

specifications! 
* Guaranteed data integrity 

* Unsurpassed responsiveness 
and flexibility 

* Up-to-date technology 

* On-time performance 

* National/international 
coverage 

* Competitive pricing 

* Diverse experience 

* Excellent references 

Service that shines! 
(800) 462-8765 

E-mail: dsginfo@dsgai.com 
Established 1981 

CHARTER MEMBER 
Mystery Shopping 
Providers Association 
Dedicated to Improvblg Service 
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.. Entertainment 
F .. Financial Services 
H ... Health Care 
R .. . Restaurant/Fast Food 
RT . . Retail 
S .. Services (Real Estate, Hotels, etc.) 

Global Resource Management, Inc. 
557 Manayunk Rd. 
Bala Cynwyd, PA 19004 
Ph. 610-771-0770 
Fax 610-771-0185 
E-mail : gmartin@globalresourcellc .com 
www.globalresourcellc.com 
Internationally- Full -service 
B, E, F, H, 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. 386-1-472-0800 
Fax 386-1-4 72-0834 
E-mail: info@graliteo.si 
www.graliteo.si 
Meta Arh 
Nationally - Full -service 
B, R, S 

Granite State Marketing Research, Inc. 
Park II West 
13 Orchard View Dr., Suite 3 
Londonderry, N H 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 

Gulf View Research, LLC 
4426 Veterans Blvd. 
New Orleans, LA 70006 
Ph. 800-357-8842 or 863-676-3676 
Fax 863-6 7 6-04 71 
E-mail : gulfviewresearch@aol.com 
Tim Villar 
Regionally - Data collection/Field service 
E, F, HI R, RT, s 

Gulf View Research, LLC 
Eagle Ridge Mall 
433 Eagle Ridge Dr., Suite 211 
Lake Wales, F L 33859 
Ph. 800-357-8842 or 863-676-3676 
Fax 863-676-0471 
E-mail : gulfviewresearch@aol.com 
Tim Villar 
Regionally - Data collection/Fie ld service 
B, E, F, H, R, RT, S 
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Henceforth, Inc. 
3412 Hopkins Crossroad 
Minnetonka, M N 55305-4305 
Ph. 952-938-1948 
Fax 952-938-2098 
E-mail: hence4th@att.net 
www.henceforthinc.com 
Locally- Full -service 
F, R, RT 

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 McAdams, 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. 405-364-1378 
Fax 405-366-7507 
E-mail : higbeeassoc@oecadvantage.net 
Sally Higbee, COO/Marketing Director 
Regionally - Full -service 
R, RT, S 

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

Hindsight 
1762 Winward Way 
Sanibel, FL 33957 
Ph. 954-757-9835 
Fax 253-595-6704 
E-mail: hndsight@hndsight.com 
www.hndsight.com 
Paul Cook, Client Services 
Nationally- Full -service 
E, F, R, RT, S 

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

Hoed Mystery Shopping 
ACN : 002 898 991 
Level 2 
16-18 Bridge Street 
Epping, NSW 2121 
Australia 
Ph. 61 -2-9876-3166 
Fax 61 -2-9876-3279 
E-mail : hoed@hoed .com.au 
www.hoed.com.au 
l<aren Groenen 
Nationally - Full -service 
B, E, F, H, R, RT, S 

www.quirks.com 

Hoffmann & Forcher Marketing Research 
Barnabitengasse 8 
1060 Vienna 
Austria 
Ph. 43-1-585-45350 
Fax 43-1-585-453544 
E-mail: hoffman.forcher@nf.co.at 
www.hoffmannforcher.at 
Nationally - Full -service 
B, E, F, H, R, RT, S 

Horizon Research Services 
409 Vandiver Dr., Bldg . 6, Suite 102 
Columbia, MO 65202 
Ph. 573-874-1333 
Fax 573-874-6904 
E-mail: info@horizonresearch .com 
www.horizonresearch.com 
l<athleen Anger, President 
Regionally - Full -service 
B, E, F, H, R, RT, S 

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

ICC Decision Services 
P.O. Box 188 
Wayne, NJ 07474 
Ph. 973-890-8611 
Fax 973-890-8615 
E-mail: info@iccds.com 
www. iccds.com 
Howard Seigelman, Vice President 
Nationally - Full -service 
R, RT, S 

IFOP-ASECOM Latin America 
Global Strength in Marketing Intelligence 
Av. Belgrano 1255 
C1093 AAA Buenos Aires 
Argentina 
Ph. 54-11-4381-1118 
Fax 54-11-4381-0234 
E-mail : research@asecom.com.ar 
www. ifop.com/latinamerica 
Vincent Reboi s, Vice President 
Nationally - Full -service 
B, E, F, H, R, RT, S 

IMAGES Market Research 
914 Howell Mill Rd . 
Atlanta, GA 30318 
Ph. 404-892-2931 
Fax 404-892-8651 
E -mai I: research@imagesusa. net 
www. imagesusa. net 
Nationally - Data collection/ Field service 
B, H, R, RT, S 

imyst, inc. 
P.O. Box 7733 
Ann Arbor, MI 48107 
Ph. 248-528-0255 
Fax 248-282-0816 
E-mail : team@imyst.com 
www. imyst.com 
Regionally - Full -service 
B, E, F, H, R, RT, S 



Indiana Research Service, Inc. 
5130 Potomac Dr. 
Fort Wayne, IN 46835 
Ph. 260-485-2442 
Fax 877-897 -8978 
E-mail: ccage@indianaresearch.com 
www. indianaresearch.com 
Chris Cage 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

Infotel National Marketing 
485 Alberto Way, Suite 205 
Los Gatos, CA 95032 
Ph. 800-876-1110 
Fax 800-882-1284 
E-mail : researchersupport@infotel inc. com 
www. i nfote I inc. com 
Nationally - Full -service 
B, E, F, H, R, RT, S 

ingather research-denver 
14818 W. 6th Ave., Suite 6A 
Denver West (Golden), CO 80401 
Ph. 303-980-1909 or 303-980-2262 
Fax 303-980-2270 
E-mail: christinef@ingatherresearch .com 
www. ingatherresearch .com 
Christine Farbet; President 
Regionally - Full -service 
B, E, F, H, R, RT, S 

InGold Marketing Assistance Group , Ltd. 
I. M.A. Group Ltd. 
17501 Janesville Rd. 
P.O. Box 413 
Muskego, WI 53150 
Ph. 262-6 79-2600 or 262-6 79-2163 
Fax 262-6 79-1445 
E-mail: in-gold@execpc.com 
Marguerite Ingold, President 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

Innotech Market Research Ltd. 
30 Wertheim Ct., Suite 25 
Richmond Hill, ON L4B lB9 
Canada 
Ph. 905-882 -8843 
Fax 905-882-8515 
E-mail: phil@innotechmarketresearch.com 
www. innotechmarketresearch .com 
Nationally- Full-service 
B, 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 

The Insight Works, Inc. 
1123 Broadway 
Suite 1007, The Townsend Bldg. 
New York, NY 10010 
Ph. 212 -929-9072 
Fax 212-929-9174 
E-mail: mark@theinsightworks.net 
www.theinsightworks.net 
Internationally - Full -service 
E, F, H, R, RT, S 

Integrity Auditing Services, Inc. 
P.O. Box 72731 
Thorndale, PA 19372-0731 
Ph. 484-364-l 033 
E-mail: integauditsvs@aol.com 
Lee Chidester 
Nationally - Data collection/Field service 
E, RT, S 

?ntelliShop 
Intell igent Customer Research 

IntelliShop 
801 W. South Boundary, Suite D 
Perrysburg, OH 43551 
Ph. 877-894-6349 
Fax 419-872-5104 
E-mail: info@intelli-shop.com 
www.intelli -shop.com 
Ron Welty, President 
Nationally - Full-service 
B, E, F, H, R, RT, S 

IntelliShop partners with companies to devel­
op and execute programs that measure and 
improve the total customer experience. We 
offer mystery shopping, customer satisfaction 
surveys, and combined programs for a broad 
picture of your performance. Our proprietary, 
Web-based reporting system, InS ite '", provides 
easy, secure reports and management sum­
maries in real time. 
(See advertisement on p. 54) 

lpsos North America 
Headquarters 
1700 Broadway, 15th floor 
New York, NY 10019 
Ph. 212 -265-3200 
Fax 212-265-3790 
E-mail: info@ipsos-na.com 
www. i psos-na.com 
Nationally - Full-service 
B, E, F, H, R, RT, S 

Ipsos Polska 
Pulawska 39/4 
02 508 Warsaw 
Poland 
Ph. 48-22-856-88-10 or 48-22-848-35-57 
Fax 48-22 -881 -01-04 
E-mail: mail@ipsos.pl 
www.ipsos.pl 
l<rzysztof Chmielewski 
Internationally- Full-service 
E, F, R, RT, S 

IRi Information Research Inc. 
10650 E. Bethany Dr. 
Denver, CO 80014 
Ph. 303-751-0190 
Fax 303-751-8075 
E-mail: info@iridenver.com 
www. i ridenver.com 
Norm Petitt, President 
Regionally - Data collection/Field service 
F, R, RT, S 

www.quirks.com 

Jancyn Evaluation Shops 
1912 Linco ln Ave 
San Jose, CA 95125 
Ph. 800-339-2861 or 408-267-2600 
Fax 408-26 7-2602 
E-mai l : jan@jancyn.com 
www.jancyn.com 
Janis Pelletiere, President 
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@jksinc.com 
www.jksinc.com 
Jayne l<eedy, President 
Internationally- Full -service 
B, E, F, R, RT, S 

Just The Facts, Inc. 
P.O. Box 365 
Mt. Prospect, I L 60056 
Ph. 847-506-0033 
Fax 847-506-0018 
E -mai I: facts2 @i nteraccess.com 
www.j ustthefacts.com 
Internationally- Full-service 
B, E, F, H, R, RT, S 

Karla mar Associates, Inc. 
P.O. Box 458 
Mendon, NY 14506 
Ph. 585-582-1929 
Fax 208-545-4666 
E-mail: info@karlamar.com 
www. karlamar.com 
Regionally- Full-service 
B, E, F, R, RT, S 

Keeping Tabs, Inc. 
280 W. Canton Ave., Suite 110 
Winter Park, FL 32789 
Ph. 407-571-1475 
Fax 407-647-3016 
E-mail: gwen@keepingtabsinc.com 
www. keepingtabsinc.com 
Nationally- Full-service 
E, R, RT, S 

Ken-Rich Retail Group 
4251 Jones Lane 
Bellingham, WA 98225 
Ph. 360-739-3677 
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 

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 
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. . Financial Services 
H ... Health Care 
R ... RestauranVFast Food 
RT .. Retail 
S .. Services (Real Estate, Hotels, etc.) 

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 l<irk, Vice President 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

Kiyomura-Ishimoto Associates 
130 Bush St., lOth floor 
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 
Norm Ishimoto, President 
Regionally- Full-service 
B, E, F, H, R, RT, S 

KLD Marketing Research, Inc. 
570 Vale Park Road, Suite B 
Valparaiso, IN 46385 
Ph. 219-464-4668 
Fax 219-464-7011 
E-mail: kathyd@netnitco.net 
www.kldresearch.com 
Regionally - Data collection/Field service 
B, E, F, R, RT, S 

Klein Market Test/small town market 
research 
12726 Overbrook Rd. 
Leawood, I<S 66209 
Ph. 913-338-3001 
Fax 913-338-3039 
E-mail: kleinmarkettest@aol.com 
Ann l<lein, President 
Nationally- Full-service 
B, E, F, H, R, RT, S 

Kramer Marktforschung GmbH 
Hansestrasse 69 
48165 Muenster 
Germany 
Ph. 49-2501-802-0 or 49-251-609-2727 
Fax 49-2501-802-100 
E -mai I: contact@kraemer-germany.com 
www.kraemer-germany.com 
Sebastian Lohman 
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 : RI<RU H@aol.com 
www.rkrmg.com 
Rickie l<ruh, President 
Nationally- Data collection/Field service 
B, E, F, H, S 
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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 

Lein/Spiegelhoff, Inc. 
720 Thomas Lane 
Brookfield, WI 53005 
Ph. 262-797-4320 
Fax 262-797-4325 
E-mail: info@lein-spiegelhoff.com 
www.lein-spiegelhoff.com 
Charles A. Spiegelhoff, 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 

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.l i bertyresearchservices.com 
Bill Ruckh, President 
Locally- Data collection/Field service 
B, E, F, H, R, RT, S 

The Locksley Group, ltd. 
lOll 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 Invalides, 171/2 
1160 Brussels 
Belgium 
Ph. 32-2 -663-15-70 
Fax 32-2-6 72-53-21 
E-mail: email@lodge.be 
www.lodge.be 
E lly or Fred Bettens 
Internationally - Full -service 
B, E, F, H, R, RT, S 

Low Country Marketing, Inc. 
203 Hope Rd. 
Columbia, SC 29223 
Ph. 803-788-4600 
Fax 803-788-6096 
E-mail: info@lowcountrymarketing.com 
www.lowcountrymarketing.com 
Deborah R. Smith, President 
Regiona lly - Data collection/Field service 
B, E, F, H, R, RT, S 

www.quirks.com 

LPM Market Research Services 
640 High Ridge Rd. 
Stamford, CT 06905 
Ph. 203-322-6890 
Fax 203-329-8840 
E-mail: focus3003@aol.com 
Locally - Full-service 
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: di rector@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, Cowlersley 
Huddersfield, West Yorkshire HD4 5XE 
United Kingdom 
Ph. 44-148-464-3257 
Fax 44-148-464-3335 
E-mail: 
info@macphersonmysteryshopping.co .uk 
www.macphersonmysteryshopping.org.uk 
Internationally - Fu 11 -service 
B, E, F, H, R, RT, S 

Maritz· 
., RESEARCH 

Maritz Research 
Virtual Customers Division 
1355 N. Highway Dr. 
Fenton, M 0 63099 
Ph. 877 -4MARITZ or 636-827-8279 
Fax 636-827-8605 
E-mail: promotions@maritz.com 
www. vi rtualcustomers.com 
AI Goldsmith 
Internationally - Fu 11-service 
B, E, F, H, R, RT, S 

Virtual Customers® from Maritz Research is a 
fully-integrated service quality evaluation sys­
tem. It utilizes advanced technology including 
Virtuoso, our high-tech process management 
software, for fast reporting and a unique certi­
fication process to mirror real customers so 
closely that they "virtually" become your cus­
tomers. There are over 50,000 virtual cus­
tomers globally. 
(See advertisements on pp. Front Cover, 13) 

Market Dynamics Research Group, Inc. 
3112 Canal St. 
New Orleans, LA 70119 
Ph. 504-821-1910 ext. 202 
Fax 504-821-1908 
E-mail : bread@mdrginc.com 
www.mdrginc.com 
Sondra L. Brown, President 
Nationally - Full -service 
F, H, R, S 



Is it any wonder 
we love our wotk? 

In the world of marketing research, 
the focus group can be a very 
intriguing tool indeed. But it's only 
one of the many options that Market 
Trends can offer you. 
In fact, Market Trends serves our clients in a 
variety of ways: telephone surveys, email 
studies, one-on-one interviews, mock trials, 
audits, web studies, central location tests, 
usability tests, mail studies, national field 
management, and taste tests. 

With complete facilities in Seattle and Bellevue, 
each office is staffed by highly experienced 
research professionals. We have expertise in a 

number of industries, including financial, 
technology, telecommunications, medical, 
legal, consumer goods, and foods. So if it's 
results you seek, and you're as passionate 
about your work as we are about ours, 
call Market Trends at (800)-637-6878, 
Fax (206) 575-8779, or email 
infomanager@markettrends.com 

www .markettrends.com 



.. Entertainment 

. . Financial Services 
H .. . Health Care 
R ... Restaurant/Fast Food 
RT . . Retail 
S .. Services (Real Estate, Hotels, etc.) 

Market Mix, Inc. 
534 Bradford Dr. 
Brandon, M S 39042 
Ph. 601 -919-2669 
Fax 601-919-1697 
E-mail: mktmix@hotmail.com 
Regionally - Full -service 
B, E, F, H, R, RT, S 

Market Research & Analysis of Dallas 
2723 Valley View Lane, Suite 100 
Dallas, TX 75234 
Ph. 972-239-5382 
Fax 972-239-5399 
E -mai I: mai l@marketresearchdallas.com 
www.marketresearchdallas.com 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

Market Research Services 
705 Shamrock Dr. 
Madisonville, I<Y 42431 
Ph. 270-825-0761 or 270-821-4182 
Fax 270-821 -7151 
E -mai I: m kt_resch_svcs@hotmai l.com 
Donna Baldridge or Richard Smith 
Regionally- Full-service 
B, E, F, H, R, RT, S 

Market Tasks, Inc. 
378 W. Glen Eagle Dr. 
Cleveland, OH 44143 
Ph. 216-442-7652 
Fax 216-461-6715 
E-mai l : Markettsk@aol.com 
Regionally - Full -service 
RT, S 

Market Trends Pacific, Inc. 
1001 Bishop St., Suite 505 
Honolulu, HI 96813 
Ph. 808-532-0733 
Fax 808-532-0744 
E -mai I: wanda@markettrendspacific.com 
www.markettrendspacific.com 
Wanda L. l<akugawa, President 
Nationally - Full -service 
B, E, F, H, R, RT, S 

Mark~t 
U£~pany S-

Market Trends, Inc. 
(Corporate Headquarters) 
375 Corporate Dr. S., Suite 100 
Seattle, WA 98188 
Ph. 206-575-1222 
Fax 206-575-8779 
E -mai I: infomanager@markettrends.com 
www.markettrends.com 
Jackie Weise 
International ly- Full -service 
B, E, F: H, R, RT, S 

By developing key partnerships with quality 
vendors throughout the nation, we are able to 
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match our clients' project specifications with 
the vendor most suited to meet your unique pro­
ject needs. With our national field management, 
we take responsibility for your project from 
beginning to end, providing daily reports, updat­
ed grids, quick turnaround time, open communi ­
cation, prompt responsiveness and, most impor­
tantly, accurate and va lidated information. 
(See advertisement on p. 95) 

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

The Marketing Center 
Caval ieri 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 
Luis Benabe 
Regionally - Full -service 
B, E, F, H, R, RT, S 

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 Solutions Corporation 
2 Ridgedale Ave., Suite 216 
Cedar l<nolls, NJ 07927 
Ph. 973-540-9133 or 800-326-3565 
Fax 973-540-9280 
E-mail : M arketingSol utions@attglobal.net 
www.marketingsol utionscorp.com 
Michael Moskowitz, President 
Internationally - Full-service 
F, H, R, RT, S 

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

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

www.qui rks.com 

McMillion Research Service 
1012 l<anawha 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 

Measure This! 
275 W. Campbell Rd., Suite 219 
Richardson, TX 75080 
Ph. 972 -235-7668 
Fax 972-479-1366 
E-mail : service@measurethis.net 
www. measu reth is. net 
John Cruz 
Nationally - Full -service 
R, RT, S 

Metro Research Services, Inc. 
9990 Lee Hwy., Suite 110 
Fairfax, VA 22030 
Ph. 703-385-1108 
Fax 703-385-8620 
E-mail: info@metroresearchservices.com 
www.metroresearchservices.com 
Angela Lorinchak 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

Meyers Research Center 
58 W. 40th St. 
New York, NY 10018 
Ph. 212-391-0166 
Fax 212-768-0268 
E-mail: jfriedlaender@meyersresearch.com 
www.meyersresearch.com 
Jeff Friedlaender, Vice President 
Internationally- 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 

Michelson & Associates, Inc. 
4784 l<itty Hawk Dr. 
Atlanta, GA 30342 
Ph. 770-955-5400 
Fax 770-955-5040 
E-mail : mark@michelson .com 
www.michel son.com 
Mark L. Michelson, President/CEO 
Internationally - Full -service 
E, F, R, RT, S 

Millennium-Research 
425 E. 51st St., Su ite 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 

MSB-Managing The Service Business 
Winslow House, Church Lane 
Sunninghill, Ascot 
Berkshire S LS 7 ED 
United l<ingdom 
Ph. 44-134-487-6300 
Fax 44-134-487-3677 
E-mail : info@msbconsultancy.com 
www. msbconsu ltancy.com 
Stephen Harwood, Director of Research 
Nationally - Full -service 
B, E, F, H, R, RT, S 

The MSR Group 
(formerly Midwest Survey & Research) 
9802 Nicholas St. 
Omaha, N E 68114 
Ph. 402-392-0755 
Fax 402-392-1068 
E-mail: worick@themsrgroup.com 
www.themsrgroup.com 
Elaine Bosilevac, General Manager 
Regionally- 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 256-880-6768 
E-mail: mvp@ro.com 
www.gracestar.com/mvp 
Marilyn Weaver 
Regionally - Data collection/Field 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: jnewnum@mysteryguestinc.com 
www.mysteryguestinc.com 
Jane Newnum, Vice President 
Nationally - F u 11 -service 
E, F, R, RT, S 

Mystery Shoppers, Inc. 
5308 Turtle Point Lane 
l<noxville, 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 G Ieason, President 
Nationally - Full -service 
B, E, F, H, R, RT, S 

Mystique Shopper 
P.O. Box 281 
Oceanside, NY 11572-0281 
Ph. 516-887-MYST 
E-mail: info@mystiqueshopper.com 
www.mystiqueshopper.com 
John Saccheri 
Nationally - Full-service 
B, E, R, RT, S 

National Field & Focus, Inc. 
205 Newbury St. 
Framingham, MA 01701 
Ph. 508-370-7788 
Fax 508-370-7744 
E-mail: info@nationalfieldandfocus.com 
www.nationalfieldandfocus.com 
Brenda Chartoff, President 
Nationally - Data collection/Field service 
B, E, F, H, R, RT, S 

National Shopping Service 
2510 Warren Drive 
Rocklin, CA 95677 
Ph. 800-800-2704 or 916-577-1010 
Fax 916-577-1015 
E-mail : sales@nationalshoppingservice.com 
www.nationalshoppingservice.com 
Steve Pearce, Director Business Development 
Internationally - Full -service 
B, E, F, R, RT, S 

National Shopping Service Network, LLC 
3910 E. Evans Ave. 
Denver, CO 80210-4927 
Ph. 303-451-0538 
Fax 303-451-0325 
E-mail: howard@mysteryshopping.net 
www.mysteryshopping.net 
Howard Troxel, President 
Internationally - F u 11 -service 
B, E, F, R, RT, S 

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

New Orleans Field Services Associates 
257 Bonnabel Blvd. 
Metairie, LA 70005-3738 
Ph. 504-833-0641 
Fax 504-834-2005 
E-mail: nofsa@bellsouth.net 
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 

www.quirks.com 

NOP World Mystery Shopping 
75 9th Ave., 5th floor 
New York, NY 10011 
Ph. 212-240-5561 
E-mail: ccharters@roperasw.com 
www.ropernopmysteryshopping .com 
Craig A. Charters, V. P. Sales & M ktg . 
Internationally - Full-service 
B, E, F, H, R, RT, S 

NOP World Mystery Shopping 
King Charles House, Park End Street 
Oxford OX1 1J D 
United Kingdom 
Ph. 44-1865-262711 
E-mail: c.white@nopworld .com 
www.nop.co.uk/mystery 
Chris White, CEO 
Internationally - Full -service 
B, E, F, H, R, RT, S 

O'Connor & Associates 
759 Jackson Rd . 
Stewartsville, NJ 08886 
Ph. 908-859-8260 
Fax 240-757-0332 
E-mail: avigg@bellatlantic.net 
www.oconassoc.com 
Tony Viggiano, Vice President 
Nationally- Full-service 
F, RT 

OMR (Oichak Market Research) 
7255-A Hanover Pkwy. 
Greenbelt, MD 20770 
Ph. 301 -441-4660 
Fax 301-474-4307 
E-mail: info@OM Rdc.com 
www.OMRdc.com 
Jill L. Siegel, President 
Locally - Data collection/Field service 
E, F, H, R, RT, S 

On-Site Solutions 
6030 Bethlelview Rd ., Suite 404 
Cumming, GA 30040-8020 
Ph. 6 78-947-9911 
Fax 678-947-9965 
E-mail : shoposs@bellsouth.net 
Nationally - Data collection/Field service 
R, S 

Opinion Polling Service® 
C/0 TAi- New Jersey 
400 Frank Burr Blvd. 
Teaneck, NJ 07666 
Ph. 201 -836-1500 
Fax 201-801 -0055 
E-mail: opsgroups@aol.com 
www.opinionpollingservice.com 
Hal Meier 
Regionally- Data collection/Field service 
B, E, F, H, R, RT, S 

Opinion Polling Service® 
C/0 TAi - Tampa Bay, Inc. 
100 N. Tampa St., Suite 3700 
Tampa, FL 33602 
Ph. 813-226-1800 or 888-873-8247 
Fax 813-226-1808 
E-mail: opsgroups@aol.com 
www.opinionpollingservice.com 
Nancy Buhrmann, Operations Manager 
Regionally- Data collection/Field service 
B, E, F, H, R, RT, S 
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. . Financial Services 
H . .. Health Care 
R ... RestauranVFast Food 
RT .. Retail 
S .. Services (Real Estate, Hotels, etc.) 

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 
Locally- 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 

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 

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: lesapammer@pammerresearch.com 
www.pammerresearch.com 
Lesa Pammer 
Nationally - Full-service 
F, R, 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 978-774-9763 
E-mail : info@patronedge.com 
www.patronedge.com 
Rich 
Regionally - Full-service 
E, F, R, RT, S 
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People Plus 
P.O. Box 751842 
Memphis, TN 38175-1842 
Ph. 901 -362-0509 
Fax 901-362-0896 
E-mail: emorgan@peopleplusinc.net 
Susan Beith 
Regionally- Data collection/ Field service 
B, E, F, H, R, RT, S 

Perception Strategies, Inc. 
5845 Lawton Loop E. Dr., Suite 5 
Indianapolis, IN 46216 
Ph. 317-546-0970 
Fax 317-546-0980 
E-mail: perstrat@perstrat.com 
www.perstrat.com 
Brooke Billingsley, Vice 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, President 
Nationally - Full -service 
B, E, F, H, R, RT, S 

The Performance Edge 
1336 N. 550 W. 
Pleasant Grove, UT 84062 
Ph. 800-356-9145 
Fax 801-705-0777 
E-mail: support@pedge.com 
www.pedge.com 
Emily 
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 - Full -service 
B,F 

Performance Insights 
2980 S. Rainbow Blvd., Suite 108 
Las Vegas, NV 89146 
Ph. 702-269-8101 
Fax 702-367-0232 
E-mail: performanceinsights@cox.net 
James Ash, Partner 
Regionally- Full -service 
B, E, F, H, R, RT, S 

Performance Plus 
111 Speen St., Suite 105 
Framingham, MA 01701 
Ph . 508-872-1287 
Fax 508-879-7108 
E-mail: info@performanceplusboston.com 
www.performanceplusboston.com 
Shirley Shames, President 
Locally - Data collection/Field service 
B, E, F, H, R, RT, S 

www.qu i rks.com 

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 -mai I: info@persontopersonqual ity.com 
www.persontopersonquality.com 
Michael L. Mitchell, President 
Nationally- Full -service 
B, E, F, H, R, RT, S 

Personal Opinion, Inc. 
999 Breckenridge Lane 
Louisville, KY 40207 
Ph. 502-899-2400 
Fax 502-899-2404 
E-mail : lschulz@personalopinion.org 
www.personalopinion .org 
Linda Schulz, Dir. Marketing Research 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

Pfeifer Market Research, Inc. 
5413 Flynn Parkway 
Corpus Christi, TX 78411 
Ph. 361-850-7660 or 361-857-7225 
Fax 361-906-1702 
E-mail: pfeifermtg@aol.com 
Linda Pfeifer, President 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

PMR-Personal Marketing Research, Inc. 
322 Brady St. 
Davenport, lA 52801 
Ph. 563-322-1960 
Fax 563-322-1370 
E-mail : info@e-pmr.com 
www.e-pmr.com 
Patricia Duffy, President 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

Pragma S.r.l. 
Via Nizza 152-154 
00198 Rome 
Italy 
Ph. 39-06-84-48-81 
Fax 39-06-84-48-82-98 
E-mail : barbara.martinelli@pragma­
research. it 
www.pragma-research . it 
Barbara Martinelli, Project Manager 
Nationally - Full -service 
B, E, F, R, RT, S 

Precision Research Inc. 
5681 W. Beverly Lane 
Glendale, AZ 85306-1879 
Ph. 602-997-9711 
Fax 602-997-5488 
E-mail: jmuller@precisionresearchinc.com 
Nationally - Full -service 
B, E, F, H, R, RT, S 

Precision Research, Inc. 
O'Hare Corporate Towers 
999 Touhy Ave., Suite 100 
Des Plaines, IL 60018 
Ph. 847-390-8666 
Fax 84 7-390-8885 
E -mai I: saa@preres.com 
www.preres.com 
Scott Adelman, President 
Nationally - Data collection/Field service 
B, E, F, H, R, RT, S 



Pre mack & Associates of Pinellas County, Inc. 
8130 66th St. N., Suite 10 
Pinellas Park, FL 33781 
Ph. 727-544-3191 
Fax 727-544-2777 
E-mail: audreyb@ozline.net 
Audrey Premack 
Regionally - Full -service 
B, F, H, R, RT, S 

Premier Service Consulting 
2 Laniel Street 
Montreal, PQ H9B 3G5 
Canada 
Ph. 514-685-1200 
Fax 514-685-2400 
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 : topo@magic.fr 
www.presence.fr 
Leslie l<ambourian, International Consultant 
Internationally - Full -service 
B, F, R, RT, S 

Product Insights, I nc. 
165 Sabal Palm Dr., Suite 103 
Longwood, FL 32779 
Ph. 407-774-6165 
Fax 407-774-1617 
E-mail: sclear@productinsights.com 
www.productinsights.com 
Locally - Full -service 
R,S 

Professional Review & Operational 
Shoppers, Inc. 
PROS 
3885 20th St. 
Vera Beach, FL 32960 
Ph. 800-741-7758 
Fax 772-770-1514 
E-mail: info@proreview.com 
www.proreview.com 
Nancy Steadman 
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 -mai I: contact@proforma1977 .com 
www.proforma1977 .com 
Jonathan Mitrovich 
Nationally - Full -service 
B, E, F, R, RT, S 

Promotion Network, Inc. 
11801 Southwest Hwy., Suite 4S 
Palos Heights, IL 60463-1037 
Ph. 708-361-8747 
Fax 708-361-8838 
E-mail : info@promonetwork.com 
www.promotionnetworkinc.com 
Mary Marcowka 
Nationally- Data collection/Field service 
RT 

Provizio, Inc. 
2404 Bank Dr., Suite 103 
Meridian, ID 83705 
Ph. 208-344-4814 ext. 11 
Fax 208-723-3033 
E-mail: info@provizio.com 
www.provizio.com 
Ted Rhodes, CEO 
Nationally - Full -service 
B, E, F, H, R, RT, S 

PRYBYL Group, Inc. 
2349 N. Lafayette St. 
Arlington Heights, IL 60004-2905 
Ph. 847-670-9602 
E-mail: mjrichards@aol.com 
www.marketingadvantage USA. com 
Marilyn Richards, President 
Regionally - Full -service 
B, E, F, H, R, RT, S 

PWI Research 
5100 Poplar Ave., Suite 3125 
Memphis, TN 38137 
Ph. 901-682-2444 
Fax 901-682-2471 
E-mail: plapointe@pwiresearch.com 
www.pwiresearch.com 
Ellie Beech, President 
Locally - Data collection/Field service 
B, E, F, H, R, RT, S 

QMS 
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 
3950 E. Patrick Lane, Suite 101 
Las Vegas, NV 89102 
Ph. 702-891-0550 
Fax 702-891-0555 
E-mail: kenerson@qsispecialists.com 
www.globalintelligence.net 
Chuck Kenerson 
Regionally - Full -service 
B, E, F, R, RT, S 

Quality Assessments Mystery Shoppers, Inc. 
13729 Research Blvd., Suite 610-132 
Austin, TX 78709 
Ph. 800-580-2500 
Fax 512-263-3088 
E -mai I: mfurrie@Qamysteryshoppers.com 
www. Qamysteryshoppers.com 
John Connor, President 
Nationally - F u 11 -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 -mai I: info@undercovershoppers.com 
www.undercovershoppers.com 
Heather McCrossen, Director of Operations 
National ly - Full -service 
B, E, F, H, R, RT, S 

www.quirks.com 

Quality Works Associates 
643 Moody St. 
Waltham, MA 02453-5111 
Ph. 781-398-1678 
Fax 781-398-1679 
E-mail: info@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 or 901-373-1349 
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 Cl ifton 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 9286 7 
Ph. 714-974-8020 or 800-411-7550 
Fax 714-974-6968 
E-mail: info@thequestionshop.com 
www. theq uestionshop.com 
Ryan Reasor, President 
Regionally- Data collection/Field service 
B, E, F, H, R, RT, S 

Quick TesUHeakin 
1061 E. Indiantown Rd., Suite 204 
Jupiter, FL 33477 
Ph. 561-748-0931 or 800-523-1288 
Fax 561-748-3601 
E-mai l: 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 
Bismarck, N D 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: rischristie@on.aibn.com 
www.rischristie.com 
Nationally - Data col lection/Field service 
B, E, F, R, RT, S 
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.. Entertainment 

.. Financial Services 
H ... Health Care 
R ... Restaurant/Fast Food 
RT .. Retail 
S .. Services (Real Estate, Hotels, etc.) 

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, F, H, R, RT, S 

Rast Marketing Research 
456 Francis Place S.W. 
Lilburn, GA 30047-4106 
Ph. 770-921-5833 
Fax 770-921-6510 
E-mail: annerast@bellsouth.net 
www.rmratlanta.com 
Ann Rast, President 
Locally- Data collection/Field service 
B 

RDAssociates, Inc. 
257 E. Lancaster Ave., Suite 200 
Wynnewood, PA 19096 
Ph. 610-896-6272 
Fax 610-896-6306 
E-mail: rdouglass@rdassociates.com 
www.rdassociates.com 
Nationally- Full-service 
B, E, F, H, 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 

Reflections Mystery Shopping 
P.O. Box 241 
Oceanside, 0 R 97134 
Ph. 888-810-6330 
Fax 503-296-2826 
E-mail : reflections@oregoncoast.com 
Kim Combs 
Nationally- Full-service 
B, E, F, H, R, RT, S 

Research Inc. 
3050 Royal Blvd., S., Suite 120 
Alpharetta, GA 30022 
Ph. 770-619-9837 
Fax 770-619-9874 
E-mail: info@researchincorporated.com 
www. research incorporated .com 
Debbie McNamara, President 
Regionally - Full-service 
B, E, F, H, R, RT, S 
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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 

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 : rdi info@rdi research.com 
www. rdi research.com 
Chris Reilly 
Nationally - Full -service 
B, E, F, H, R, RT, S 

Retail Services Sweden 
Karlavagen 56 
114 49 Stockholm 
Sweden 
Ph. 46-08-665-7 5-00 
E-mail: info@retailservices.se 
www. retai lservices.se 
Per Bjorkman 
Internationally- Data collection/Field service 
B, E, F, H, R, RT, S 

Reyes Research 
1013 Colina Vista 
Ventura, CA 93003 
Ph. 805-278-1444 
Fax 805-278-1447 
E-mail: arvind@reyesresearch.com 
www.reyesresearch.com 
Richard Groom, Sales Manager 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

J.M. Ridgway Co., Inc. 
P.O. Box 1050 
Los Gatos, CA 95031-1050 
Ph. 800-367-7434 or 408-879-7503 ext. 103 
Fax 408-879-0840 
E-mail : clientservices@jmridgway.com 
www.jmridgway.com 
Michale S. Cannon 
Nationally - Full -service 
B, E, F, H, R, RT, S 

Ritter and Associates 
209 North Reynolds Rd. 
Toledo, OH 43615 
Ph. 419-535-57 57 
Fax 419-535-5646 
E-mail: glinks@ritterassociates.com 
www.ritterandassociates.com 
Bill Ritter 
Nationally - Full-service 
B, E, F, R, RT, S 

www.quirks.com 

Rocky Mountain Merchandising & Research 
1742 E. Holladay Blvd. 
Salt Lake City, UT 84124 
Ph. 801 -274-0220 
Fax 801-274-8066 
E-mail: sue@rockymtnmerchandising.com 
www.rockymm.com 
Richard Bell, President 
Nationally- Full -service 
B, E, F, H, 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 
www.samplingevents.com 
Nationally - Full-service 
B 

Sandia Market Research 
2201 San Pedro N. E., Bldg. 1, Suite 230 
Albuquerque, N M 87110 
Ph. 800-950-4148 or 505-883-5512 
Fax 505-883-4776 
E-mail: laurie@nmia.com 
www.sandiamarketresearch.com 
Locally - 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 
Caro l S. McCormick, Vice President 
Internationally - F u 11-service 
B, E, F, H, R, RT, S 

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 
mystery shopping for over 20 years. We have 
conducted mystery shops in banks, restau­
rants, retail establishments, automobile deal­
erships, etc. We have over three hundred mys­
tery shoppers available across the country. 
(See advertisement on p. 11) 

Scholl Market Research, Inc. 
816 Pulaski Dr. 
Lansdale, PA 19446 
Ph. 610-584-0521 
E-mail: richard@schollresearch.com 
www.scho II research .com 
Richard Scholl, President 
Internationally - Full-service 
B, E, F, H, R, RT, S 



Second To None, Inc. 
3045 Miller Rd. 
Ann Arbor, MI 48103 
Ph. 734-302-8400 
Fax 734-302-8440 
E -mai I: Dial ogue@second-to-none.com 
www.second-to-none.com 
Jeff Hall, President 
Internationally - Full -service 
B, E, F, R, RT, S 

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 administra­
tion, competitive benchmarking, analysis and secure, 
real-time reporting. Diverse shopper base profiled to 
your needs. National/international coverage. 
<See advertisement on p. 3) 

The Secret Shopper Company 
4251 Bonaparte Court 
Tucker, GA 30084 
Ph. 877-770-8585 
Fax 877-498-6460 
E-mail : paige@secretshoppercompany.com 
www.secretshoppercompany.com 
Paige Hall 
Nationally- Full-service 
B, E, F, H, R, RT, S 

SelectaShopper.com 
3237-A E. Sunshine, #167 
Springfield, MO 65804 
Ph. 417-848-7831 
E-mail: info@selectashopper.com 
www.selectashopper.com 
Lori Hamilton, President 
Nationally - Full -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 
211 Marginal Hwy., #114 
Portland, ME 04101 
Ph. 207-773-2660 
Fax 207-773-4369 
Karen Serunian-Iovine, President 
Locally - Full -service 
B, E, F, H, R, RT, S 

Service Advantage International 
42207 E. Ann Arbor Rd. 
Plymouth, Ml 48170 
Ph. 734-453-4750 or 866-476-3020 
Fax 734-453-4790 
E -mai I: i nfo@servad.com 
www.servad.com 
Stephen J. Gill, Dir. Of Assessment & Training 
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 303-745-5462 
E-mail: judih@earthlink.net 
Judi Hartleben, President 
Nationally - Full -service 
B, E, H, R, RT, S 

Service Check.com 
1415 W. Artesia Blvd. 
Rancho Dominguez, CA 90220 
Ph. 310-763-8340 
Fax 310-763-8355 
E-mail: sales@servicecheck.com 
www.servicecheck.com 
Kelly Kasper 
Nationally - Full -service 
E, F, R, RT, S 

Service Critique 
2302 Shady Crest Circle 
San Antonio, TX 78231 
Ph. 210-492-9034 or 210-218-2011 cell# 
Fax 210-492-6321 
E-mail: ger2302@aol.com 
Locally - F u 11-service 
B, E, F, R, RT, S 

Service Evaluation Concepts, Inc. {SEC) 
55 E. Ames Court 
Plainview, NY 11803 
Ph. 516-576-1188 
Fax 516-576-1195 
E-mail: inquiries@serviceevaluation.com 
www.serviceevaluation.com 
Arcadia Roselli 
Nationally - Full -service 
B, E, F, H, R, RT, S 

Service Excellence Group, Inc. 
11874 Sunrise Valley Dr., #201 
Reston, VA 20191 
Ph. 703-860-9796 or 888-372-3858 
Fax 703-935-4274 
E-mail: svcexcell@aol.com 
www.mysteryshopsp I us.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 - F u 11-service 
B, E, 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 - F u 11 -service 
E,R,RT 

www.qu i rks.com 

Service Industry Research Systems,Inc.{SIRS) 
201 Martha Layne Collins Blvd. 
Highland Heights, KY 41076-1750 
Ph. 859-781-9700 
Fax 859-781-8802 
E-mail: knowledge@sirsinc.com 
www.sirsinc.com 
Nationally- Full-service 
E, H, R, RT, S 

Service Intelligence Inc. 
6940 Fisher Rd. S. E., Suite 125 
Calgary, AB T2H OW3 
Canada 
Ph. 403-261-5000 
Fax 403-261-4999 
E-mail: mdargie@serviceintelligence.com 
www.serviceintelligence.com 
Michael Dargie 
Internationally- Full-service 
B, E, F, H, R, RT, S 

Service Intelligence champions the customer 
experience by combining people, technology 
and expertise to protect and support your 
brand promise. Our years of experience, exten­
sive network of certified shoppers and indus­
try-leading Internet-based platform ( C EM) 
enable Service Intelligence to deliver integrat­
ed solutions that ensure the success of your 
brand performance, marketing promotions, 
customer service standard initiatives or any 
other point-of-sale program across North 
America. 
(See advertisement on p. 5) 

Service Intelligence Inc., USA 
5400 Laurel Springs Prkwy., Suite 602 
Suwanee, GA 30024 
Ph. 678-513-4776 
Fax 678-513-4869 
E -mai I: mdargie@service intell igence.com 
www.serviceintelligence.com 
Michael Dargie 
Internationally - Full -service 
B, E, F, H, R, RT, S 

Service Intelligence champions the customer 
experience by combining people, technology 
and expertise to protect and support your 
brand promise. Our years of experience, exten­
sive network of certified shoppers and indus­
try-leading Internet-based platform ( C EM) 
enable Service Intelligence to deliver integrat­
ed solutions that ensure the success of your 
brand performance, marketing promotions, 
customer service standard initiatives or any 
other point-of-sale program across North 
America. 
(See advertisement on p. 5) 
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F .. Financial Services 
H ... Health Care 
R . . . Restaurant/Fast Food 
RT .. Retail 
S . . Services (Real Estate, Hotels, etc.) 

Service Performance Group, Inc. 
808 Crossway Road, Suite B 
Holly Springs, NC 27540 
Ph. 919-567-8300 
Fax 919-567-8122 
E-mail: jerryg@spgweb.com 
www.spgweb.com 
Jerry Gulyes, Principal 
Nationally- Full-service 
B, E, F, H, R, RT, S 

Service Research Corporation 
6201 S. 58th, Suite A 
Lincoln, NE 68516 
Ph. 402-434-5000 
Fax 402-434-5006 
E-mail: jvice@serviceresearch.com 
www.serviceresearch.com 
Jeremy Vice, Busiess Development Manager 
Nationally- Full-service 
B, E, F, H, R, RT, S 

Service Sleuths 
14L East Central Street 
Franklin, MA 02038 
Ph. 508-520-1500 
Fax 508-520-1992 
E-mail: info@servicesleuth.com 
www.servicesleuth.com 
Tom Mills 
Internationally- Full-service 
B, E, F, H, R, RT, S 

Service Probe 
P.O. Box 718 
Signal Mountain, TN 37377 
Ph. 423-517-0554 
Fax 423-517-0033 
E-mail: servprobe@msn.com 
www.pwgroup.com/sprobe/ 
Ben and Ann Holt, Owners 
Nationally- Full-service 
R,S 

ServiceTRAC, LLC 
9188 E. San Salvador Dr., Suite 205 
Scottsdale, AZ 85258 
Ph. 800-951-6606 
Fax 480-941-5246 
E-mail: dweeldreyer@servicetrac.com 
www.servicetrac.com 
Nationally- Full-service 
B, F, H, R, RT, S 

SG Marketing Group 
P.O. Box 773 
Arnold, CA 95223 
Ph. 209-795-0830 
Fax 209-795-5829 
E-mail: webmail@sgmarketing.com 
www.sgmarketing.com 
Robert Seiler, Managing Director 
Nationally - Full-service 
F, R, RT 

102 I Quirk's Marketing Research Review 

The Shadow Agency, Inc. 
1550 Norwood Dr., Suite 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 Worldwide, Inc. 
Worldwide Headquarters 
6025 The Corners Parkway, Suite 200 
Norcross, GA 30092 
Ph. 770-441-5366 or 800-669-6526 
Fax 770-441-5355 
E -mai I: sales@shopnchek.com 
www.shopnchek.com 
Steven Maskell 
Internationally - Full-service 
B, E, F, H, R, RT, S 

Shoppers' Critique International, L.L.C. 
636 Florida Central Pkwy. 
Longwood, FL 32750 
Ph. 407-834-3337 
Fax 407-834-6474 
E-mail: mail@shopperscritique.com 
www.shopperscritique.com 
Michael Somach, CEO 
Internationally - Full -service 
B, E, F, H, R, RT, S 

Shoppers' View 
4976 Plainfield Ave. N.E. 
Grand Rapids, MI 49525 
Ph. 800-264-56 77 
Fax 616-447-1236 
E-mail: steve@shoppersview.com 
www.shoppersview.com 
Steve Leach 
Nationally - Full -service 
B, E, F, H, R, RT, S 

SHOPPERS, Inc. 
119 S. First 
Broken Arrow, OK 74012 
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 

Showintell Trade Show & Conference Rsch. 
4784 Kitty Hawk Dr. 
Atlanta, GA 30342 
Ph. 770-933-0619 
Fax 770-955-5040 
E-mail: markm@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, M N 55427 
Ph. 763-525-1460 
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 

www.qu i rks.com 

Signature, Inc. 
5115 Parkcenter Ave. 
Dublin, OH 43017 
Ph. 614-766-5101 
Fax 614-766-9419 
E-mail: signature@legendary.net 
www.legendary.net 
Steve Wolever, Owner 
Nationally - Full -service 
B, R, RT, S 

Sinclair Service Assessments, Inc. 
900 Isom, #110 
San Antonio, TX 78216 
Ph. 800-600-3871 or 210-979-6000 
Fax 800-600-3851 
E-mail: info@ssanet.com 
www.ssanet.com 
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: focusgroups@sixthline.com 
www.sixthline.com 
Nationally - Full -service 
F, R, RT 

SKA Division of Mediafax, Inc. 
1606 Ponce de Leon Ave., Suite 600 
San Juan, PR 00909 
Puerto Rico 
Ph. 787-721-1101 
Fax 787-725-1340 
E -mai I: data@ska-pr.com 
www.ska-pr.com 
Stanford Klapper, President/CEO 
Internationally - Full -service 
B, E, F, H, 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: vphilips@bellsouth.net 
Vicki Phillips, Dir. Marketing Research 
Regionally - Data collection/Field service 
B, E, F, H, R, RT, S 

SPAR/Burgoyne Retail Services, Inc. 
Ehrhart-Babic/N RTI (Nat'l. Retail Tracking 
Index) Div. 
580 White Plains Road 
Tarrytown, NY 10591 
Ph. 914-332-4100 
Fax 914-332-0741 
E-mail: tbacon@sparinc.com 
www.sparinc.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 -mai I: more@sparksresearch.com 
www.sparksresearch.com 
Nationally - Full -service 
B, E, F, H, R, RT, S 



Speed mark 
8701 New Trails Dr. 
Suite 150 
The Woodlands, TX 77381 
Ph. 800-2 22-3785 
Fax 281-298-1479 
E-mail: rjanson@speedmarkweb.com 
www.speedmarkweb.com 
Ray Janson, Vice President 
Internationally- Full -service 
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 

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. 
5MilkSt. 
Portland, ME 04101 
Ph. 207-774-6738 or 207-871-8622 
Fax 207-772-4842 
E-mail: kmorse@maine.rr.com 
www.panatlantic.net 
Nationally - Full-service 
B, E, F, H, R, RT, S 

Suburban Associates 
Ridgewood Conference Center 
579 Franklin Tpke. 
Ridgewood, NJ 07450 
Ph. 201-447-5100 
Fax 201-447-9536 
E-mail: info@subassoc.com 
www.subassoc.com 
Cheryl Roncoroni 
Regionally - Data collection/Field service 
E, F, H, R, RT, S 

Survey Service, Inc. 
1911 Sheridan Dr. 
Buffalo, NY 14223 
Ph. 800-507-7969 or 716-876-6450 
Fax 716-876-0430 
E-mail : sservice@surveyservice.com 
www.surveyservice.com 
Susan R. Adelman, President 
Nationally- Full -service 
B, E, F, H, R, RT, S 

Surveys Unlimited, Inc. 
232 Vincent Dr. 
East Meadow, NY 11554 
Ph. 516-794-5650 
Fax 516-794-3841 
E-mail: NYSURVEYS@aol.com 
http ://members.aol .com/nysurveys 
Gladys Ronco, President 
Nationally- Data collection/Field service 
B, E, F, H, R, RT, S 

Sutter Performance Audit Systems, LLC 
800 E. Northwest Hwy., Suite 430 
Palatine, I L 6006 7 
Ph. 847-358-3100 
Fax 847-705-7900 
E-mail: smmyst@aol.com 
www.suttermarketing.com 
Lynn R. Sutter 
Nationally - Full -service 
B, F, RT, S 

Taylor Research, Inc. 
1545 Hotel CircleS., Suite 350 
San Diego, CA 92108 
Ph. 800-922-1545 or 619-299-6368 
Fax 619-299-6370 
E -mai I: tay I or@tay I orresearch .com 
www.taylorresearch.com 
Ben Sheck, Field Director 
Locally - Data collection/Field service 
B, E, F, H, R, RT, S 

Telepoll Canada Inc. 
19 Mercer St., Suite 300 
Toronto, ON M5V 1H2 
Canada 
Ph. 800-743-6443 ext. 224 
Fax 888-424-5125 
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 

lenox Appraisal Systems 
2140 Winston Park Dr., Unit 31 
Oakville, ON L6H 5V5 
Canada 
Ph. 905-829-9548 
Fax 800-263-7310 
Sean Cavanagh, Vice President 
Internationally- Full-service 
B, E, F, R, RT, S 

Test Track Research, Inc. 
147 Columbia Turnpike, Suite 303 
Florham Park, NJ 07932 
Ph. 973-360-1660 
Fax 973-360-1667 
E -mai I: i nfo@testtrac k research. com 
www.testtrackresearch.com 
Doug Ranshous, President 
Nationally- Full -service 
B, F, H, R, RT, S 

Testshopper.com 
10015 Old Columbia Rd., Suite Jl35 
Columbia, MD 21046 
Ph. 410-381-9292 
Fax 410-381-2861 
E-mail : testshopper@yahoo.com 
www. testshopper.com 
Donald Eames 
Nationally - Full -service 
B, F, RT, S 

www.quirks.com 

Texas Shoppers Network, Inc. 
908 Town & Country Blvd., Suite 120 
Houston, TX 77024 
Ph. 713-984-7631 or 877-465-6656 
Fax 281-293-9917 
E-mail: sondrap@texasshoppersnetwork.com 
www.texasshoppersnetwork .com 
Sondra Pulford 
Nationally- Full-service 
B, E, F, H, R, RT, S 

Thinksmart 
C/Calendula, 93 Miniparc 111-Ed.E 
28109 Alcobendas 
Spain 
Ph. 34-91 -744-40-70 
Fax 34-91-510-00-20 
E-mail : myacobi@thinksmart.es 
www.thinksmart.es 
Miguel Yacobi 
Internationally - Full -service 
B, E, F, H, R, RT, S 

TNS Intersearch 
410 Horsham Rd . 
Horsham, PA 19044-0189 
Ph. 215-442-9000 
Fax 215-442-9040 
E -mai I: info@tns-i .com 
www.tns-i.com 
Lisa van l<esteren 
Internationally - F u 11 -service 
B, E, F, H, R, RT, S 

Trend Source 
4891 Pacific Hwy, Suite 200 
San Diego, CA 92110 
Ph. 619-718-7467 ext.111 
Fax 619-718-7490 
E-mail: lchng@trendsource.com 
www.trendsource.com 
Lillian Chug, Account Executive 
Nationally - Full-service 
B, E, F, H, R, RT, S 

Ulrich Research Service, Inc. 
1329 l<ingsley Ave., Suite A 
Orange Park, FL 32073 
Ph. 904-264-3282 
Fax 904-264-5582 
E -mai I: info@u I richresearch.com 
www.u I richresearch.com 
Nancy U I rich, 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 806-744-0327 
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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.. Entertainment 

.. Financial Services 
H ... Health Care 
R ... Restaurant/Fast Food 
RT .. Retail 
S .. Services (Real Estate, Hotels, etc.) 

Varga Research 
4403 Vineland Rd ., Suite B-7 
Orlando, FL 32811 
Ph. 407-472-5851 
Fax 407-572-5875 
E-mail : tania@vargaresearch.com 
www. vargaresearch.com 
Joseph or Tania Varga 
Regionally - Full-service 
B, E, F, H, R, RT, S 

Video Eyes LLC 
3251 Old Lee Hwy., #203 
Fairfax, VA 22030 
Ph. 703-995-3131 
Fax 703-591 -6583 
E -mai I: mbare@videoeyes. net 
www. videoeyes. net 
Ernst Aben, Managing Director Europe 
Nationally - Full-service 
B, E, F, H, R, RT, S 

Voter Consumer Research 
3845 FM 1960 West, Suite 440 
Houston, TX 77068 
Ph. 281-893-1010 
Fax 281-893-8811 
E-mail: gloria@vcrhouston.com 
www. vcrhouston .com 
Nationally - Full-service 
B, F, H, R, RT, S 

WAC Survey of New York 
60 Madison Ave., 5th floor 
New York, NY 10010-1600 
Ph. 212-725-8840 
Fax 212-213-9247 
E-mail: wacny@wacresearch.com 
www.wacresearch.com 
Dr. James Frisch 
Nationally - Full-service 
B, E, F, H, R, RT, S 

Ward Research, Inc. 
828 Fort Street Mall, Suite 210 
Honolulu, HI 96813 
Ph. 808-522-5123 
Fax 808-522-5127 
E-mail: wrstaff@wardresearch .com 
www. ward research.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 
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Williams -Jamal, Ltd 
4535 W. Sahara, #203 
Las Vegas, NV 89102 
Ph. 702 -369-1125 
Fax 702-257-0259 
E-mail: info@williams-jamal.com 
www.wjlpinevada.com 
Regionally - Full -service 
B, E, F, H, R, RT, S 

Margaret Yarbrough & Associates, Inc. 
934 Shorepoint Ct., Suite 100 
Alameda, CA 94501 
Ph. 510-521-6900 
Fax 510-521-2130 
E-mail: info@myarbrough.com 
www.myarbrough.com 
Diane l<ientz, President 
Regionally- Full -service 
E, F, R, RT, S 

Sally E. Zorich & Associates 
819 Ashland Ave. 
St. Paul, M N 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 

Cross-Index 

International Mystery 
Shopping 
These firms conduct mystery shopping on an 
international basis. 

Actys Etudes Audit Conseil 
ath Power Consulting Corporation 
Audits & Surveys Worldwide 
Bare Associates International, Inc. 
Bare Associates Int'l . Europe 
Barry Leeds & Associates, Inc. 
Battre Affarer/Better Business 
Beyond Hello Inc. 
Capstone Research, Inc. 
Certified Reports, Inc. 
Cetram, Inc. - The Martec Group 
Creative Images Associates, Inc. 
CV Marketing Research, Inc. 
Development II, inc. 
DSG Associates, Inc. 
EFG, Inc. 
ESA Market Research Ltd. 
Feedback Plus, Inc. 
Global Resource Management, Inc. 
H illi Dunlap Enterprises, Inc. 
H R and Associates, Inc. 
The Insight Works, Inc. 
Ipsos Polska 
J I<S Inc. Market Research 
Just The Facts, Inc. 
Lodge Service - React Surveys NV/SA 
MacPherson Mystery Shopping 
Maritz Research 
Market Trends, Inc. 
Marketing Solutions Corporation 
Meyers Research Center 
Michelson & Associates, Inc. 
Millennium- Research 

www.quirks.com 

National Shopping Service 
National Shopping Service Network, LLC 
NOP World Mystery Shopping 
Oy Palvelu Plus- Service Plus Ltd 
Premier Service Consulting 
Presence Mystery Shopping 
Retail Services Sweden 
Bernadette Schleis & Associates, Inc. 
Scholl Market Research, Inc. 
Second To None, Inc. 
Sensors Quality Management, Inc. 
Service Advantage International 
Service Intelligence Inc. 
Service Intelligence Inc., USA 
Service Sleuths 
The Shadow Agency, Inc. 
Shop'n Chek Wor ldwide, Inc. 
Shoppers' Critique International, L.L.C. 
SHOPPERS, Inc. 
S I<A Division of Mediafax, Inc. 
Speed mark 
Tenox Appraisal Systems 
Thinksmart 
TN S Intersearch 

National Mystery 
Shopping 
These firms conduct mystery shopping on a 
national basis. See also International Mystery 
Shopping. 

Argentina 
IFOP-ASECOM Latin America 

Australia 
Creative & Response Research Svcs. 
(Australia) 
Hoed Mystery Shopping 

Austria 
Hoffmann & Forcher Marketing Research 

Brazil 
Confirma 

Canada 
Advantage Sales & Marketing Canada, Inc. 
Contemporary Research Centre - Montreal 
The Corporate Research Group Ltd. 
Customer Foresight Group, Limited 
Evaluation de service Incognito Service Check 
Innotech Market Research Ltd. 
Proforma Consulting Limited 
R.I.S. Chri stie - The Data Collection Company 
Sixth Line Solutions 
Telepoll Canada Inc. 

Germany 
Canfield Research 
l<ramer Marktforschung GmbH 

Greece 
Gfl< Market Analysis Ltd. 

Hungary 
Bell Research 



Italy 
Freni Ricerche Sociali e di Marketing 
Pragma S.r.l. 

Peru 
Datum Internacional SA 

Puerto Rico 
The Marketing Center 

Slovenia 
G RAL- ITEO 

Turkey 
Gfl< Turkey 

United l<i ngdom 
Field & Research Matters Ltd. 
M S B-Managing The Service Business 

USA 
A Closer Look 
A Customer's Point of View, Inc. 
A Total Resource Group 
AAR/AII About Research 
ACE Mystery Shopping 
Advisory Group, Inc. 
ALCOPS'" 
ARC Research Corporation 
Ask Arizona 
At Your Service Marketing 
B. Business Solutions, Inc. 
Bartels Research Corp. 
Best Mark 
The Blackstone Group 
BMA - BMA Mystery Shopping 
Business Evaluation Services 
Business Research Group, Inc. 
Car- Lene Research, Inc. 
Check Mark, Inc. 
Check Up Marketing 
Commercial Service Systems, Inc. 
Confero, Inc. 
Consumer Impressions, Inc. 
Consumer Pulse, Inc. 
Courtesy Counts, Inc. 
Craciun Research Group, Inc. 
Cross Financial Group 
Customer lst 
Customer Perspectives 
Customer Service Experts, Inc. 
Customer Service Profiles 
Customerize, Inc. 
Cutting Edge Research, Inc. 
Data Quest, Ltd. 
Defensive Business Management 
Devon Hill Associates 
Excel Shopping and Consulting 
First Glance 
J. Franke Enterprises 
Friedman Marketing Services 
Hindsight 
ICC Decision Services 
IMAGES Market Research 
Infotel National Marketing 
Insight Research, Inc. 
Integrity Auditing Services, Inc. 
IntelliShop 
Ipsos North America 
Jancyn Evaluation Shops 

l<eeping Tabs, Inc. 
l<en- Rich Retail Group 
l<inesis 
l<lein Market Test/small town market research 
Rickie l<ruh Research 
Nancy Levine Marketing Research 
The Locksley Group, Ltd. 
M.A.T. On-Site Research 
Market Dynamics Research Group, Inc. 
Market Trends Pacific, Inc. 
Market Viewpoint 
Measure This! 
Mosaic Retail Solutions 
Mystery Guest, Inc. 
Mystery Shoppers, Inc. 
Mystique Shopper 
National Field & Focus, Inc. 
New England Interviewing, Inc. 
O'Connor & Associates 
On-Site Solutions 
Pammer Research, Inc. 
Pat Henry Market Research, Inc. 
Perception Strategies, Inc. 
Perceptive Market Research, Inc. 
The Performance Edge 
The Performance Group, Inc. 
Person to Person Quality 
Precision Research Inc. 
Precision Research, Inc. 
Professional Review & Operational Shoppers, Inc. 
Promotion Network, Inc. 
Provizio, Inc. 
Quality Assessments Mystery Shoppers, Inc. 
Quality Check 
QualityWorks Associates 
The Quest for Best Mystery Shoppers 
Quest Marketing Group, Inc. 
Quick Test/Heakin 
R DAssociates, Inc. 
Reality Check Mystery Shoppers 
Reflections Mystery Shopping 
Research Strategies, Inc. 
Retail Biz Consulting 
Retail Diagnostics, Inc. 
J.M. Ridgway Co., Inc. 
Ritter and Associates 
Rocky Mountain Merchandising and Research 
Sampling, Events & Promotions, Inc. 
Schlesinger Associates, Inc. 
The Secret Shopper Company 
SelectaShopper.com 
Service Alliance, Inc. 
Service Check.com 
Service Evaluation Concepts, Inc. (SEC) 
Service Excellence Group, Inc. 
Service Excellence Group, Inc. 
Service Impressions 
Service Industry Research Systems, Inc. (SIRS) 
Service Performance Group, Inc. 
Service Research Corporation 
Service Probe 
ServiceTRAC, LLC 
SG Marketing Group 
Shoppers' View 
Showintell Trade Show & Conference Research 
Sights On Service, Inc. 
Signature, Inc. 
Sinclair Service Assessments, Inc. 
S PAR/Burgoyne Retail Services, Inc. 
David Sparks & Associates 
Speedmark Information Services 
Stewart International Associates 
Strategic Marketing Services 
Survey Service, Inc. 
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Surveys Unlimited, Inc. 
Sutter Performance Audit Systems, LLC 
Test Track Research, Inc. 
Testshopper.com 
Texas Shoppers Network, Inc. 
Trend Source 
Video Eyes LLC 
Voter Consumer Research 
WAC Survey of New York 
WestGroup Research 

Regional Mystery 
Shopping 
These firms conduct mystery shopping on a 
regional basis. They have been organized by 
state for your convenience. See also National 
& International Mystery Shopping. 

Alabama 
Connections, Inc. 
Graham & Associates, Inc. 
MVP In The Field Services 
New South Research 

California 
Cirrus Marketing Consultants 
l<iyomura-Ishimoto Associates 
L.A. Research, Inc. 
The Question Shop, Inc. 
Reyes Research 
Margaret Yarbrough & Associates, Inc. 

Colorado 
ingather research-denver 
I Ri Information Research Inc. 

Connecticut 
iFirm Facts Interviewing 

Florida 
A.I.M. Field Service 
Advantage Business Services 
Gulf View Research, LLC 
l<irk Research Services, Inc. 
Mars Research 
Opinion Polling Service® 
Premack & Associates of Pinellas County, Inc. 
U I rich Research Service, Inc. 
Varga Research 

Georgia 
Beisner Research Associates 
Research Inc. 

Illinois 
Ann Michaels and Associates Ltd. 
PRYBYL Group, Inc. 

Indiana 
Indiana Research Service, Inc. 
I<LD Marketing Research, Inc. 

Iowa 
p M R-Personal Marketing Research, Inc. 
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Kentucky 
Market Research Services 
Personal Opinion, Inc. 

Louisiana 
Focus Research, Inc. 
Gulf View Research, LLC 
New Orleans Field Services Associates 

Maryland 
Bay Area Research 

Massachusetts 
Focus on Service, LLC 
Patron Edge 

Michigan 
BanConsult, Inc. 
Barnes Research, Inc. 
Crimmins & Forman Market Research 
imyst, inc. 

Mississippi 
Market Mix, Inc. 

Missouri 
Horizon Research Services 

Nebraska 
The MSR Group 

Nevada 
Performance Insights 
QSI Specialists 
Williams - Jamal, Ltd 

New Hampshire 
Granite State Marketing Research, Inc. 

New Jersey 
Frances Bauman Associates 
Opinion Polling Service® 
Suburban Associates 

New York 
Karlamar Associates, Inc. 
QMS 

North Carolina 
CB&A Research, Inc. 

North Dakota 
Quinn Marketing and Communications 

Ohio 
Market Tasks, Inc. 
Opinions, Ltd . 

Oklahoma 
Higbee & Associates, Inc. 

Rhode Island 
Capture, Inc. 
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South Carolina 
Low Country Marketing, Inc. 

Tennessee 
People Plus 
South East Market Research 

Texas 
Galloway Research Services 
Hispanic Focus Unlimited 
Market Research & Analysis of Dallas 
Pfeifer Market Research, Inc. 

Virginia 
Metro Research Services, Inc. 

West Virginia 
McMillion Research Service 

Wisconsin 
Field Surveys & Audits, Inc. 
InGold Marketing Assistance Group, Ltd. 

Local Mystery Shopping 
These firms conduct mystery shopping on a 
local basis. They have been organized by met­
ropolitan area for your convenience, See also 
Regional, National & International Mystery 
Shopping. 

Albuquerque, N M 
Sandia Market Research 

Atlanta, GA 
Rast Marketing Research 

Bangor, ME 
Rapid Research 

Baton Rouge, LA 
The Field Force, Inc. 

Boston, MA 
Performance Plus 

Chicago, IL 
Field Research, Inc. 
Galli Research Services 

Cincinnati, OH 
Assistance In Marketing, Inc. 

Denver, CO 
Strategic Insights, Inc. 

Des Moines, lA 
Essman/ Research 

Honolulu, HI 
Ward Research, Inc. 

Indianapolis, IN 
Herron Associates, Inc. 
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Lubbock, TX 
United Marketing Research 

Memphis, TN 
PWI Research 

Milwaukee, WI 
Lein/Spiegelhoff, Inc. 

Minneapolis/St. Paul, M N 
Jeanne Drew Surveys 
Henceforth, Inc. 
Sally E. Zorich & Associates 

Newport News/Norfolk/ 
Virginia Beach, VA 
Marketrends, Inc. 

Orlando, FL 
Product Insights, Inc. 

Philadelphia, PA 
Liberty Research Services, LLC 

Portland, ME 
Serunian Investigations & Mystery Shopping 

Sacramento, CA 
Opinions of Sacramento 

San Antonio, TX 
Service Critique 

St. Louis, MO 
Marketing Horizons, Inc. 

San Diego, CA 
Taylor Research, Inc. 

Stamford, CT 
L PM Market Research Services 

Vancouver, BC 
Campbell, Edgar Inc. 

Washington, DC 
OM R <Oichak Market Research) 
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ActiveGroup ..................................... . 56-57 GroupNet .......................................... . 47 
Ph. 770-449-5539 I www.activegroup.net Ph. 800-288-8226 I www.group-net.com 

Advanced Focus, Inc . ................................. . 40 i think inc . ......................................... . 35 
Ph. 212-217-2000 I www.advancedfocus.com Ph. 214-855-3777 I www.ithinkinc.com 

Affordable Samples, Inc . .............................. .38 1/H/R Research Group ................................ . 49 
Ph. 800-784-80161 sales@affordablesamples.com Ph. 800-254-00761 www.ihr-research.com 

The Analytical Group, Inc . ........ . .................. . . . 21 
Ph. 800-946-27671 www.acsinfo.com 

InsightExpress, LLC ................................. .37 
Ph. 877-329-15521 www.insightexpress.com/proven 

Baltimore Research ................................... . 9 
Ph. 410-583-9991 I www.baltimoreresearch.com 

IntelliShop ......................................... . 54 
Ph. 877-894-63491 www.intelli-shop.com 

BestMark .......................................... . 87 
Ph. 952-922-2205 I www.bestmark.com 

InterCiipper ............. . .......................... . 34 
Ph. 973-733-34341 www.vicCD.com 

Burke Institute ...................................... 73 
Ph. 800-543-8635 I www. Burkelnstitute.com 

IVRsurveys.com ...................................... 70 
Ph. 888-359-90541 www.ivrsurveys.com 

Burke, Incorporated ................................. . 18 
Ph. 800-688-26741 www.burke.com 

M/A/RIC® Research ................................. . 41 
Ph. 800-884-MARC I www.marcresearch .com 

Mail Research Center ................................ . 32 
Common Knowledge Research Services ...... . .. ...... . 26-27 
Ph. 800~710-9147 I www.commonknowledge.com 

Ph. 800-873-2339 I www.b2bmrc.com 

Maritz Research ...................... . Front Cover Spread 
Computers for Marketing Corp. (CfMC) ................. .33 Ph. 887-4-MARITZ I www.maritzresearch .com 
Ph. 415-777-0470 I www.cfmc.com 

Market Trends, Inc . .................................. . 95 
Consumer Opinion Services, Inc. . ....................... 71 Ph. 206-575-1222 I www.markettrends.com 
Ph. 206-241-6050 I www.cosvc.com 

Microtab, Inc. . ..................................... . 58 
Database Sciences, Inc . .................. .Inside Back Cover Ph. 866-MICROTAB I www.microtab.com 
Ph . 800-742-60351 www.dbsciences.com Midwest Video, Inc . .................................. .51 
Decision Analyst, Inc. . ............................... . 69 Ph. 248-583-3630 I www.midwestvideo.com 

Ph. 817-640-61661 www.decisionanalyst.com Mystery Shopping Providers Association ................ . 39 
Delve ............................ .. ..... : ......... . 53 Ph. 972-406-1104 I www.mysteryshop.org 

Ph. 800-325-33381 www.delve.com The Olson Research Group, Inc . ........................ . 31 

DSG Associates, Inc . ................................. . 91 Ph. 609-882-9888 I www.o lsononlinesystems.com 

Ph. 714-835-3020 I www.dsgai.com On-Line Communications, Inc . ......................... . 29 

Erlich Transcultural Consultants ....................... . 15 Ph. 800-765-3200 I www.on-linecom.com 

Ph. 818-226-13331 www.etcethnic.com PAl-Productive Access, Inc . ........................... . 28 

FGI Research ............. .. ........................ . 22 
Ph. 800-683-31111 www.paiwhq.com 

Ph. 800-765-4344 I www.fgiresearch.com Sawtooth Software, Inc. . ............................. . 48 

Field Facts Worldwide ................................ . 43 
Ph. 360-681-2300 I www.sawtoothsoftware.com 

Ph. 508-872-8840 I www.fieldfacts.com Schlesinger Associates, Inc. . .......................... . 11 

Fieldwork, Inc. . ............................. . Back Cover 
Ph. 800-TO-FIELD I www.fieldwork.com 

Ph. 732-906-11221 www.schlesingerassociates.com 

Scientific Telephone Samples .......................... . 63 
Ph. 800-944-4STS I www.stssamples.com 

Focus Groups Of Cleveland, Inc . ........................ . 55 
Ph. 800-950-9010 I www.focusgroupsofc leveland.com Second To None, Inc . .................................. . 3 

Ph. 734-668-81481 www.second-to-none.com 
Focus Pointe Philadelphia ............................ . 75 
Ph. 888- US-FOCUS I www.focuspointe.net 

Service Evaluation Concepts, Inc. (SEC) ................. . 67 
Ph. 516-576-11881 www.serviceevaluation.com 

FocusVisi~n VideoStreaming, Inc. . ..................... . 61 
Ph. 203-961-17151 www.focusvision.com 

Service Intelligence, Inc. . ............................. . 5 
Ph. 403-261-5000 I www.serviceintelligence.com 

FocusVision Worldwide, Inc . ..... .................. . 6-7, 23 
Ph. 203-961-1715 I www.focusvision.com 

Socratic Technologies, Inc . ............................ . 66 
Ph. 800-5-SOCRATIC I www.sotech.com 

GENESYS Sampling Systems ........................... 65 Survey Sampling International ......................... .59 
Ph. 800-336-76741 www.genesys-sampling.com Ph. 203-255-4200 I www.surveysampling .com 

Global Market In site, Inc . ............................. . 17 WebSurveyor Corporation ............... .Inside Front Cover 
Ph. 425-369-0197 I www.gmi-mr.com Ph. 800-787-8755 I www.websurveyor.com 

Greenfield Online .................................... . 45 Western Wats Interviewing Center ...................... . 19 
Ph. 203-834-8585 I www.greenfield .com Ph. 801 -344-5500 I www.westernwats.com 
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2003 Quirl<'s Story Index 
Case Histories 

January 
Online research: Lessons from the College Board -
For maximum response rates in online surveys) keep respondents 
in mind 

March 
Advertising research: A true return on investment -
Developing and managing advertising for StarKist Tuna in a 
Pouch 
Advertising research: In search of a motivating 
message - Hybrid approach aids development if communica­
tion strategy for clinical trials 

May 
Advertising research: Bridging the gap - Agency uses 
qualitative and quantitative techniques to tackle an advertising 
campaign for the Cleveland Browns Foundation 

June 
Health care research: Assessing the threat - CDC 
turns to qualitative research to address fears of bioterrorism 
Health care research: Addressing many, speaking to 
one - Perception Analyzers aid development of ad campaign for 
prenatal care programs 

October 
Customer satisfaction research: Measure it, change 
it - Electronics retailer Future Shop embraces comprehensive ser­
vice measurement program 
Customer satisfaction research: Doing what they do 
best - Online reporting lets researchers focus on analysis rather 
than distribution 

December 
New product research: Women are from Mars, men 
drink scotch - Schnapps maker looks to find out how femi­
nine is too feminine 

Technique Discussions 

January 
Online research: Sex, lies and the Internet - Minimizing 
the liar factor 
Online research: Worth another look - Revisiting 
online focus groups 
Online research: Internet surveys: limits and beyond 
limits 
Mystery shopping: Building equity - Mystery shopping 
strategies for the financial services industry 
Mystery shopping: Is your brand keeping its 
promise? - Use mystery shopping to find out 
Mystery shopping: Similar but different - Mystery 
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shopping isn)t customer research 
The business of research: Blazing a trail together -
Researchers and usability engineers need that pioneer spirit 
Database analysis: How to prospect for customers 
using ZIP code profile models 

February 
The business of research: The democratization of 
research - Industry faces increasing competition from DIY surveys 
Quantitative research: The MCAPI primer - Part 1: 
introducing MCAPI 
Questionnaire development: The questionnaire that 
launched a thousand responses 
Data analysis: The rewards of patience -A review of 
SPSS 11.5 and Segment Solve from Marketing Advantage 
Retail research: How much is too much? Measuring 
retail signage saturation 
New product research: Blueprints to successful 
concept development - Part 1: laying the foundation 

March 
Advertising research: Who's who in ad copytesting II -
An overview if the major players doing copytesting online 
Advertising research: A campaign for improvement -
Getting more from print advertising 
Advertising research: Modeling advertising? - First) 
find out if it is good) average or bad 
Advertising research: The eye is not a camera -
Tracking ad awareness: recognition vs. recall 
New product research: Blueprints to successful 
concept development - Part 2 :framing it in 

April 
Ethnic research: Long-term need, short-term fix -
Solving the multicultural marketing paradox 
Ethnic research: American masala - How acculturation 
changes the eating habits if Asian-Indian immigrants 
Ethnic research: Merely average - Marketers get a "Cn 
grade for their attempts to reach the African-American market 
Business-to-business research: Make it worth their 
while - Suaesiful in-depth research among senior financial executives 
Business-to-business research: Loyalty research in 
B2B contexts - Companies must talk to customers in disci­
plined) systematic ways 
Business-to-business research: Divide & conquer ­
Segmentation in B2B markets 
Qualitative research: Keeping the dead wood out of 
focus groups -A screening question that improves the odds 
The business of research: Research pulse - What do 
the next few years hold for the industry? 

May 
New product research: Innovate safely - Don)t shoot 
your ideation session in the foot 
Observational research: Watch, don't listen - Why 



companies should ignore the voice if the customer 
Advertising research: Seeking a good fit - Energy com­
pany uses brand-to-media consonance assessments to optimize ad 
iffectiveness 
The business of research: Using marketing research 
- Views from a CPO 
Customer satisfaction research: Customer satisfac­
tion and company dissatisfaction - R econciling data and 
meaning across different surveys 
Online/telephone research: Not sure about 'don't 
know' - Migrating phone surveys to the Internet 
Secondary research: Nothing to fear - Time-saving tips 
for conducting secondary research 

June 
Qualitative research: The gold standard? Why the focus 
group deserves to be the most respected if all qualitative research tools 
Qualitative research: What I wish I had known ... -
Tips for clients conducting qualitative research 
Qualitative research: Video safaris - an alternative to in-
facility focus groups 
Qualitative research: Alternative qualitative 
approaches in new product research 
Qualitative research: Trouble getting teens to talk? 
Online bulletin boards are GR8 
Health care research: One size fits all? Not in health 
care research - Researchers at three health plans talk about their 
use if qualitative 
Health care research: Be on the safe side - The role if 
research in medical device design · 
The business of research: Play nice - The top 10 things 
every entry-level marketing researcher should know 

July/August 
Online research: Persuasive e-mail invitations - 10 
steps to greater ~b survey response rates 
Online research: Watch out for dropouts - Study 
shows impact if online survey length on research findings 
Online research: Best practices for online research -
Proven methods for reliable results 
Online research: Online sample - can you trust it? 
Online research: Ten years after - Online qualitative 
research has come a long way in its first decade 
Online research: Leveraging the Web for customer 
and employee satisfaction research 
Online research: Be prepared - A little advance work can 
help you sidestep onli11e research piifalls 
Online research: Are you talking to the right peo­
ple? The importance of online panel quality 
Automotive research: Ready to get behind the 
wheel - Generation Y W:ers huge market for automakers 

October 
Customer satisfaction research: Integrating explicit 
and implicit approaches - Understanding what customers 
want and diagnosing how to improve 
Customer relationship management: The CRM 
paradox - Where~ the customer in customer relationship man­
agement? 

Customer satisfaction research: Forging links - A 
primer on linkage research 
Customer satisfaction research: Customer informa­
tion to the rescue - Data mining and usage for corporate profit 
Telephone research: Conducting telephone research 
in the age of consumer advocacy 

November 
International research: Observing the world- Using 
ethnography to gain perspective on international markets 
International research: Finding ideas that travel -
What to look for in developing global advertising 
International research: From cautious acceptors to 
Web embracers - How Latin A merican users think and f eel 
about the Internet 
International research: Question and answer: 
Research in Italy 
International research: Learning on the go- Tips on 
getting international research right 
New product research: Adaptation and innovation -
Successful product development in the Information Age 
Quantitative research:The MCAPI primer- Part 2: 
implementing MCA PI 

December 
Qualitative research: Still a valuable tool - Clients 
aren't ready to give up on the traditional focus group 
Qualitative research: What's all the fuss about? 
Ethnography as a market research tool 
Qualitative research: Ethnography in action: social 
network parties 
Qualitative research: Getting more golden eggs 
without killing the goose - Suggestions on rrfocusing inno­
vation 
Qualitative research: Geography matters - How 10 
popular markets can affect your focus groups 
Qualitative research: Trends and tribulations -
R oundtable participants outline issues facing the industry 
Qualitative research: Thinking of focus group par­
ticipants as collaborators 
Qualitative research: Bring it to life - Use video to 
enhance your qualitative research 
Qualitative research: Define and refine - How focus 
groups can help questionnaire development 

Data Use 

February 
Data abuse -An old curmudgeon recounts some research atrocities 

March 
A tale of two tallies 

April 
Using discrete choice models to measure brand 
equity 

May 
N onparametric tests: sturdy alternatives 
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June 
Discrete choice modeling in pharmaceutical mar­
keting research 

July/August 
Segmentation models and the overfitting problem 

October 
Exploring and mining: getting the most out of 
your data 

November 
A beautiful segmentation: Defining an advertising 
strategy to target those who will pay more 

Qualitatively Speaking 

January 
What are they really saying? Connotation and 
denotation in qualitative research 

February 
The focus group - popular but dangerous 

March 
A practical approach to identifying professional 
respondents 

April 
Thoughts on no-shows and the recruiting process 

June 
Are the days getting shorter or are the discussion 
guides getting longer? 

July/August 
Out of control - Managing focus groups within the 
client organization 

October 
In defense of the focus group 

November 
Are you spending too much time on your focus 
groups? 

December 
Conducting qualitative research on a global scale 

By the Numbers 

October 
Stop wasting money! Don't use surveys to get 
answers you may already have in-house 
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December 
To double-code or single code? 

Software Review 

February 
Bellview Web from Pulse Train 

July/August 
WebSurveyor and Surveywriter - A look at two choices 
in the crowded Web-based survey design field 

October 
Microtab - data editing and cleaning workhorse gets an update 

Trade Talk 

January 
This book is worth its weight (a review of the book 
Business) 

February 
Stranded in the soup aisle (a look at research that 
tracks grocery store shopping patterns) 

March 
Industry groups vigilant on privacy 

May 
A timely pep talk (an interview with Synovate 
President Adrian Chedore) 

July/August 
Collecting data isn't enough (a report on the annu­
al MRA conference) 

October 
Notes from Los Angeles (a report on the annual 
AMA marketing research conference) 

November 
Two new books on mind-mining; plus a look at 
Boomers (reviews of the books How Customers 
Think, Moderating to the Max, andAfter Fifty- How the 
Baby Boom Will Rediftne the Mature Market) 

Quirk's Marketing Research Review, (ISSN 08937451) is issued 11 times per year- Jan., Feb., Mar., Apr., May, June, 
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classified ads 

Old method not working? Try us instead. 
• Survey Pro - Comprehensive 

software for questionnaire design, 
data collection, and reporting. 

• Survey Host - Complete range of 
online survey hosting services. 

Api~y~ know. 

E-MAIL: sales@apian.com 
PHONE:(800) 237-4565 

www.apian.com • www.surveyhost.com 

TI-lE 
OUEOTION 
01-10 P, Inc. 
A Marketing Research Firm 

Focus Groups and All 
Types of Surveys 

RYAN REASOR 
President 

2860 N. Santiago Blvd. 
Suite 100 
Orange, CA 92667 
(714) 974-8020 
FAX: (714) 974-6968 

Future Information Research Management, Inc • FIRM, 
the provider of the world's number one online survey software 

confirm it~® 
is looking for new talent to join a strong growing business 

Senior Sales Executive 
Market Research 

FIRM is a sales oriented company, and the sales team 
works closely with Professional Services and Developers. 

The sales position is very attractive and provides great 
career opportunities. The chosen candidate will start to 
develop his/her own account base within the Market 
Research (MR) sector. We already have a majority of the 
global top MR companies as customers including AC 
Nielsen, GfK, Greenfield Online and The NPD Group. 

Please have a proven sales record from a relevant 
software company, experience in selling software to MR 
agencies and a good understanding of online MR. 

Professional Services 
Consultant 

The Professional Services (ProS) department has a key 
role in: enabling Confirmit customers to get started, to 
rapidly acquire the necessary skills to exploit the system's 
features, and to constantly assist customers in becoming 
more proficient. 

The ProS position offers exciting challenges allowing for 
personal development in an international environment. 

Please have consulting, training or support experience, 
plus knowledge of J-5criptlng and/or HTML. Online MR 
experience is a plus. The successful consultant is an 
efficient multi-tasker. 

Both positions are In New York City. Visit www.conflnnlt.com for more lnfonnatlon. 
Qualified candldatas should emaii1'88Umea and salary requirements to yaron. 

Trade Talk 
continued from page 112 

During another session, Shari 

Tallarico, an ethnographer at 

Microsoft, explained the ways she 

challenges people in Microsoft's 

mobile device product group to pay 
attention to how much useful infor­

mation can be gleaned from being 

observant during a shopping trip. For 

example, she organizes small groups 

for ethnographic excursions to places 

such as the Pike Place M arket in 

Seattle to observe how people hold 

and interact with their mobile 

phones and PDAs. D uring debriefing 

sessions the participants recount 

what they saw and determine how it 

might be useful to Microsoft product 

developers . 

www.quirks.com 

Tallarico says ethnography isn 't a 

cure-all, nor is it a replacement for 

other kinds of research. Some internal 

clients have had questions about the 

methodological rigor of ethnographic 

sessions, but once they've had an 

ethnographic experience that they 

felt brought them close to a cus­

tomer's experience, the questions of 

rigor have tended to fall away. l Q 
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A lool< at our new lool<; going ethno in San Fran 

L
et's try this again. If things had 
gone according to plan last 
issue, you could have turned to 

this space to read all about our new 
look. But the folks at the printing 
company had other ideas. They substi­
tuted page 82 containing my column 
with page ]282 from our focus group 
facilities directory. (They have assured 
me they weren't trying to make a 
not-so-subtle comment on my writ­
ing.) 

I guess we just have to b~ thankful 
that page 82 didn't end up in D82's 
place in the directory! 

*** 

So what do you think? Do you like 
the new look? We're all very excited 
about it, naturally. While we have 
been contemplating a change for 
quite a while now, the main impetus 
came from comments obtained 
through research with our readers. A 
number of kind people said they like 
the magazine just the way it is, but a 
greater number suggested it was time 
for an update. 

We hope the new design is easier to 
navigate. Readers have said they hate 
being forced to flip to the back of the 
magazine to read the continuation of 
a story. From now on, while there 
may be a few instances where produc­
tion factors force us to jump a story, 
we'll make every effort to avoid those 
annoying "continued on" lines. 

Many readers also said they enjoy 
the magazine but don't have enough 
time to read everything in it. While 
we can't increase the number of hours 
in a day, we have tried to use visual 
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cues to make it easier to see the topic 
of an article, such as the heading that 
runs along the left edge of each story's 
first page, so that when you do have 
the time to read, you can easily find 
articles on topics that interest you. 

Content-wise, we haven't made any 
major changes. We added the quant­
related By the Numbers column a 
few issues back to complement the 
popular Qualitatively Speaking col­
umn. But some new features are in 
the works and should debut in the 
early part of 2004. So keep an eye 
out! 

Change, as they say, is an iterative 
thing. Over the next few issues we'll 
no doubt make some tweaks here and 
there. Your feedback is a critical part 
of that process. As always, you can 
reach me at 952-854-5101 or at 
joe@quirks.com. 

*** 

Another thing you may have 
noticed about the December issue 
was the near ubiquitous presence of 
ethnographic research. I didn't actual­
ly count, but I think almost every 
article had some reference to con­
ducting ethnographic research - a 
purely accidental situation but one 
that nevertheless indicates ethnogra­
phy's growing profile among 
researchers. 

We're not alone in our ethno­
mania. An entire day was devoted to 
the topic at the Institute for 
International Research's annual mar­
ket research event in San Francisco in 
October. 

I was a little bit worried when 
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Robbie Blinkoff, principal anthropol­
ogist at Context Research and chair­
person of the ethnography sympo­
sium, started the day off by asking all 
of the attendees to close their eyes 
and take a mental journey with him 
to visit a jungle tribe. Just the kind of 
thing a skeptical researcher would 
scoff at, I thought. But the audience 
loved it and the 10-rninute relaxation 
exercise was a perfect way to begin 
what ended up being a busy and 
action-packed morning and after­
noon. 

One highlight was hearing Tamrni 
Taylor, senior researcher, consumer 
insights, at Levi Strauss, talk about 
how the company used ethnography 
to investigate markets for its Levi 
Strauss Signature clothing line. The 
line is aimed at shoppers of mass mar­
ket stores like Wal-Mart and Target, a 
market with which the company's 
designers weren't familiar. Well, as a 
result of the ethnography, the design­
ers are now on a first-name basis with 
at least one of the shoppers, a woman 
who, through the magic of videotape, 
has come to personify the product 
line's target demographic for the 
company. 

Taylor said the research, which 
included shopping trips, in-home vis­
its, workbooks and phone surveys, 
also helped the company describe key 
concepts and ideas in the customers' 
language. And the videotaped por­
tions were a good way to communi­
cate with the designers, who are so 
used to dealing with things in visual 
terms. 

continued on page 111 



eFieldFacility.com, by Database Sciences, is a complete online 
quantitative research field service. From sampling to data delivery, 
we handle every detail of online field work. 

Driving the eFieldFacility concept is Database Sciences' proprietary 
Web surveying software suite. We use it in what is known as an 
ASP, or Application Service Provider, platform to help our clients 
conduct research. 

In English, that means that we offer the online equivalent of the mall 
intercept company, the telephone interviewing house, and the focus 
group facility. Every day, our clients have access to state-of-the­
art online research tools without having to invest time, money, or 
peoplepower in hardware, software, or training. While we are fielding 
feature-rich online surveys for them efficiently and economically, 
they can focus their energies and resources on their core businesses. 

Serious Tools for Research Professionals 

We are a research field service first, and a technology company 
second. Our experienced team understands the requirements of 
field work and our technical staff is constantly pushing the envelope 
in applying the latest Web technologies to traditonal research tasks. 

Also, we understand the value of every respondent's opinion and 
strive to make the online survey environment user- friendly and 
enjoyable. We offer a responsive online help desk to our panel 
respondents (and our clients') so that we keep respondents engaged 
and maximize response rates. 

At the end of the fielding process, we deliver data in a variety of 
formats. Whether a client wants a complete tab analysis or raw 
data compatible with legacy Column Binary systems, we are able 
to accommodate them. 



Honest recruiting is one reason why clients come back to Fieldwork. We work our 

in-house data base hard to find the people you want to talk to, while screening out 

those you don't. And there's no sugar-coating our daily progress reports. We tell it like 

it is. Even when it hurts. So we can make the fine tunings that keep things on target. 

We believe that honesty is the soul of good research-

which is why we subscribe to MRA ethics standards. 

We're confident you feel the same. 
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